MARKETSHARE  WARS  62  OFFSHORE  OUTSOURCING  204  PERSONALIZATION  236 


NINE  DOLLARS 


WHY  GOOD  CIOS 
SPURN  OLD  ECONOMY 
COMPANIES— IT'S  NOT 
ABOUT  THE  MONEY 


NEW  LOOK  AT  AN 
OLD  PROBLEM¬ 
BALANCING  WORK 
AND  FAMILY 


AFTERMATH-WHY 
Y2K  WAS  WORTH  ALL 
THE  TIME,  MONEY 
AND  TRAVAIL 


PAGE  214 


PAGE  226 


PAGE  84 


The  Magazine  for  Information  Executives 


: 


The  Quantum®  Snap  Server  is  the  ideal  solution  for  upgrading  your  network  storage.  It 
offers  the  perfect  combination  of  quick  and  easy  installation  at  prices  far  below  what 
you  would  pay  for  a  traditional  NT  server.  It’s  pre-configured  to  work  in  all  major 
network  environments,  which  means  you  really  just  plug  it  in  and  turn  it  on  -  with 
no  network  downtime.  In  fact,  the  Snap  Server  is  so  hassle-free,  it  installs  in  less  than 
5  minutes!  Simply  call  1-888-343-SNAP  or  visit  our  website  at  www.snapserver.com 
for  more  information. 


Quantum 

If  it’s  important  to  you,  save  it  with  us. 


MVP 

Winner 


BEST 


Computwgtjf 


CAD 


PTComputing 
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©2000  Quantum  Corporation.  All  rights  reserved.  Quantum  and  the  Quantum  logo  are  trademarks  of  Quantum  Corporation,  registered  in  the  U.S.A.  and  other  countries 
Snap  Server  is  a  trademark  of  Quantum  Corporation.  All  other  product  names  are  trademarks  of  their  respective  companies. 


Performance  Pentium-class  processor  with 

•  Quantum®  Ultra  ATA  hard  disk  drives 

•  RAID  0,1  or  5 

•  Unlimited  license,  easily  supports  100  clients 


Compatibility  Simultaneous  support  for  Windows  95/98 
2000,  NT,  NetWare,  UNIX  and  Macintosh  networks 
and  clients  across  TCP/IP,  IPX,  NetBEUI  and  AppleTalk 


Network  Security  Integrates 
with  NT  Domain  Controller  and 
NetWare  Bindery  servers  or  local 
user  list 


Guarantee  Unconditional 
30-day  money-back  guarantee 
on  all  Snap  Servers,  plus  3-year 
parts  &c  labor 


Price 

15GB -$499 
30GB  -  $799 

60GB  -  $1699 
120GB  -  $2999 


www.snapserver.com 


Snap! 

server  " 
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Circle  the  words  that 
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1.  AMD  (see  example) 


2.  Athlon 

3.  processor 

4.  now 

5.  with 

6.  full-speed 

?.  performance 

8.  enhancing 

9.  cache 

10.  memory 


With  speeds  of  up  to  1  GHz,  and  now  with  full-speed  performance-enhancing  cache  memory,  the 
AMD  Athlon  ”  Processor  helps  you  take  full  advantage  of  your  most  demanding  applications.  This  is  just 
one  of  the  many  reasons  AMD  Athlon  and  AMD  Athlon  processor-based  systems  have  already  won 
more  than  50  awards  worldwide.  Could  more  be  on  the  way?  Find  out  at  www.amd.com/productivity. 


AMD£1 


©  2000  Advanced  Micro  Devices,  Inc.  AMD,  the  AMD  logo,  AMD  Athlon  and  combinations  thereof  are  trademarks  of  Advanced  Micro  Devices,  Inc. 


The  agility  to  reach  out  to  new  opportunity ; 

The  stability  to  grow  and  endure. 

Your  enterprise  software  can  now  be  hosted  over  a  secure  global  network 
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Masters  of  the  Customer 
Connection  92 

OVERVIEW  In  a  quest  for  the  service  and  satisfaction  of 
yesteryear,  today’s  CRM  leaders  are  putting  modern-day 
technology  and  strategy  to  work.  By  Mindy  Blodgett 


Smooth  Operators  102 

CONTACT  CENTERS  When  customers  reach  a  company 
via  phone  or  Web,  they  expect  top  service.  Only  top  service 
representatives  can  give  it  to  them.  By  Esther  Shein 

Suite  Returns  114 

METRICS  Assessing  the  return  on  CRM  investments 
can  be  like  driving  in  a  new  city  without  a  map.  Here’s  how 
one  company  has  plotted  its  course.  By  Elana  Varon 


Luane  Kohnke,  VP  of  marketing  performance  and  information  at 
The  Prudential  Insurance  Co.  of  America  126 


Repairing  the  Trust  140 

PUBLIC  SECTOR  Government  offices  are  notorious  for 
bad  customer  service.  Social  Security  is  leading  efforts  to 
ruin  that  reputation.  By  Sarah  D.  Scalet 


Slices  of  Lives  126 

CUSTOMER  SEGMENTATION  Underneath  the  simple 
motto  “know  your  customer”  lies  a  tangle  of  systems, 
processes  and  huge  data  warehouses.  Of  course  customer 
segmentation  is  hard.  If  it  were  easy,  everyone  would  do  it. 
By  Meridith  Levinson 


CRM  from  Scratch  148 

TECHNOLOGY  Frustrated  by  the  immaturity  of  current 
CRM  applications?  Build  them  yourself.  Others  have  done 
it  and  done  it  well.  By  Lee  Fender 

Power  to  the  People  160 

CUSTOMER  SELF-SERVICE  Predicting  what  will  appeal 
to  customers  can  be  tricky.  When  it  comes  to  knowing  what 
the  customer  wants,  there’s  no  better  authority  than  the 
customer  himself.  By  Louise  Lickel 
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Presenting  The  Industry's 
Only  Complete  Desktop 

Management  Solution. 


Centralized  Security  Management 
Integrated  Encryption 


Web  Management™ 

Backup/Disaster  Recovery  Database  Management 

Monitoring  SERVER  MANAGEMENT 


Multi-Processor  Support  Stealth  Viewing 
Session  Recording  File-Transfer  With  Crash  Recovery 


Centralized  User  Administration 

SECURITY  MANAGEMENT 

Virus  Protection 

Firewall  With  Authentication 
Single  Sign-On™ 

EnterpriseDiscovery™ 

Event  Management/Correlation 

Problem  Management 
Predictive  Management 

ENTERPRISE  MANAGEMENT 

Real  World  Interface™ 

Business  Process  Views™ 

Workload  Management 

Windows  98,  95,  3.1 ,  CE  y^ix 

LANs,  WANs,  And  Internet 

EXTENSIVE  PLATFORM 
COVERAGE 


Application  Management 


TCP/IP,  IPX,  DECnet,  SNA 
NetWare 


OS/390 


REMOTE  CONTROL  Integrated  NT  Security 

Remote  Access  Remote  Reboot 


Software  Metering/Auditing 
Software  Maintenance 

ASSET  MANAGEMENT 

Y2K  Compliance  Check 

Hardware  Inventory 
Configuration  Management 
Financial  Tracking 

Hands-Free  OS  Installation 
Broadcasting  Push/Pull 

Event  Monitoring  And  Automation 

SOFTWARE  DISTRIBUTION 

Roaming  Users  Support 
Dynamic  Groups 

/V-Tiered  Distribution 

Secure  Data  Transport  System 


Qomp 

rtssoc 


UTER® 
ASSOCIATES 

Software  superior  by  design. 


Yes,  all  of  these  features  and  functions  can  be  found  in  one 
solution:  And  you  can  find  out  more  by  making  one  phone 
call.  Call  today  and  find  out  how  the  industry  standard  for 
network  and  systems  management  can  help  you  get  all  of 
your  desktops  under  control. 


For  more  information,  call  1-888-864-2368, 
or  visit  www.cai.com/ads/desKtopmgmt 


Unicenter  TNG 


® 


©1999  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 


Pentium®/// 

■  processor  mmm 


Cruise  the  halls  of  freedom  with 
abandon.  You  now  have  the 
license  to  do  what  you  want, 
where  you  want,  and  when  you 


want.  Because  work  is  what  you  do,  not  who 
you  are.  And  your  rite  of  passage  is  the  new 
Toshiba  Portege ®  3480CT  portable,  with 
600MHz  of  power  unleashed  by  the  Mobile 


Toshiba  recommends  Microsoft ®  Windows ®  2000  Professional  for  business. 


©2000  Toshiba  America  Information  Systems,  Inc.  Port6g6  is  a  registered  trademark  and  choose  freedom  is  a  trademark  of  Toshiba  America  Information  Systems,  Inc.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered 


Pentium®  III  processor  featuring  Intel ®  SpeedStep ™ 
technology.  Come  and  go  with  a  newfound 
freedom  that  fits  neatly  within  your  hands.  At 
3.4  lbs.  and  less  than  1"  thin,  this  ultraportable 


allows  you  to  really  move  and  shake.  It's 
technology  that  allows  you  to  leave  the 
building.  It's  technology  that  sets  you  free. 
Visit  toshiba.com  or  call  1-800-TOSHIBA 


choose  freedom m 

TOSHIBA 


*  edStep  is  a  trademark  of  Intel  Corporation.  Microsoft  and  Windows  are  registered  trademarks  of  Microsoft  Corporation.  All  specifications  and  availability  are  subject  to  change.  Licensed  operating  system  installed.  All  rights  reserved- 
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a  balanced  life. 
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Say  hello  to  the  future  of 


your  (tend 


VERITAS®,  The  Data  Availability  Company 
with  the  products,  services  and  innovation 
that  enable  business  without  interruption. 

Your  growing  company  needs  your  data 
to  always  be  available. 


Fortunately,  there’s  VERITAS  to  protect 
and  access  your  business  critical  data. 


VERITAS 


BUSINESS  WITHOUT  INTERRUPTION 


value 


12000  Ernst  &  Young  up 


faster. 


From  thought  to  finish r 
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No  one  has  ever  run  a  successful  business  by  being 
uninformed.  In  fact,  making  critical  decisions  based 
solely  on  impulse  wastes  time,  resources  and  effort. 
With  Information  Builders’  business  intelligence  and 
integration  software  solutions  your  decisions  can  be 
based  on  something  far  more  valuable-pertinent 
information  that  is  available  on  demand  to  employees, 
customers  and  partners-everyone  who  impacts  your 
success.  That’s  the  power  of  i-business,  it  puts  the 
intelligence  in  e-business  and  provides  companies 
like  Merrill  Lynch,  General  Motors  and  Sony  with  an 
intelligent  real  time  view  of  their  overall  business. 
Only  Information  Builders  offers  that  kind  of 
knowledge.  So  you  can  seize  the  moment,  act 
intelligently  and  perform  like  never  before. 


i-business  changes  everything 


Information 


Builders 


® 


www.informationbuilders.com/i-business 

1.800.969.INFO 


FJi 


©2000  Information  Builders,  Inc.  All  trademarks,  registered  marks  and  service 
marks  are  the  property  of  their  respective  owners.  All  rights  reserved. 


With  Motients  wireless  data  network,  you  ll  stay  connected,  even  when  you're  deep  inside  a  building.  Because  our 
network  reaches  everywhere  your  wireless  information  needs  to  go.  Motient's  national  footprint  is  the  industry's  most 
extensive.  So  you  can  depend  on  reliable,  enterprise-wide  connectivity  no  matter  what  your  mobile  application. 
From  sales  force  automation  and  field  service  support  to  wireless  email,  CRM  or  ERP — Motient  can  wirelessly  enable 
your  most  critical  business  applications. 


'  >  2 


11 


NETWORK 


For  the  broadest  national  coverage,  the  best  in-building  penetration  and  the  most 
reliable  wireless  data  service,  remember:  the  network  makes  all  the  difference. 

To  learn  how  Motient  can  help  make  your  wireless  application  a  reality, 
call  1-800-872-6222,  ext.  2178  or  go  to  www.motient.com. 


Where  Information  Executives  Get  Smart— Fast 
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OPINION  ONLINE 

Learning  on  the  Web 

CYBER  BEHAVIOR  RESEARCH  CENTER  How  much  are 
you  learning  by  using  the  Web?  Do  you  usually  find 
the  information  you’re  after?  Research  Center  Editor 
Kathleen  Kotwica  wants  to  know.  Take  her  latest 
survey,  and  see  the  results  of  previous  surveys  on 
website  personalization,  content  control  and  more. 
www.cio.com/forums/behavior/summary.btml 

How  Does  WebOS  Rate? 

RATE  THE  STARTUP  WebOS  is  a  2-year-old  company 
that  offers  free  desktop  applications  and  plans  to 
offer  an  application  programming  interface  (API)  that 
developers  can  use  to  build  hosted  applications.  Peek 
behind  the  walls  of  this  startup  and  rate  its  chances 
for  success,  webbusiness.cio.com/startup 

Is  P3P  Good  for  E-Commerce? 

SOUND  OFF  Will  the  Platform  for  Privacy  Prefer¬ 
ences,  a  standard  that  uses  browser  plug-ins  to  alert 
users  to  sites  with  lax  privacy  practices,  finally  make 
surfers  feel  safe  on  the  Net?  Read  Martha  Heller’s 
column  and  join  the  debate,  comment.cio.com 

AND  DON’T  MISS... 

WebBusiness:  Insight  and  Strategy 
for  Competing  Online 

Every  day  you’ll  find  new  stories  on  innovative 
e-strategies,  trailblazing  virtual  businesses  and 
first-rate  websites,  webbusiness.cio.com 

The  Reading  Room 

Our  book  reviews,  excerpts  and  author  Q&As  will 
keep  you  on  top  of  the  latest  thinking  in  business 
and  IT.  www.cio.com/books 


NEW  THIS 


iJloNTH 


The  CIO  Connection:  Online 
discussions  for  IT  executives. 
CIO’s  discussion  site  is  new 
and  improved.  We’ve  expanded 
the  CIO  Connection  into 
topic-based  forums  concerning 
your  interests  and  needs. 

Ask  questions  about  careers, 
ERP,  CRM,  outsourcing,  Web 
business  and  life  on  the  front 
lines  of  IT,  and  get  feedback 
from  some  of  the  most 
informed  sources  around— 

CIO  readers,  discuss.cio.com 


“An  observation:  Employers 
frequently  will  respect 
‘gray  hair’  more  in  a 
consultant  than  in 
an  employee. 55 

-Resident  career  expert  and  NETability 
President  Susan  Joyce  in  the 
IT  Professional  Research  Center 
www.cio.com/forums/itcareer/QandA.html 
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Faster,  more  accurate  paths  to 

CUSTOM  MICROCHIPS. 


Opening  new  worlds  of  possibilities.  Because  NEC  excels  at  multiple  technologies— from  com¬ 
puters  to  communications  to  integrated  circuits— we  can  bring  you  microchips  like  no  one 
else.  Our  ability  to  understand  the  system  side  is  incorporated  into  our  design  solutions  on  the 
chip  side.  NEC’s  innovative  approach  to  system-on-a-chip  can  bring 
you  custom,  reliable  microchip  solutions  in  record  time.  It’s  the  kind  ima9.in.at.i°n-„ 
of  performance  that  has  made  NEC  the  world’s  second  largest  chip 
producer.  And  has  put  NEC  at  the  Center  of  Innovation. 

www.nec.com 


“^Solutions. 


{  www.bmc.com  } 


THE  CONSTANT  AND  rapid  CHANGES 
IN  TECHNOLOGY  HAVE  LEFT  ROOM 

FOR  ONLY  TWO  KINDS  OF  E-BUSINESSES: 

THE  QUICK  AND  THE  DEAD. 

It’s  no  longer  business  as  usual.  For  you,  or  your  competition. 
Which  is  why  nearly  all  the  Fortune  500®  rely  on  us  to  survive— 
and  thrive-in  today’s  ever- changing,  unpredictable  environment. 

We  are  BMC  Software.  The  world’s  leading  provider  of  systems 
management  solutions.  Software  that  keeps  your  business-critical 
applications  up  and  running  around  the  clock.  We  offer  the 
fastest  implementation  of  the  most  comprehensive  e-business 
management  systems.  And  our  exclusive  OnSite™  program  is  your 
seal  of  assurance  that  your  e-business  will  be  on-line,  all  the  time. 


For  more  information,  visit 
us  at  www.bmc.com.  We’ll  be 
there.  We’re  always  there. 


<bmcsoftware 


Assuring  Business  Availability” 
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From  the  Editor 

lundberg@cio.com 


Knowing  Your 
Customers 

Customer  relationship  management  is  a  way  for  large  orga¬ 
nizations  to  gain  the  depth  of  understanding  of  their  cus¬ 
tomers  that  comes  naturally  to  smaller,  local  businesses. 
This  understanding  makes  it  possible  to  build  customer  sat¬ 
isfaction  and  loyalty,  better  focus  marketing  efforts  and  sell 
more  stuff. 

Done  well,  CRM  helps  large  companies  do  these  things 
significantly  better  than  any  non-tech-enabled  business  could 
ever  hope.  While  we  all  wax  nostalgic  for  the  good  old  days 
when  the  owner  of  the  corner  store  knew  our  names  and 
our  preferences,  that  nostalgia  has  less  to  do  with  getting 
more  of  the  stuff  we  want  when  we  want  it  and  more  to  do 
with  our  desire  for  human  connection  and  community. 

I  live  in  a  community  where  those  types  of  well- 
established  small  businesses  still  exist.  The  same  guy  who 
sold  my  kids  their  first  pair  of  shoes  sold  me  mine.  Destino’s 
sub  shop  is  still  owned  and  run  by  the  Destinos. 

When  I  shop  in  town,  it’s  not  because  I  think  I’m  going 
to  get  a  better  selection — or  even  that  the  local  bookstore 
owner  knows  my  taste  in  fiction  (Amazon  does  that  better, 
though  it  still  thinks  I’m  into  architecture  because  my  hus¬ 
band  ordered  a  bunch  of  books  through  my  account  once). 
It’s  because  I  get  a  kick  out  of  walking  into  a  store  and  hav¬ 
ing  the  owner  say,  “Hi  Abbie,  how’s  Tony?  Are  you  looking 


for  something  for  yourself  or  for  the  kids?”  A  website  wel¬ 
comes  me  back  by  name  because  it  put  a  cookie  on  my 
machine.  Everyone  who  goes  to  the  site  gets  the  same  treat¬ 
ment.  Somehow,  it  just  isn’t  the  same. 

No,  the  appeal  of  CRM  lies  in  consumerism.  There’s  noth¬ 
ing  better  than  being  offered  exactly  the  stuff  we  need  or  want 
(or  can  be  talked  into  wanting)  as  soon  as  we  need  or  want 
it,  without  having  to  go  on  a  hunt.  That’s  something  that  big 
companies  with  lots  of  resources  and  smart  technology  can 
get  really  good  at. 

While  the  promise  of  CRM  is  tantalizing,  it  takes  a  tremen¬ 
dous  commitment  to  get  there.  When  we  decided  to  explore 
CRM  in  this  year’s  CIO- 100,  we  knew  we’d  find  few  compa¬ 
nies  that  were  doing  all  aspects  of  it  really  well.  We  hoped 
we’d  find  100  that  were  best  of  breed  for  parts  of  it  (we  did) 
as  well  as  a  few  who  have  almost  got  the  whole  thing  within 
their  grasp. 

The  fact  that  it  all  came  together  is  thanks  to  Senior  Editor 
Mindy  Blodgett,  one  of  our  resident  CRM  gurus  (and  our  new 
special  projects  editor),  and  the  whole  CIO-100  team.  They 
did  a  great  job  of  presenting  useful  and  insightful  information 
on  all  facets  of  CRM.  We  hope  it  helps  you  in  your  own  quest 
to  master  the  customer  connection. 
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Time  is  money.  So  let’s  make  this  quick. 
Partnerware  maximizes  speed-to-market  on  a 
whole  new  level.  How?  By  harnessing  the  power 
of  the  Internet,  we  help  you  deploy  web-based 
Partner  Relationship  Management  solutions  in 
Internet  time.  That  means  in  no  time.  Right 
now,  we’re  helping  channel-focused  companies 
accelerate  sales  growth  and  drive  results  with 
real-time  measurement.  Plus,  Partnerware  offers 
the  most  flexibility  to  instantly  respond  to  market 
changes  and  blow  past  the  competition. 
Translation?  Faster  channel  sales.  Got  your 
attention?  Then  make  your  move. 
CATCH  WWW.PARTNERWARE.COM 
OR  CALL  (888)  499-3000  x495. 


•&. Partnerware 


Direct  Results  from  Indirect  Channels!" 


We’re  Verizon  Communications.  Thats  the  new  name  for  GTE  Communications 
Corporation,  because  now  we  're  part  of  Verizon,  the  company  formed  by  the 
merger  of  GTE  and  Bell  Atlantic.  So  we  ve  changed.  But  our  dedicated  people,  our 
leading-edge  capabilities,  our  promise  of  service,  and  our  focus  on  your  network 
have  not.  And  our  job  is  still  the  same:  to  take  some  of  the  worry  out  of  your  job. 
To  let  you  spend  more  time  looking  out  for  your  business  in  the  marketplace, 
rather  than  looking  into  your  network.  We  're  Verizon.  Our  name,  which  rhymes 
with  “ horizon ,"  brings  together  veritas,  the  Latin  word  for  truth,  with  its  meaning 
of  certainty  and  reliability,  and  “horizon,''  which  is  forward-looking  and  forward- 
thinking.  And  we’re  here  to  help  you.  Because  we  have  the  products,  the  services, 
and  the  scalability  to  meet  your  changing  needs  in  Data,  IP,  and  Voice.  For  your 
broadest  range  of  problems,  Verizon  Communications  has  solutions.  Solutions 
that  can  help  your  business  be  more  productive,  cost-efficient,  and  profitable.  So 
you  can  stand  out  in  even  the  most  highly  competitive  and  ever-changing  market. 


We  focus  on  your  network ,  so  you  can  focus  on  your  business 


For  more  information,  call  toll-free 

877.884.8322  ven  on 
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Reader  Feedback 


LEADING  LESSONS 

Your  ongoing  Total  Leadership  column  is  my  favorite. 

Here  is  a  list  of  good  leadership  characteristics  that  I  live  by: 

■  A  clear  mind 

■  A  cheerful  disposition 

■  A  discreet  mouth 

■  Keen  judgement 

■  A  humble  spirit 

I  also  try  to  remember  the  four  gates'  communication  concept,  which  emanates  from 
the  Arab  culture.  If  I  remember  it  correctly,  before  saying  anything,  one  should  pass  the 
communication  through  four  gates  that  test  whether  the  topic  is  true,  confidential,  kind 
and  necessary. 

Dan  Sprague  •  Assistant  Executive  Director  •  Maine  Board  of  Licensure  in  Medicine  • 

Augusta,  Maine  •  dan.sprague@state.me.us 


I.T.  IS  THE  ANSWER 

In  “Turning  Green”  [April  1,  2000], 
you  ask  whether  IT  can  save  the  world. 
I  say  yes;  it  is  the  answer. 

An  interesting  question  to  me  is  how 
can  individuals  control  their  spending 
decisions  with  greater  granularity  with¬ 
out  giving  away  power  to  bosses  and 
hierarchic  forms  of  organization?  For 
example,  how  can  they  obtain  prod¬ 
ucts  and  services  through  the  market 
system  and  participate  in  large,  joint 
enterprises  like  corporations  at  the 
same  time? 

Let’s  say,  for  instance,  a  person’s  con¬ 
victions  are  nonviolent.  Today,  when 
we  buy  a  product,  it  is  like  representa¬ 
tive  democracy.  It’s  all  or  none,  and  you 
delegate  your  power  to  your  supplier. 

You  don’t  have  a  line-item  veto.  You 
don’t  even  know  who  gets  the  money. 
On  some  level,  when  you  pay  the  clerk 
at  the  gas  pump,  you  know  some  of  the 
money  is  going  for  military'  defense,  but 
you  don’t  know  how,  how  much  or 
how  to  stop  it. 

There  are  some  minor  outbreaks  of 
consumers  buying  tuna  only  from  dol- 


Opinion 


OWNrtKM  Eiictn 


ftMMyBrtcs 

J  Mrrrfmi  LHmo 


phin-safe  canneries  or  using  wood  har¬ 
vested  only  from  renewable  forests.  As 
value  networks  and  supply  chains  per¬ 
meate  the  economy,  we  will  have  more 
information  about  where  our  money 
is  going  and  new  choices  of  where  to 
buy,  and  that’s  a  fancy  way  of  saying 
more  capability  to  pay  the  oil  driller 
and  refiner  but  not  pay  for  the  foreign 
extraction  tax.  You  will  buy  coffee  but 
not  pay  for  the  military  dictatorship. 

We  will  similarly  have  new  choices 


where  to  sell.  We  will  have  new  choices 
of  whom  we  wish  to  partner  with.  Eco¬ 
nomic  decisions  will  be  made  based  on 
network  participants;  costs  and  rev¬ 
enues  will  be  allocations  within  part¬ 
nerships.  Within  this  model  you  have 
freedom,  and  there  is  no  way  for  cor¬ 
porations  to  extract  rents  and  divi¬ 
dends  or  coerce  consumptive  behaviors 
or  control  bodies  for  40  hours  a  week. 

Todd  F.  Boyle 
CPA 

GLdialtone.  com 
Kirkland,  Wash. 
tboyle@rosehill.  net 

TRY  LOYALTY  FOR  A  CHANGE 

I  am  with  you  on  the  loyalty  concept 
you  wrote  about  in  Reality  Bytes 
[“Loyalty  Complex,”  May  1,  2000]. 

When  the  cover  of  Fortune  had  a 
picture  of  three  MBA  graduates  work¬ 
ing  at  their  third  dotcom  in  one  year — 
it  just  made  my  head  spin!  I  can’t  help 
but  think,  so  what?  You  cannot  possi¬ 
bly  make  an  impact  or  a  lasting  contri¬ 
bution,  grow  or  develop  your  skills  and 
see  your  job  through  a  cycle  in  one 
quarter.  Anyone  can  be  a  superstar  for 
four  months. 

I  guess  what  I’m  getting  at  is  I  hope 
the  loyalty  factor  changes.  I’m  defi¬ 
nitely  not  suggesting  we  should  return 
to  the  20-year  tenure  as  the  model.  I 
am  simply  saying,  stay  in  a  job  for  a 
year.  See  the  job  through  the  cycle. 
Learn,  grow  and  work  through  chal¬ 
lenges,  don’t  leave  before  you  have  to 
deal  with  them. 

On  the  other  hand,  it  is  a  company’s 
responsibility  to  create  a  culture  that 
encourages  people  to  stay  by  providing 
growth  and  development  and  positive 
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INTRODUCING  THE  E-BUSINESS  SERVER 


MAINFRAME 


THAT  ACTS  LIKE  A 


Our  goal:  create  the  ideal  server  for 
big  e-business.  A  server  so  tough  it 
would  stand  up  to  the  heaviest  loads 
So  rock-solid  reliable  you  could  be  open 
.^Vfor  e-business  round-the-clock.  In  short, 
-^server  with  the  best  qualities  of  a 
rri^inframe.  Result?  The  Unisys  e-@ction 
Enterprise  Server  ES7000. 

But  whjle  it's  a  lot  like  heavy  metal,  our 
ES7000  is  light-years  ahead  of  anything 
sf' else  out  there.  It  allows  workloads  to 


be  partitioned  over 
32  Intel®  Pentium®lll 
Xeon™  processors. 

And  it  can  run  both 
Microsoft®  Windows® 

2000  and  UNIX  at 
the  same  time. 

The  Unisys  e-@ction 
Enterprise  Server  ES7000.  The  kind 
of  mainframe-class  e-business  server 
you'd  expect  from  the  people  who 
invented  the  mainframe  in  the  first  place 
www.unisys.com/ent 


pentium®/// 
xeon -'7 


UNISYS 


We  eat,  sleep  and  drink  this  stuff. 


©2000  Unisys  Corporation  Unisys  is  a  registered  trademark 
and  e^ction  is  a  trademark  of  Unisys  Corporation  Intel,  the 
Intel  Inside  logo  and  Pentium  are  registered  trademarks 
and  Pentium  III  Xeon  is  a  trademark  of  the  Intel 
Corporation.  Microsoft  and  Windows  2000  are 
registered  trademarks  of  Microsoft  Corporation 
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management  practices.  So  the  good 
thing  is  that  we  will  all  benefit  from  the 
impact  on  the  work  environment. 

If  you  love  what  you  do — stay. 

Rachel  Hawkins 
Director,  Human  Resources 
Boats.com 
San  Francisco 
rhawkins@boats.com 

MONITORING  MISUSE 

With  regard  to  the  debate  over  whether 
companies  should  monitor  employees’ 
Web  usage  [“Should  You  Watch  Them 
on  the  Web?”  May  15,  2000],  I 
thought  I’d  share  my  experience.  After 
one  day  of  installing  a  trial  version  of 
an  Internet  monitoring  tool,  my  com¬ 
pany  found  numerous  Internet  mis¬ 
uses — all  the  way  from  administrative 
support  users  to  senior  management. 
The  misuses  included  pornography 
and  video  sites  as  well  as  adult  chat 
rooms — showing  hours  of  access  to 


we  expect  to  tackle  this  head-on  and 
stop  such  misuse  dead  in  its  tracks. 

Jim  Kender 
Director,  Information  Systems 
System  Resources 
Boston 

ASK  THE  USERS  FIRST 

I  have  three  comments  in  response  to 
your  article,  “ERP  Training  Stinks” 
[June  1,  2000]. 

“FoxMeyer  Drug  actually  collapsed 
following  an  SAP  R/3  implementa¬ 
tion....”  Sounds  pretty  bad  to  me.  I 
guess  there  isn’t  anyone  left  to  fire  over 
this  “glitch.” 

“...Ship-it-anyway...an  incredibly 
stupid  idea....”  So  should  we  tell  our 
customer,  “Try  Russell  Stovers.  They 
make  good  chocolate.” 

“So  much  training.  So  little  benefit.” 
This  one  says  it  all.  I  have  seen  conver¬ 
sion  with  both  negative  and  positive 
results.  Good  training  will  make  a  good 


Being  able  to  read  with  understanding  is 
essential  for  the  critical  thinking  that  is  required 
of  individuals  who  intend  to  be  employed 
in  the  information  technology  field. 


such  sites.  We  blocked  these  sites  and 
told  employees  to  contact  the  IS 
department  if  those  particular  sites 
were  needed  for  business  purposes.  I 
haven’t  received  any  calls  yet! 

My  company  has  drafted  an 
amended  Internet  policy  to  be  released 
in  the  near  future,  but  our  stated  pol¬ 
icy  is  that  company  monitoring  could 
occur  without  notice.  Well,  this  first 
monitoring  escapade  has  really  in¬ 
formed  us  how  much  nonbusiness 
access  is  occurring  on  our  limited 
bandwidth.  Monitoring  has  brought 
an  awareness  to  how  folks  have  mis¬ 
used  and  abused  such  privileges,  and 


solution  better,  but  it  won’t  make  a 
poor  one  good. 

There  seems  to  be  two  issues.  First  is 
the  canned  solution.  We  had  a  consul¬ 
tant  tell  us  one  time  that  we  could  save 
$3  million  a  year  with  its  canned  solu¬ 
tion  because  the  company  down  the 
road  saved  $3  million.  Canned  solutions 
are  like  multifaceted  wrenches  that 
adjust  to  any  size  or  shape  bolt.  They 
might  work.  But  they  won’t  work  unless 
users  can  visualize  how  they  will  work. 

So  the  second  issue  is  finding  a  solu¬ 
tion  that  fits  the  users’  vision.  The  con¬ 
sultancy  I  mentioned  didn’t  have  a  clue 
what  our  vision  was.  They  were  selling 
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a  product.  They  forgot  to  consult  the 
users.  Users  need  to  conceptualize  how 
they  think  the  process  should  work  and 
then  look  for  a  solution  that  closely 
resembles  their  conceptual  model.  They 
also  need  to  understand  how  the  pro¬ 
posed  solution  gets  the  desired  results 
even  if  it  doesn’t  follow  the  path  they 
envision  to  get  there.  That  has  to  hap¬ 
pen  well  in  advance  of  teaching  folks 
how  to  fill  out  the  screens. 

Rudy  A.  Schmitz 
Executive  Director,  Claim  Support 
GenAmerica  Financial 
St.  Louis 
rschmitz@genam.  com 


THE  THREE  R’S 

I  read  the  Publisher’s  Note  in  the  June 
1,  2000,  issue  and  couldn’t  agree  with 
you  more.  I  have  worked  in  the  post¬ 
secondary  proprietary  education  busi¬ 
ness  and  secondary  public  education  for 
more  years  than  I  care  to  remember. 

Reading  abilities  for  the  overall  pop¬ 
ulation  of  high  school  grads  have  cer¬ 
tainly  diminished.  A  telling  statistic 
recently  published  in  the  local  paper 
stated  that  the  typical  high  school  grad 
of  the  1950s  had  a  working  vocabulary 
of  approximately  2,500  words,  while 
the  typical  grad  of  the  1990s  has  a 
vocabulary  of  1,400  words.  That  is  a 
1,100-word  deficit.  Reading,  or  lack 
thereof,  affects  vocabulary.  The  typical 
high  school  student  graduates  with  a 
reading  level  ranging  from  sixth  grade 
to  12th  grade,  with  the  greater  percent¬ 
age  of  grads  falling  below  12th  grade. 

In  the  business  of  education  and 
lifelong  learning,  the  ability  to  read 
is  critical  to  success.  More  important, 
being  able  to  read  with  understanding 
is  essential  for  the  critical  thinking 
that  is  required  of  individuals  who 
intend  to  be  employed  in  the  informa¬ 
tion  technology  field. 

We  can  blame  this  sorry  state  of 
affairs  on  several  maladies  of  our  cur¬ 
rent  culture: 
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WE  CAN  TAKE  YOU  HIGHER 


/  i.i  (  (J  i  miimimi 


Choose  the  learning  approach  that’s  best  for  you 


More  centers.  Conveniently  located  across  the  country 
and  around  the  world. 

Telephone  assistance  24  hours  a  day,  7  days  a  week. 

For  60  days  following  applications  courses. 

Guaranteed  results.  Students  may  retake  applications 
courses  free  of  charge  within  six  months.  Ask  about  our 
technical  certification  test-pass  guarantee. 

For  a  center  near  you,  call  1  -800-PC-LEARN  today. 
Or  visit  newhorizons.com  on  the  Web. 


SNew  Horizons  Computer  Learning  Centers 
help  you  keep  up  with  technology  and 
improve  efficiency  and  productivity. 

Exceptional  classroom  training. 

Students  learn  from  qualified  instructors. 
Classes  are  conducted  in  comfortable, 
well-equipped  classrooms  with  one  com¬ 
puter  per  student. 

Convenient  technology-based  training.  Stimulating, 
interactive  learning  using  the  Web  or  CD.  Students  set 
schedules  and  pace. 

Accommodating  on-site  training.  You  set  the  time 
and  class  size.  We  come  to  your  location  with  an  instructor 
and  computers. 

More  courses  at  more  times.  All  the  applications  and 
technical  certification  courses  you  need — days,  evenings 
and  weekends.  We  do  more  Microsoft  technical  training 
and  certification  than  any  other  company. 


New  Horizons 


Computer  Learning  Centers 

World  leader  in  computer  training. 

©2000  New  Horizons  Computer  Learning  Centers,  Inc. 

New  Horizons  is  a  registered  trademark  of  New  Horizons  Education  Corporation. 
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■  Too  much  TV 

■  Too  many  video  games 

■  Too  many  activities, 
no  time  to  read 

■  Day  care  because  both 
parents  must  work 

■  Child  abuse 

■  Lack  of  parenting 

■  Kids  having  kids 

■  (your  choice) 

However,  blaming  does  not  solve  the 
problem.  Our  greatest  natural  resource 
is  being  wasted  because  individuals 
don’t  appreciate  their  good  fortune  in 
being  a  part  of  this  great  democratic 
economy.  There  is  no  sense  of  obliga¬ 
tion  that  one  must  earn  this  privilege. 
Bring  on  the  foreigners;  they  have  the 


plug  numbers  into  them.  We  teach  a 
mile  wide  and  an  inch  deep.  Mean¬ 
while,  Japanese  math  classes  place  a 
word  problem  on  the  board  and  give 
the  kids  (in  groups)  a  chance  to  figure 
them  out  before  discussing  the  answer. 

The  same  holds  true  in  reading.  We 
have  spent  billions  of  dollars  on  educa¬ 
tion  in  the  country  where  kids  “memo¬ 
rize”  words.  This  allows  them  to  learn 
a  few  thousand  words  at  best,  and  then 
if  they  don’t  do  a  brain  dump  of  the 
words  on  a  test,  they  forget  them  after¬ 
ward.  Phonics-based  systems  teach  how 
to  read  all  words,  even  after  school  is 
out.  It  is  based  on  critical  thinking. 

Math  and  science  are  critical-think¬ 
ing  areas.  Government  education  has 


Unfortunately,  there  are  educated  idiots  in  the 
education  realm  who  believe  we  don’t  need  to 
teach  mathematics  to  kids  anymore  because 
computers  can  handle  it  all. 


hunger  for  opportunity  that  no  longer 
burns  in  the  bellies  of  our  typical  youth. 
Where  do  we  go  from  here?  Back  to 
basics:  reading,  writing,  arithmetic. 

Nick  DiMartina 
System  Director,  Curriculum  Design 
Bryant  &  Stratton  College 
Buffalo,  N.Y. 
njdimartina@bryantstratton.edu 

I  agree  with  your  Publisher’s  Note, 
“Reading  Is  Fundamental.”  In  my  stud¬ 
ies  on  education,  I’ve  come  to  believe 
that  our  government  education  system 
has  some  serious  flaws.  We  spend  a  lot  of 
money  teaching  politically  correct  things 
that  have  little  to  do  with  preparing  stu¬ 
dents  for  doing  their  part  in  society. 

Another  weak  area,  perhaps  the 
most  important,  is  we  aren’t  teaching 
critical  thinking  skills.  In  math,  Amer¬ 
ica  shows  kids  the  formulas  and  how  to 


become  a  place  where  we  experiment 
on  kids  and  then  fix  the  mistake  with 
social  promotions  rather  than  being  in 
business  to  produce  a  high-quality 
product  (read:  educated  children)  that 
can  benefit  society. 

Unfortunately,  there  are  educated 
idiots  in  the  education  realm  who 
believe  we  don’t  need  to  teach  mathe¬ 
matics  to  kids  anymore  because  com¬ 
puters  can  handle  it  all.  Clearly  there  is 
a  disconnect,  and  it  is  in  the  policies  and 
efforts  by  some  severely  misguided 
“leaders”  in  education. 

Gerald  Smith 

Superintendent,  Software  Engineering 
U.S.  Air  Force 
Montgomery,  Ala. 
gerald.smith@gunter.af.mil 

I  agree  that  we  will  be  much  better  off 
teaching  200,000  Americans  how  to 


read  rather  than  importing  foreign 
nationals.  The  problem  extends  beyond 
illiteracy  though. 

Motivation  for  education  is  the  key. 
Corporate  America  should  build  its 
own  staff,  train  its  own  employees  and 
encourage  more  kids  to  see  what  the 
real-world  opportunities  look  like.  In 
our  business,  we  have  programmers, 
CAD  designers,  program  managers, 
project  managers,  marketing,  account¬ 
ing,  engineering  and  Six  Sigma  work¬ 
ers.  The  opportunity  to  observe  these 
job  functions  in  action  could  provide 
the  best  situation  for  sparking  interest 
in  higher  education. 

Once  kids  have  a  vision  and  an 
understanding  of  why  they  should  learn 
“statistics,”  C  programming  or  take 
mechanical  engineering  classes,  then 
they  have  the  right  kind  of  motivation. 
Motivation  that  comes  from  within  and 
is  based  on  observation,  understanding 
and  interests  is  a  powerful  driver.  Too 
many  college  students  go  to  college 
without  a  vision  or  goal.  Why  should 
they  wait  for  academia  to  show  them? 
Does  academia  do  a  good  job  of  show¬ 
ing  students  all  of  the  available  oppor¬ 
tunities? 

As  a  parent,  I  would  love  to  bring 
my  children  to  work  to  broaden  their 
vision  and  establish  goals  built  on 
their  interests  and  aptitudes.  Unfor¬ 
tunately,  I  may  not  ever  have  that 
opportunity. 

Brian  Bruton 

Senior  Systems  Analyst 
B&GA  Engineering  Services 
Olathe,  Kan. 
brian.  bruton@boneywell.  com 


WHAT  DO  YOU  THINK? 

Send  your  thoughts  and  feedback 
to  letters@cio.com.  Letters  may  be 
edited  for  length  or  clarity. 
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Project  Office™  brings  new  velocity  to  the  realm  of  managing  projects. 
Our  innovative  software  solution  helps  you  quickly  automate  the 
delivery  of  products  and  services  to  your  clients.  See  every  project 
in  your  organization  and  how  your  workforce  is  being  utilized  -  along 
with  budgets,  resources,  and  deadlines.  Project  Office  is  easy  to  use 
so  everyone  in  your  company  can  absorb  the  vital  information  they 
need  in  an  instant.  Then  adjust.  Project  Office  is  the  catalyst  for 
conducting  intelligent  business.  It  helps  you  bring  products  to  market 
faster  and  maintain  the  fluidity  and  rhythm  to  keep  pace  with  change. 
Visit  our  website  www.pacificedge.com/power  for  an  astonishing 
demonstration  CD  that  will  show  you  how  to  accelerate  your  projects 
at  the  speed  of  the  internet.  Or,  call  425.897.8800. 
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Know  what's  going  on. 


803  Kirkland  Avenue,  Kirkland.  WA  98033 

Project  Office  is  a  trademark  of  Pacific  Edge  Software.  Inc  €>  2000.  all  rights  reserved. 
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web  hosting  the  intel  way 


the  web  has  no  off  switch,  so  your  e-business  can't  ever  afford  to  be 
down,  not  even  for  a  split  second,  that’s  the  incredibly  exacting  standard  by 
which  inter  online  services  measures  success,  we  design  our  services  and 
build  our  facilities  even  better  than  they  have  to  be.  first  we  install  a  complex 
set  of  system  backups,  and  then  we  back  up  our  backups,  if  the  right 
tools  don’t  already  exist,  we  invent  them,  even  while  you  sleep,  intel  online 
services  keeps  an  unblinking  eye  on  your  e-business,  because  in  the  surge 
economy,  there  is  no  closing  time,  to  take  the  first  step,  visit  us  online  or  call 
1-877-320-2662.  (web  hosting  for  the  surge  economy  -»  intelQniineservices.com/infcT) 
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surviving 


succeeding. 


We've  helped  build  over  100  online  businesses 
and  left  them  money  to  run  their  business. 


We're  Pandesic,  the  partner  you  need  to  succeed  in  the  new 
economy.  We've  already  enabled  businesses  like  adidas, 
Express.com,  and  The  Children's  Place  to  get  online — and 
stay  there.  Along  with  the  speed  to  get  your  company  online 
and  selling  fast,  we  provide  the  scalability  and  proven 
technology  so  you  can  build  a  profitable  business.  Before 
you  choose  a  partner,  know  the  difference. 

Know  Better. 
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the  NEW  the  HOT  the  UNEXPECTED 


E-MAIL 


IT  USED  TO  BE  THAT  shunning 
punctuation  was  the  domain  of  creative 
types  like  e.e.  cummings.  Now  it  seems 
anyone  with  a  keyboard,  an  e-mail 
account  and  a  dash  of  impatience  can 
just  say  no  to  some  of  the  building 
blocks  of  good  written  communication, 
like  capitalization  and  correct  grammar 
and  spelling. 

Many  of  us  are  guilty  as  charged.  Raise 
your  hand  if  you’ve  never  shot  off  an  e-mail 
without  rereading  it  or  eschewed  the  dic¬ 
tionary  in  favor  of  your  best  guess  think¬ 
ing,  “Who  cares?  It’s  not  a  real  letter.”  Not 
many  hands  up  out  there.  As  both  senders 
and  recipients  of  e-mail,  we’ve  begun  to 
overlook  such  indiscretions. 

Mary  Bruder,  a.k.a.  The  Grammar 
Lady,  who  runs  a  grammar  website  (www. 


In  this  issue, 
CIO  honors 
100  compa¬ 
nies  excelling  at  customer  service 
and  relationship  management. 
Trendlines  items  marked  with  the 
CIO-100  logo  profile  a  few  of  those 
honorees.  See  “Masters  of  the 
Customer  Connection,”  Page  92, 
for  an  overview  of  our  coverage  and 
our  selection  criteria. 


Edited  by  Sandy  Kendall 


What  U  Say 


By  Meg  Mitchell 


grammarlady.com)  and  hotline  from  Skan- 
eateles,  N.Y.,  points  to  the  lickety-split 
nature  of  e-mail  as  the  culprit,  because  it 
encourages  people  to  act  without  thinking. 
“People  think  if  they’re  in  a  hurry,  it’s  not 
such  a  big  deal,”  says  Bruder.  But  is  it  a  big 
deal?  Sloppy  e-mail  may  make  the  writer 
look  stupid  or  confuse  the  recipient,  but 
it’s  unlikely  to  be  the  downfall  of  our  civi¬ 
lization.  If  we  don’t  maintain  other  sources 
of  written  communication,  however, 
Bruder  says,  “There  could  be  a  [commu¬ 
nication]  breakdown  along  age  lines,  like 
when  families  who  don’t  speak  English 
immigrate.  The  children  learn  the  new  lan¬ 
guage  and  can’t  speak  to  the  grandparents. 
I  hope  that  doesn’t  happen.” 

Continued  on  Page  40 
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46:  percent  of  companies  surveyed  that  took  at  least  five  days 
to  respond  to  an  e-mail  with  a  simple  support  request— if  they 
responded  at  all  $24  BILLION:  estimated  annual  spend¬ 
ing  on  achieving  interoperability  between  enterprise  applica¬ 
tions  $89.7  BILLION:  projected  annua!  spending  on 
CRM  technologies  and  services  in  2003  (up  from  40.5  billion  in 
1999  $8.8  BILLION:  estimated  online  spending  for  gro¬ 
ceries  in  2004,  up  from  less  than  $200  million  in  1999 
Sources:  Jupiter  Communications,  Standish  Group,  IDC. 


IS  SLOPPINESS  IN  SPEECH  CAUSED  BY  IGNORANCE  OR  APATHY? 
I  DON’T  KNOW  AND  I  DON’T  CARE.’ 


-William  Satire 
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Chances  are,  we  had  something  to  do  with  it.  Fact 
is,  98  out  of  the  FORTUNE  100  count  on  business 
intelligence  solutions  from  SAS  to  explore  infor¬ 
mation.  better  understand  customer  and  supplier 
relationships,  predict  behavior,  and  unlock  hidden 
opportunities.  Today,  SAS  is  leading  the  industry 
in  bringing  this  same  level  of  intelligence  to  the 
world  of  e-business.  With  e-Intelligence  from 
SAS,  you  can  capture,  analyze  and  react  to  data 
gathered  at  any  point  of  contact.  And  then  just  as 
quickly  disseminate  new  findings  to  anywhere 
they’re  needed  across  your  extended  enterprise. 
To  get  the  answers  you're  searching  for,  call  us 
today  at  1-800-727-0025  or  stop  by  www.sas.com. 


SAS  and  all  other  SAS  Institute  Inc  product  or  service  names  are  registered  trademarks  or  trademarks  of  SAS 
Institute  Inc.  in  the  USA  and  other  countries.  ®  indicates  USA  registration,  ©  2000  SAS  Institute  Inc.  35609US.0600 
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METRICS 

Customer  Loyalty  Program  Criteria 

JUPITER  COMMUNICATIONS’  RESEARCH  on  customer  loyalty  yields 
advice  for  online  programs.  Among  other  basics,  take  the  demographics  of  your 
customers  into  account.  Jupiter  found  marked  differences  in  rewards  preferences 
in  different  income  brackets. 


Bruder’s  doing  her  best  to  prevent  that. 
She  recently  wrote  a  book  called  Much  Ado 
About  a  Lot  (Hyperion,  2000),  which  tells 
people  what  sort  of  grammar  is  appropri¬ 
ate  for  different  situations.  She  cautions 
against  putting  too  much  stock  in  spell 
check  and  grammar  check  programs,  rather 
unsubtle  tools.  As  The  Grammar  Lady, 
Bruder  welcomes  visitors  to  post  grammar 
questions  on  her  website  but  warns  that  she 
won’t  answer  uncapitalized  or  unpunctu¬ 
ated  messages.  She  concedes,  though,  that 
she  doesn’t  get  a  lot  of  those:  “I  think  peo¬ 
ple  are  on  their  best  behavior  when  they 
write  to  me.”  If  only  that  were  the  case  with 
every  e-mail. 


35% 


More  than  $75K  S50K-74.9K  $30K-49.9K  Under  30K 


SOURCE:  JUPITER  COMMUNICATIONS  LOYALTY  PROGRAMS:  SELECT  LOYALTY  PROGRAM  TO  MATCH  MARKETING 
OBJECTIVES  BY  MELISSA  SHORE  (WWW.JUPITERRESEARCH.COM) 
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Powered  Network 


There’s  a  revolution  happening  in  America’s  trucking  industry.  It’s  called  the  Internet.  And  it’s  being 
delivered  to  truck  stops  across  the  country  right  now,  thanks  to  a  Cisco  Powered  Network  service. 
Powered  Network  gy  enak|mg  wireless  Internet  access,  Voice-over-IP  and  cable  TV,  this  innovative  service  provider  is  extending 

1  extranets,  lowering  long-distance  phone  charges,  and  even  providing  a  little  R&R  for  America’s  most  mobile  workforce. 
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Empowering  the 
Internet  Generation" 
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Signing  on  the 
Digital  Line 


THAT  POPPING  SOUND  you’re 
hearing  is  champagne  being  uncorked  by 
vendors  of  digital  signature  technology. 
They’re  celebrating  the  first  nationwide 
law  legalizing  online  contracts,  which 
Congress  passed  in  June. 

The  law  confirms  that  if  you  make  a 
deal  online,  you  can  take  it  to  court  if 
anything  goes  awry.  But  it  doesn’t  tell  you 
what  you  need  to  do  to  prove  your  case 
once  you  get  there.  Can  you  prove  your 
customer  placed  that  order?  Or  make  sure 
your  just-fired  assistant  didn’t  add  some 
zeroes  to  your  supplier’s  invoice  before 
turning  in  his  office  swipe  card? 

The  answer,  say  the  vendors,  is  a  public 
key  infrastructure  (PKI),  a  system  for 
securely  managing  people’s  electronic 
credentials.  Messages  signed  and  scram¬ 
bled  with  such  digital  keys  could  only  be 
decrypted  by  the  intended  recipients.  The 
technology  provides  the  assurance  that 
the  person  whose  name  is  on  a  message 
really  sent  it,  that  the  right  person 
received  it  and  that  its  contents  haven’t 
been  changed  en  route. 

PKI  technology  isn’t  new,  but  it  hasn’t 
been  widely  adopted  in  part  because  every 
PKI  vendor’s  product  is  different  and  they 
don’t  work  together.  Bill  Brice,  who  heads 
electronic  digital  signature  supplier 
AlphaTrust  in  Dallas,  predicts  the  market 
will  fix  that  problem,  and  “there  will  be 
two  or  three  or  four  providers  that  most 
people  will  accept,  the  way  they  accept  Visa 
or  Mastercard.”  He  thinks  online 
exchanges,  controlling  transactions  for 
entire  industries,  will  pick  the  winners  here. 

Meanwhile,  Ari  Schwartz,  a  policy 


Ari  Schwartz 


By  Elana  Varon 


analyst  with  the  Center  for  Democracy 
and  Technology  in  Washington,  D.C.,  a 
consumer-oriented 
lobbying  group, 
cautions  that  PKI  is 
only  one  solution  for 
settling  business 
online.  “The  best  place 
for  CIOs  to  start  is  to 
analyze  a  transaction 
and  what  needs  to 
happen  for  it  to  take 
place  securely,  privately 
and  in  a  way  consumers  can  trust,” 
Schwartz  says.  You  may  need  multiple 
technologies — PIN,  digitized  fingerprints, 
voice  recognition  or  retinal  scans — to  deal 
with  suppliers  and  customers. 

Questions  like  who  covers  the  bill  if 
you  lose  your  digital  key  or  PIN  are  still 
unanswered,  says  Thomas  Smedinghoff,  a 
Chicago  lawyer  who  heads  the  science  and 
technology  section  of  the  American  Bar 
Association.  Smedinghoff  says  trading 
communities  will  decide 
for  themselves  what  each 
participant’s  rights  and 
obligations  are,  but 
Congress  may  need  to 
set  some  “default  rules” 
for  companies  that 
don’t,  or  can’t,  spell  out 
every  detail  themselves. 


The  Push 
for  Talent 

INCREASING  THE 
NUMBER  of 

temporary  foreign 
workers  companies  can 
hire  has  topped 


Congress’  IT  agenda  this  year,  pushed 
by  Silicon  Valley  vendors  clamoring  for 
programming  talent.  But  some 
opponents  think  giving  out  more  visas, 
called  Hl-Bs,  is  a  patch  on  an 
immigration  system  that  needs  a 
full  upgrade. 

The  Immigration  Reform  Coalition, 
whose  backers  include  The  Institute  of 
Electrical  and  Electronics  Engineers  and 
Linux  inventor  Linus  Torvalds,  says  the 
hunger  for  Hl-Bs  has  nothing  to  do  with 
shortages — companies  will  always  want  to 
hire  from  a  global  marketplace.  It’s  just 
that  they  can  get  Hl-Bs  quicker  (a  few 
weeks)  than  green  cards  (five  years). 
According  to  Paul  Donnelly,  the  group’s 
organizer,  “Workers  overwhelmingly  want 
permanent  residency.  They  just  accept 
Hl-Bs  because  they  can  get  them  faster.” 

His  solution?  Make  it  easier  to  get 
green  cards.  Richard  Ellis,  a  Pennsylvania- 
based  consultant  who  crunches  IT  work¬ 
force  data,  notes  employers  often  help 
Hl-B  visa  holders  obtain  permanent 
immigrant  status  anyway. 

Desmond  Wong,  a  partner  with  Ernst 
&  Young  in  Chicago,  says  he  reached  the 
same  conclusion  while  helping  American 
companies  set  up  subsidiaries  in  China. 
“The  economy  is  good  based  on  good 
people,  like  a  basketball  team.  If  we  don’t 
get  these  people,  other  countries  will.” 

Got  news  or  views  on  IT  issues  in  Washington? 
Send  them  to  washington@cio.com. 


If  we  screw  it 
up,  we  will  have 
caused  .some 


er  Orson  Swindle,  on 
SB  e-commerce 
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©  2000  Mercury  Interactive  Corporation.  Mercury  Interactive  and  the  Mercury  Interactive  logos  are  registered  trademarks,  and  ActiveTest  is  a  trademark  of  Mercury  Interactive  Corporation. 


T  HIS  SUPER 

"ActiveTest 

DOES  ALL  THIS - 
AND  MORE! 


FINDS  YOUR  < 
SITE’S  MAXIMUM 
USER  CAPACITY! 


PINPONTS  SCALABILITY 


PR0BLEMS...S0  YOU 


CAN  PLAN 
FOR  GROWTH! 


GIVES  YOU  TEST 
a  RESULTS  IN  ONLY 
■K  72  HOURS! 


http://testyourlimits.merGuryinteracfive.com 

MERCURY  INTERACTIVE 

THE  MOST  TRUSTED  WEB  SITE  PERFORMANCE  SOLUTIONS  IN  THE  GALAXY 


MAPS  IN  U  S.  A. 
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MERCURY  INTERACTIVE 


isn't  one. 


©2000  Vitria 


You  are  now  able  to  link  your  internal  systems  and  your  automated  business 
processes  across  the  Internet  with  customers,  vendors,  and  partners.  And 
in  turn,  with  these  businesses’  customers,  vendors,  and  partners.  This  is  how 
business  is  now —  a  dynamic  network,  a  limitless  stretch  of  business 
connections,  all  powered  by  the  ebusiness  platform  from  Vitria. 


i 

■ 

* 


VITRIA 


I 

, - trendlines 


PROFILE 


Nothing  Fishy  About  It 


By  Karen  Wit  ha  m  Ly  n  c  h 

WHILE  ITS  NAMESAKE  is  a  historic 
landmark  and  the  epitome  of  a  tradi¬ 
tional  market,  FultonStreet.com  is  pure 
21st-century  e-commerce.  Founded  by 
the  Morfogen  family  in  1998,  the  e-site 
was  inspired  by  New  York  City’s  legen¬ 
dary  Fulton  Fish  Market.  That  market 
in  Manhattan  dates  back  to  1833  and 
continues  to  thrive  as  a  traditional 
wholesale  public  market.  From  the  mid- 
1950s  until  the  launch  of  FultonStreet- 
.com,  the  Morfogen  family  served  as 
buyers  for  the  Grand  Central  Oyster  Bar 
and  operated  seafood  restaurants. 

Although  inspired  by  a  fish  market, 
FultonStreet.com  sells  much  more  than 
seafood.  With  meats  supplied  by  family- 
owned  Master  Purveyors  and  gourmet 
goods  from  New  York  City’s  specialty  food 
stores,  the  site  gives  aspiring  chefs  and  week¬ 
end  gourmets  in  even  the  most  isolated  areas 
access  to  New  York’s  choice  of  delicacies. 

Quality  packaging  and  delivery  is  a  top 


priority  for  FultonStreet.com — it  has  to  be. 
Unlike  other  e-commerce  businesses,  a 
poorly  handled  product  could  result  in 
product  spoilage  or  customer  sickness. 

The  company  sends  buyers  to  the 
Fulton  Fish  Market  every  day  at  4 
a.m.  to  select  the  catch  of  the  day.  All  the 
fish  and  seafood  sold  by  FultonStreet.com 
comes  from  the  market’s  vendors.  The  fish 
comes  to  FultonStreet.com’s  warehouse  in 
refrigerated  trucks,  where  it  is  packaged 
and  frozen.  Orders  are  shipped  to  customers 
in  high-end  coolers  packed  with  dry  ice. 

FultonStreet.com  estimates  it  will  grow 
from  sales  of  $100,000  and  a  few 
hundred  customers  in  1998  to  sales  of 
$45  million  and  455,000  customers  in 
2000.  CEO  Stratis  Morfogen  attributes  the 
company’s  success  to  positive  customer 
referrals,  or  what  he  lightheartedly  calls 
“word  of  mouse.”  Contributing  to  cus¬ 
tomer  satisfaction  are  the  company’s  strict 
privacy  policy,  100  percent  satisfaction 


guarantee  and  customer  service  programs 
such  as  loyalty  rewards,  promotional  offers, 
live  Web-based  customer  service  (using 
eShare  Net  Agent)  and  Internet  telephony 
customer  service  (using  Net2Phone). 


I 
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A  Book  Through  Any  Window 


It  has  been  said  that  the  key  to  profitable  advertising  and  marketing 
is  location,  location,  location.  And  sure  enough,  that’s  the  strategy 
behind  CIO-lOO  honoree  New  York  City-based  Barnesandnoble- 
. corn’s  affiliate  marketing  program,  which  creates  virtual  bookstores 
around  the  Web  by  enabling  companies  ranging  from  the  little 
SchoolPop  to  the  big  Discover  card  to  establish  direct  links  from 
their  websites  to  the  bookstore’s  main  search  engine. 

Say  you  have  logged  on  to  any  one  of  the  program's  more  than 
400,000  member  sites.  You'll  find  a  small  dialog  box  where  you 
can  search,  browse  or  buy  a  book  from  Barnes  &  Noble,  without 
ever  leaving  the  host  site.  These  interfaces  can  be  generic  links  to 
the  bookstore  or  customized  to  site  content  (if  you’re  visiting  a 
cetacean  site,  for  instance,  you  can  search  exclusively  for  books 
about  whales).  Driven  by  customer  relationship  management 
software  from  Marlborough,  Mass.-based  Be  Free,  the  engines 


record  traffic,  sales  volume  and  revenue.  A  participating  merchant 
receives  a  commission  on  all  sales  Barnesandnoble.com  makes 
through  that  merchant's  site  for  a  service  fee. 

While  merchant  members  and  industry  experts  tout  this  service 
as  marketing  genius,  Senior  Vice  President  of  Barnesandnoble.com 
Carl  Rosendorf  says  it’s  just  as  much  an  example  of  customer 
relationship  excellence.  For  site  owners,  he  says,  the  program 
provides  the  opportunity  to  have  an  income  stream  based  on 
e-commerce,  something  many  of  them  might  never  experience 
otherwise.  For  Barnesandnoble.com  customers,  Rosendorf  adds, 
the  program  provides  a  way  to  shop  for  books  that’s  woven  into  the 
rest  of  their  Internet  experience.  "Before  this  program,  customers 
could  buy  our  books  only  on  our  site,”  Rosendorf  explains.  "Today, 
they  can  buy  them  from  virtually  anywhere,  making  the  transition 
from  surfing  to  shopping  seamless."  -Matt  Villano 
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ILLUSTRATION  BY  DAVID  MILGRIM 


It's  an  e-business  world.  You  have  to  move  fast.  Do  you  have  what  it  takes 
to  succeed?  How  about  a  solution  that  empowers  your  entire  enterprise 
for  decision-making  in  the  Internet  economy.  A  solution  that  puts  the 
right  information  into  the  hands  of  the  right  people,  whether  they're 
analysts  or  line  managers,  customers  or  suppliers.  A  solution  that 
integrates  information  from  traditional  and  new  e-business  processes,  so 
people  can  improve  business  performance  based  on  a  unified  view  of  the 
entire  enterprise.  How  about  a  solution  from  a  single  vendor  that  you  can 
deploy  at  e-speed,  and  that's  easy  to  manage. 

How  about  Cognos  Enterprise  Business  Intelligence?  What  else  would  you 
expect  from  the  global  leader? 


Now's  the  time  to  SeeBusiness.  Now's  the  time  to  SeeResults.  Now's 


the  time  to  SeeCognos. 


L 


SeeCognos  at  www.cognos.com/seefuture 


Cognos,  the  Cognos  logo,  and  SeeBusiness  are  trademarks  or  registered  trademarks  of  Cognos  Incorporated. 


trendlines 


INFORMATION  SHARING 


Ethically  Yours 


By  Eric  Berkman 


NO  REPORTER,  law  clerk  or  political 
intern  likes  going  to  a  state  agency  to 
research  records.  It  usually  means  an 
afternoon  of  bonding  with  surly  bureau¬ 
crats,  fumbling  with  brittle  rolls  of 
microfilm  and  coughing  up  dust  from 
volumes  of  paper  files. 

But  for  those  who  do  research  at  the 
Pennsylvania  State  Ethics  Commission, 
that  experience  may  be  a  relic  of  the  20th 
century.  Thanks  to  a  new  system  devel¬ 
oped  by  Eastman  Software  of  Billerica, 
Mass.,  and  implemented  by  Computer 
Document  Management  Systems  (CDMS) 
of  Harrisburg,  Pa.,  anyone  can  research 
lobbying  activity  in  the  Keystone  State 
directly  from  www.ethics.state.pa.us,  the 
commission’s  website. 

“Without  this  system,  people  would 
have  to  come  to  the  office,  get  the  right  files 
and  sit  there  and  go  through  the  paper,” 
says  John  Contino,  executive  director  of 
the  ethics  commission.  “And  they’d  have 
to  come  to  Harrisburg.  If  you’re  in,  say, 
Erie,  Pa.,  that’s  a  five-and-a-half-hour  drive 
at  a  minimum.” 

The  commission  began  the  project  to 
comply  with  a  new  state  law  requiring 
lobbyists  to  register  and  file  quarterly 
reports  detailing  what  they  spend  to  influ¬ 
ence  state  officials.  All  reports  can  be 
accessed  online,  whether  filed  by  mail,  by 
fax  or  electronically. 

Contino  says  the  biggest  challenge  has 
been  developing  the  electronic  filing  forms. 
By  law,  each  lobbyist  named  in  a  report 
must  sign  a  form.  But  electronic  filing  isn’t 
as  simple  as  passing  the  form  around  an 
office.  So  Eastman  and  CDMS  created  “e- 
numbers” — ID  numbers  the  lobbyists 
receive  when  they  file  online.  Lobbyists  use 
their  e-number  as  passwords  and  affix  their 
digital  signatures.  “They  can’t  change  any 
information — they  can  just  sign  and  sub¬ 
mit,”  says  Contino.  “And  if  five  lobbyists 


have  to  sign  off  [on  a  report],  the  system 
won’t  allow  the  form  to  be  submitted  until 
everyone  has  signed  off.” 

Once  the  report  is  filed,  it  loads  onto  the 
commission’s  website  for  anyone  with 
Internet  access  and  a  browser  to  see. 

Connecticut  also  allows  lobbyists  to 
submit  expense  reports  online. 

New  Jersey,  California 
and  the  Federal  Elec¬ 
tions  Commission  all 
allow  politicians  to  re¬ 
port  campaign  contribu¬ 
tions  electronically.  And 
county  governments  in 
South  Carolina  are  working 
to  provide  Internet  access  to 
land  records.  As  Ellen  Rome, 


Eastman’s  vice  president  of  market¬ 
ing  describes  it,  “The  whole 
idea  is  constituent 
self-service.” 
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Cancellation  Prize 


There's  nothing  more  infuriating  than  sitting  on  the  tarmac  in  some  747, 
smooshed  between  two  annoying  people  who  are  hogging  ail  that  recirculated  air, 
only  to  hear  the  captain  calmly  announce  another  hour-long  delay  until  the 
weather  clears.  However  there’s  now  a  brighter  side  to  such  air  travel  torture. 

Booking  your  flights  through  Biztravel.com,  the  corporate  arm  of  travel  company 
and  CIO-lOO  honoree  Rosenbluth  Interactive  in  Philadelphia,  can  get  you  refunds  for 
delayed  flights  and  other  flying  frustrations.  You’re  eligible  when  you  use 
Biztravel.com  and  fly  on  one  of  five  airlines:  Air  France,  American  Airlines,  British 
Airways,  Continental  Airlines  and  US  Airways.  If  your  flight  arrives  30  minutes  late, 
you  get  $100;  if  it’s  more  than  an  hour  late,  you  receive  $200;  more  than  two  hours 
late,  and  it  becomes  a  free  plane  ride  for  you— a  total  refund. 

Other  inconveniences  that  get  you  cash  back:  Any  flight  canceled  on  the  date  of 
departure  secures  you  a  free  trip;  if  your  seat  gets  changed  on  a  domestic  flight,  you 
get  $25;  and  if  you  don’t  get  that  vegetarian  meal  you  ordered,  you  pocket  another 
$25.  More  details  on  this  option  can  be  found  at  mvw.biztravel.com.  With  such 
perks,  you  might  find  yourself  hoping  for  flight  delays  in  the  future.  -Tom  Wailgum 


“EVERY  CUSTOMER  WANTS  THREE  THINGS:  FREE,  PERFECT,  NOW.” 

-Rob  Rodin,  former  president  and  CEO  of  Marshall  Industries  speaking  at  CIO  Perspectives  on  April  17,  2000. 
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oblix 

Oblix  simplifies  the  e-business 
infrastructure  with  a  powerful, 
distributed  solution  for  managing 
user  profiles  and  policies. 


Pafc  .czom 

Employs  directory-enabled  and 
browser-based  functionality  for 
administering  your  network, 
while  detecting  security  threats 
and  breaches. 


omprehensive  remote  user 
agement  and  ease  of  use  for 
5-scale  deployments  of  policy- 
bled  virtual  private  networks. 


Business  Layers 

Dtredory-bascd  eProviitoning  Solution i 


Streamlines  and  automates 
the  provisioning  of  IT  resources 
and  services  across  extranets 
and  intranets,  based  on 
business  requirements. 


Novell  and  partners  put  the 
power  in  your  hands. 

Your  e-business  strategy  requires  solutions  that  work  well  with  the  Net's  directory 
of  choice — Novell®  NDS®  eDirectoryT“.  And  only  solutions  with  the 
Directory-Enabled  mark  are  flight-tested  and  proven  for  simple 
integration  and  peerless  interoperability.  It's  the  simplest  way  to 
unite  systems,  data  and  applications  with  markets  in  the  new  Net 
economy.  So  enable  yourself  and  find  these  Directory-Enabled 
solutions  for  NDS  eDirectory  at:  http://developer.novell.com/enabled. 


Novell. 


DIRECTORY 

ENABLED 


©  2000  Novell,  Inc  Novell  and  NDS  are  registered  trademarks,  and  eDirectory  is  a  trademark  of  Novell  in  the  U  S.  and  other  countries.  All  other  products  and 
services  mentioned  are  properly  of  their  respective  owners 
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Everything  but  the  Soda  Jerk 

By  Matt  Vi  llano 


CUSTOMER  RELATIONSHIP 

management  (CRM)  and  application 
service  providers  (ASPs)  are  two  of  the 
hottest  ideas  on  the  market  today. 
Together,  they  make  up  one  heck  of  a 
business  strategy.  Welcome  to  the  world 
of  00-100  honoree  CornerDrugstore 
.com  in  Redmond,  Wash.,  a  Web-based 
ASP  that  delivers  CRM  solutions  to 
independent  drugstores  all  over  the 
country.  For  $60  to  $75  a  month,  these 
stores  can  use  CornerDrugstore.com  to 
handle  all  of  their  e-commerce  needs. 
More  than  4,000  drugstores  have 
expressed  interest  in  signing  on  since  the 
company  began  last  year. 

“We’re  not  only  managing  our  relation¬ 
ship  with  our  drugstores,  but  we’re  also 
helping  them  manage  their  relationships 
with  their  customers,”  says  CIO  Rennet 
Westby.  “For  a  minor  investment,  they  get 
the  technological  infrastructure  of  a  major 
chain.  We  want  to  unify  this  marketplace 
and  give  these  small  stores  the  tools  to  com¬ 
pete.  And  we  think  we  can.” 

According  to  Westby,  the  CornerDrug- 
store.com  system  hinges  on  eRelation-ship 
2000,  an  off-the-shelf  CRM  solution  by 
Pivotal.  Built  on  SQL  Server  7.0  databases 
housed  in  Kirkland,  Wash.,  this  program 
compiles  ordering  and  fulfillment  informa¬ 
tion  and  dispenses  it  upon  request.  Each 
member  store  has  its  own  separate  site  on 
CornerDrugstore.com,  through  which  cus¬ 


tomers  can  place  or  check  orders,  get  a  map 
to  the  brick-and-mortar  locations,  learn 
about  local  free  clinics  or  blood  drives  and 
so  on.  Meanwhile  drugstores  and  pharma¬ 
cies  can  catalog  total  e-business  volume  and 
revenues  for  any  given  period  of  time. 

That,  however,  is  just  the  beginning. 
Westby  says  his  team  of  18  full-time  staffers 
is  working  hard  to  write  proprietary  appli¬ 


cations  to  enable  member  drugstores  to 
integrate  procurement  and  point-of-sale 
information  from  their  existing  systems  as 
well.  With  these  features,  drugstores  will 
be  able  to  order  directly  from  manufactur¬ 
ers  whenever  stocks  fall  below  a  certain 
point,  eliminating  paperwork.  Also  in  the 
works  is  a  plan  to  incorporate  electronic 
medical  records. 


FAQ  PDQ 

ByAlice  Dragoon 

Oh,  you  intend  to  answer  each  and  every  customer  query. 
But  even  if  the  same  old  questions  pop  up  80  percent  of  the 
time,  tens  of  thousands  of  calls  and  e-mails  a  month  can 
overwhelm  the  most  diligent  support  staff. 

So  many  online  businesses  turn  to  application  service 
providers  for  help.  Some  ASPs  simply  take  over  the  job  of 
answering  calls  or  e-mails  (see  “All  Answers,  All  the  Time,” 
CIO,  May  1,  2000).  But  one  ASP  called  Software911 
(www.software911.com)  aims  to  make  providing  self-help  on 
the  Web  as  easy  as,  well,  dialing  911.  You  supply  a  list  of 
frequently  asked  questions  and  answers  and  Software911  automatically  codes  them 
in  HTML,  categorizes  them  and  posts  them  online.  As  customers  use  your  FAQ  list, 
accessible  from  a  911  button  on  your  website,  the  most  popular  questions  in  each 
category  bubble  to  the  top,  improving  users’  odds  for  speedy  satisfaction. 

At  Watlow  Anafaze,  a  supplier  of  sophisticated  process  control  instruments  in 
Watsonville,  Calif.,  employees  had  been  deluged  with  the  same  old  technical 
questions  for  years,  but  no  one  had  the  time  or  resources  to  set  up  a  comprehen¬ 
sive  FAQ.  Then  former  Product  Manager  Mike  Sims  signed  up  for  Software911’s 
service,  and  the  same  day  jotted  down  30  FAQs  and  answers  on  a  flight  to  St.  Louis. 
As  soon  as  he  got  to  his  hotel  room  and  pasted  them  into  a  Web-based  form, 
Watlow  Anafaze  had  an  online  FAQ.  "I  was  actually  populating  a  knowledge  base 
without  doing  any  programming,”  says  Sims.  “In  less  than  a  day,  I  had  installed  a 
professional,  integrated  customer  service  Web  portal  for  our  company.”  Sims 
reports  that  call  and  e-mail  volume  substantially  dropped,  as  customers  were  able 
to  find  answers  to  their  questions  on  the  company’s  website. 

Customers  can  e-mail  questions  not  listed  in  the  Software911  FAQ,  and  they  are 
routed  directly  to  appropriate  experts  within  the  client  company.  As  experts  answer 
questions,  the  system  prompts  them  to  convert  personalized  replies  into  generic 
answers,  which  are  then  added  to  the  FAQ.  Prices  for  the  service  start  at  about 
$1,450  a  month  with  a  two-year  contract. 
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PHOTO  LEFT  BY  PHOTODISC 


Is  success  on  the  Internet  a  matter  of  will? 


Is  success  on  the  Internet  a  matter  of  survival? 


-":V 


On  the  Internet,  success  can  be  elusive.  And  one  thing  you  can't  afford  is  an  Internet  service  that  tries  to  be  everything  to 
everyone.  Enter  UUNET  With  products  engineered  exclusively  with  business  in  mind,  we  provide  the  award-winning  service 
and  support  you  need  to  not  just  survive.  But  prevail.  Call  us  at  1-888-886-3833.  Code:  Contact.  Or  visit  www.info.uu.net. 


UUNET 

A  WorldCom  Company 


Canada:  1  888  242  0653  ©2000  UUNET  Technologies,  Inc.,  a  subsidiary  of  WorldCom,  Inc.  All  rights  reserved.  The  UUNET  logo  is  a  trademark 


Is  success  on  the  Internet  a  matter  of  chance? 


get  the  full  story  at 
www.beTRUSTed.com 
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Last  year,  computer  hackers 
cost  businesses  45  billion  dollars. 
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introducing  beTRUSTed 

With  advanced  levels  of  security  and  verification, 
people  all  across  the  European  Union  are  sending 
and  securing  everything  from  multi-million  dollar 
transactions  to  single  e-mails.  Now  you  can  too.The 
doors  of  global  e-commerce  are  finally  wide  open. 


Join  us.  Together  we  can  change  the  world 
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Off  the 
Shelf 


Edited  by  Carol  Zarrow 


Variations 
on  a  Theme 

For  this  CIO-lOO  issue  honoring 
companies  that  have  mastered 
the  customer  connection,  a  selec¬ 
tion  of  recent  titles  about  CRM 


The  Customer  Marketing  Method: 
How  to  Implement  and  Profit 
from  Customer  Relationship 
Management 

By  Jay  Curry 

The  Free  Press,  2000,  $25 
Jay  Curry,  chairman  of  the  Customer 
Marketing  Institute,  cowrote  this  book 
with  his  son,  Adam  Curry,  an  Internet 
marketing  consultant  (and  former  MTV 
VJ).  The  book  is  divided  into  three 
sections:  “How  to  Profit  from  CRM,” 
“How  to  Implement  CRM”  and 
“Customer  Marketing  and  the  Internet,” 
each  of  which  is  organized  around  a 
central  image — the  “customer  pyramid.” 
The  Currys  outline  a  three-step  marketing 
strategy  of  attracting  customers,  retaining 
them  and  moving  them  toward  higher 
profitability,  represented  by  the  pyramid’s 
peak.  -Karen  Witham  Lynch 

Driving  Customer  Equity:  How 
Customer  Lifetime  Value  is 
Reshaping  Corporate  Strategy 

By  Roland  T.  Rust,  Valarie  A. 

Zeithaml  and  Katherine  N.  Lemon 

The  Free  Press,  2000,  $28 
A  company’s  greatest  assets?  Forget  about 
products,  intellectual  property  or  employ¬ 
ees.  According  to  the  authors,  customers 
are  the  newest  yardsticks  of  value  and 


worth.  So  how  can  companies  successfully 
cultivate  profitable  customer  relationships? 
The  authors  provide  tools  that  will  help 
companies  gauge  customer  loyalty  and 
retain  the  most  valuable  of  those  assets. 

-Megan  Santosus 

Emotional  Value:  Creating  Strong 
Bonds  with  Your  Customers 

By  Janelle  Barlow  and  Dianna  Maul 

Berrett-Koehler  Publishers,  2000,  $27.95 
This  book  starts  from  the  basic  premise 
that  people  are  driven  by  their  emotions 
and  then  focuses  on  ways  that  companies 
can  add  emotional  value  to  customer 
interactions  to  improve  service  and  to 
increase  customer  loyalty.  The  book’s  five 
sections  focus  on  developing  a  service 
culture  that  is  receptive  to  emotional 
involvement,  that  manages  emotional 
competence  and  authenticity,  that  applies 
empathy  to  customer  experiences,  that 
uses  customers’  complaints  as  opportuni¬ 
ties  to  apply  positive  emotion  and  that 
increases  customer  loyalty  through 
emotional  bonds.  -Lafe  Low 


Monitoring,  Measuring  and 
Managing  Customer  Service 

By  Gary  S.  Goodman 

Jossey-Bass,  2000,  $29.95 
There’s  no  such  thing  as  accidental  cus¬ 
tomer  service,  according  to  Gary 
Goodman.  Great  customer  service  is  a 
practice  that  can  be  learned,  honed  and 
repeated.  This  book  aims  to  show  man¬ 
agers  how  to  train  service  reps  and  to  help 
companies  evaluate  the  effectiveness  of 
their  customer  service  departments. 
Throughout  the  book,  Goodman  uses  real- 
life  examples  to  illustrate  the  importance  of 
polite  and  consistent  customer  service 
processes  that  are  worth  repeating.  -M.5. 

Now  or  Never:  How  Companies 
Must  Change  Today  to  Win  the 
Battle  for  Internet  Consumers 

By  Mary  Modahl 

HarperCollins  Publishers,  2000,  $27 
Forrester  Research  Vice  President  Mary 
Modahl  has  written  a  clear,  passionately 
argued  to-do  list  for  companies  con¬ 
fronting  the  challenges  and  opportunities 
of  B2C  e-commerce. 

First,  Modahl  writes,  companies  have  to 
understand  Internet  consumers  and  realize 
that  they’re  not  all  alike.  Next,  companies 
must  internalize  the  reality  of  the  new, 
hypercompetitive  Internet  market.  Finally, 
companies  have  to  throw  out  all  their  old 
business  models. 

Modahl  emphatically  insists  that  mature 
companies  are  not  yet  out  of  the  Internet 
race,  that  the  early  lead  the  dotcoms  have 
established  in  cyberspace  is  not  unsurpass¬ 
able;  but  time  is  running  out.  Hence  the 
book’s  title.  -David  Rosenbaum 

Value  Nets:  Breaking  the  Supply 
Chain  to  Unlock  Hidden  Profits 

By  David  Bovet  and  Joseph  Martha 

John  Wiley  &  $ons,  2000,  $29.95 
Revamping  a  company’s  supply  chain 
goes  beyond  streamlining  procurement 
and  speeding  up  manufacturing. 
Customer  satisfaction  is  at  the  heart  of 
that  process,  according  to  authors  Bovet 
nd  Martha.  Using  case  studies  from  the 
ikes  of  Ford,  Nike  and  Weyerhaeuser, 
the  authors — consultants  with  Mercer 
Management  Consulting — outline  a  sup¬ 
ply  chain  design  that  delivers  services 
and  products  in  ways  that  promote  cus¬ 
tomer  loyalty  and  satisfaction.  -M.S. 
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OUR  E-BUSINESS 
ERFORMANCE  BETTER 

:E  one  of  them. 


Presenting  Resonate's  / SM  Solution.  The  only  way  to  ensure 
optimal  service  levels  for  e-business  applications. 

As  companies  deploy  mission-critical  applications  over  the  Web,  keeping 
them  operating  at  peak  performance  is  not  only  desirable,  it's  mandatory. 
That's  why  some  of  today's  most  successful  corporations  rely  on  Resonate's 
Internet  Services  Management  (/SM)  solution  to  keep  their  complex  e-business 
operations  running  smoothly— providing  maximum  service  levels,  each  and 
every  time.  Resonate's  family  of  distributed  software  products  addresses  all 
tiers  of  today's  e-business  environment:  network,  systems  and  applications. 

In  today's  Internet-based  world,  you  can't  take  anything  for  granted— 
especially  the  performance  of  your  mission-critical  e-business  applications. 


Now  Available  on  Anteon's  GSA  Schedule  #GS-35F-4357D 


Just. a  few.of  ourjsatisfied  customers: 

Lehman  Brothers 
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HONOREE  BOOK  PICKS 


What  They  re  Reading 

Rick  Mangogna,  executive  vice  president  and  CIO,  Global 
Wholesale  Bank,  The  Chase  Manhattan  Corp.,  New  York  City 

Who  Moved  My  Cheese?:  An  Amazing  Way  to  Deal  With  Change 
in  Your  Work  and  in  Your  Life,  by  Spencer  Johnson  (The  Putnam 
Publishing  Group,  1998)  “I  found  it  to  be  very  insightful  and 
useful  for  managing  large  organiza¬ 
tions  through  change.  It  seems  to 
me  that  as  IT  becomes  more  and 
more  entwined  with  our  business 
products  and  services,  we  must  be 
ever  ready.  Simply  put,  because 
change  is  constant,  we  need  to 
constantly  change."  Charlie 
Dunham,  vice  president  of  IS,  SAS 
Institute,  Cary,  N.C.  "I  find  Who 
Moved  My  Cheese?  useful  in 
promoting  the  idea  that  our 
employees  should  be  catalysts  for 
change  rather  than  just  accommo¬ 
dating  change,  or  worse,  resisting  it. 

Noteworthy.”  James  Infinger,  CIO,  Raytheon 
Co.,  Lexington,  Mass.  "Who  Moved  My  Cheese?  is 
an  excellent,  lighthearted  book  about  how  we  often  move  back 
and  forth  from  accepting  change  in  our  lives,  then  return  to  our 
comfort  zone  because  it’s  predictable,  even  when  the  comfort 
zone  is  negative.” 

Ray  L.  Dicasali,  CIO,  Harbinger  Corp.,  Atlanta  The  Innovator’s 
Dilemma:  When  New  Technologies  Cause  Great  Firms  to  Fail,  by 
Clayton  M.  Christensen  (Harvard  Business  School  Press,  1997) 
"Very  prophetic  about  the  changes  in  the  new  dotcom  world  and 
their  impact  on  traditional  organizations.  The  author  recom¬ 
mends  a  number  of  ways  for  companies  to  redirect  their  innova¬ 
tion  efforts  to  fit  the  new  market  environments.”  Tama  H.  Olver, 
vice  president  of  IS  and  CIO,  Quantum  Corp.,  Milpitas,  Calif. 

am  continuing  to  refine  my  thinking 
about  organizational  transfor¬ 
mation,  especially  how 
successful  organiza¬ 
tions  can  change  and 
enter  new  businesses  fast. 
The  thoughts  in  The 
Innovator's  Dilemma  lend 
support  to  the  approach  we  are 
using  internally  in  IS  to  introduce  our 
own  disruptive  technology  within  the 
company." 

Jerry  Miller,  senior  vice  president  and  CIO,  Sears,  Roebuck 
and  Co.,  Hoffman  Estates,  III.  Net  Ready:  Strategies  for  Success 
in  the  E-conomy,  by  Amir  Hartman  and  John  G.  Sifonis 


trendlines 


(McGraw-Hill,  2000)  “A  good  roadmap  for  what  an  e-business  is 
and  how  to  prepare,  organize  and  implement  e-business 
strategies.”  Marge  Connelly,  senior  vice 
president  for  card  operations,  Capital 
One  Financial  Corp.,  Falls  Church, 

Va.,  also  recommends  Net  Ready. 

Susan  J.  Unger,  senior  vice  president 
and  CIO,  Jeep-DaimlerChrysler  Corp., 

Auburn  Hills,  Mich.  B2B  Exchanges: 

The  Killer  Application  in  the  Business- 
to-Business  Internet  Revolution,  by 
Arthur  B.  Sculley  and  W.  William  A. 

Woods  (ISI  Publications,  1999) 

“[Has]  very  valuable  information  regard¬ 
ing  business  exchanges  and  identifying 
best  practices.  I  recommended  this  book 
to  my  direct  reports.”  William  D.  Friel,  senior  vice  president 
and  CIO,  The  Prudential  Insurance  Co.  of  America,  Newark, 
N.J.,  also  recommends  B2B  Exchanges. 

Bruce  Alper,  CIO,  American  Management  Association,  New 
York  City  E-Profit:  Fligh  Payoff  Strategies  for  Capturing  the 
E-Commerce  Edge,  by  Peter  Cohen  (Amacom,  2000)  “It  was 
refreshing  to  come  across  this  knowledgeable,  well-written,  and 
hard-nosed  exploration  of  [e-commerce].  This  book  clearly 
demonstrates  how  to  put  an  e-commerce  operation  on  a  sound 
financial  footing  and  provides  valuable  guidelines  for  evaluating 
the  risks  and  the  payoffs  of  every  option.” 

Brian  Laliberte,  CIO,  BabyCenter,  San  Francisco  Raving  Fans:  A 
Revolutionary  Approach  to  Customer  Service,  by  Kenneth  H. 
Blanchard  and  Harvey  McKay  (William  Morrow,  1993)  “Provided 
inspiration  and  success  stories  of  how  to  change  a  raging  lunatic 
into  a  raving  fan.  Provides  a  framework/philosophy,  [that  is,]  put 
out  the  best  effort  possible,  do  more  than  what  is  expected  and 
always,  always  follow-up  to  ensure  success.” 

Robert  B.  Carter,  executive  vice  president  and  CIO,  FedEx 
Corp.,  Memphis,  Tenn.  Five  Frogs  on  a  Log:  A  CEO’s  Field  Guide 
to  Accelerating  the  Transition  in  Mergers,  Acquisitions,  and  Gut 
Wrenching  Change,  by  Mark  Feldman  and  Michael  Spratt 
(Harper  Collins,  1999)  "Insight  into  M&A  that  is  worth  a  read  in 
this  acquisition-happy  world  of  huge  market  caps.  The  authors 
also  share  practical  advice  on  actually  doing  something  versus 
just  talking  about  it.” 

David  J.  Storm,  vice  president  of  planning  and  IS,  Harley- 
Davidson  Motor  Co.,  Milwaukee  Barbarians  at  the  Gate:  The  Fall 
of  RJR  Nabisco,  by  Bryan  Burrough  and  John  Helyar  (Harper 
Collins,  1991)  "One  of  my  favorite  business  books.  [It]  reminds 
us  of  what  arrogance  and  greed  will  get  you.  A  second  favorite  is 
Oh,  the  Places  You'll  Go,  by  Dr.  Seuss.” 


TELL  US  what  you’re  reading  and  why  at  books@cio.com. 
Visit  the  Reading  Room  at  www.cio.com/books. 
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Occupation:  Barber 


Hobbies:  Baseball 


Years  on  the  Internet:  1 


Web  site  hosted  by:  Affinity  Internet 


He  comes  in  at  5  a.m.  and  makes  a  pot  of  coffee  for  his  first 
customer  of  the  day.  It's  always  the  same  guy,  and  it’s  always  a 
shave,  politics  and  baseball.  He’s  been  in  business  for  40  years 
because  he  hasn’t  forgotten  the  values  that  keep  his  customers 
coming  back.  Treating  people  right,  delivering  on  promises, 
offering  a  dependable  service  at  a  fair  price. 


Affinity  shares  that  commitment  to  customer  service.  We  not 
only  offer  a  vast  array  of  products  and  services,  we  guide  you  to 
the  tools  most  relevant  to  your  company's  specific  needs.  From 
simple  Web  sites  to  dedicated  servers,  we  help  you  harness  the 
strength  of  the  Internet.  But  technology  is  meaningless  without 
the  timeless  values  that  are  the  foundation  of  every  successful 
business.  Ours,  and  yours. 

Affinity:  Connecting  your  business  to  the  global  village. 


affinity 

visit  us  at  www.affinity.com  or  call  888.276.9999 
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C  I  O  P  R  O  FILE 


For  Squeaky  Wheels 


By  Mindy  Blodgett 

IN  THE  TRADITIONAL  car-buying 
process,  customers  can  often  feel 
powerless  and  lost  in  the  shuffle.  As  a 
result,  complaints  and  confusion  are  not 
uncommon.  But  at  CIO-lOO  honoree 
Casa  Automotive  Group,  an  automotive 
retailer  with  three  dealerships  in 
Albuquerque,  N.M.,  a  customer  service 
strategy  called  Solutions  is  designed  to 
improve  all  that  by  keeping  better  track 
of  the  numbers  and  types  of  complaints 
and  putting  them  into  a  single  tracking 
environment.  The  system  “has  allowed 
us  to  analyze  [customer  feedback]  in 
detail...  including  the  sources 
and  frequency  of  the 
various  problems  our 
customers  experienced  in 
doing  business  with  us,” 
explains  Casa  President 
Ken  Johns. 

Before  Solutions  was 
implemented,  “customer 
feedback  was  very  spotty,  and 


it  was  not  going  to  the  right  peo¬ 
ple,”  adds  Marcus  Clarke,  a 
technology  consultant  from 
The  Meridian  Group  in 
Albuquerque,  which  helped 
set  up  the  system.  Now,  all 
factory  surveys,  customer 
calls  and  complaints  are 
entered  into  the  Solutions 
system  and  marked  for 
immediate  response. 

The  outcome  of  the 
calls  is  then  investigated,  using  the  tracking 
system  in  Solutions  and  the  results  are  dis¬ 
cussed  at  the  managers’  meetings.  Reports 
on  the  complaints  are  then  dispersed  to  the 
employees,  with  the  goal  of  not  repeating 
problems,  according  to  Clarke. 

“It’s  important  to  be  more  responsive 
and  to  have  customers  feel  that  their  needs 
and  concerns  will  be  handled  immediately,” 
Clarke  says.  “A  lot  of  times,  it  is  simply  that 
the  customer  doesn’t  feel  heard  or  acknowl¬ 
edged.  It’s  not  so  much  that  they  have  a 


major  complaint.” 

Customers  with  questions  or  complaints 
have  the  choice  of  contacting  an  interac¬ 
tive  website  or  a  contact  center  with  an  800 
number.  Casa  Automotive  boasts  a  cus¬ 
tomer  on-hold  time  for  the  contact  center 
of  less  than  a  minute.  The  implementation 
of  Solutions  has  also  instilled  in  the  com¬ 
pany’s  320  employees  a  heightened  aware¬ 
ness  of  the  importance  of  customer  satis¬ 
faction,  according  to  Clarke. 


SOFTWARE 

Machine  Vaccine 

Antiviral  software  programs  are  installed  to  protect  computer 
systems,  but  if  the  software  isn’t  updated  constantly  by  IT 
specialists  (which  takes  time)  and  users  don't  activate  the 
software  when  they’re  supposed  to  (which  takes  cajoling),  the 
next  computer  virus  down  the  pike  could  strike  like  the  deadly 
Eboli.  Symantec,  a  utility  software  company  in  Cupertino,  Calif., 
joined  forces  with  IBM's  Watson  Research  Center  in  Hawthorne, 
N.Y.,  and  Yorktown  Heights,  N.Y.,  to  create  a  total  antiviral 
system.  How  does  it  work?  Just  as  vaccinations  are  used  to 
immunize  our  bodies  from  harmful  diseases,  the  Digital  Immune 
System  was  designed  to  stop  unknown  viruses  before  they  have  a 
chance  to  spread. 

Norton  AntiVirus  software  is  installed  on  an  individual's  PC  or 
Mac,  where  it  scans  files  for  viruses.  If  it  finds  known  viruses,  it 
offers  users  options  to  repair  or  delete  the  offending  file.  When  an 


unknown  virus  is  detected— through  suspiciously  acting  code  or 
similarity  to  other  viruses— the  system  alerts  the  user’s  IT  depart¬ 
ment  and  an  IT  specialist  then  sends  a  viral  sample  to  a  secure 
system  at  Symantec's  Antivirus  Research  Center  in  Santa  Monica, 
Calif.  There,  the  virus  is  replicated  and  analyzed  automatically  on  a 
secure  system.  According  to  Kate  Brew,  director  of  product  mar¬ 
keting  at  Tivoli  Systems,  a  division  of  IBM,  the  system  is  designed 
to  cure  90  percent  of  all  viral  infections  without  any  human 
intervention  within  24  hours.  Once  the  system  develops  a  “cure,”  it 
e-mails  it  to  the  afflicted  company’s  IT  department.  From  there  the 
cure  is  disseminated  to  user  desktops  as  it  is  needed.  The  beauty 
of  the  Digital  Immune  System  is  that  it  will  send  the  cure  to  all 
other  companies  that  are  also  members  of  the  system. 
Vaccinations  have  never  been  this  painless.  For  more  information, 
visit  www.symantec.com.  -Lynne  Rigolini 
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Whether  you're  a  business  looking  for  other  businesses,  or  you’re  looking  for  more  people  to  sell 
your  products  and  services  to,  the  more  customers  the  better.  We  have  one  of  the  most  accurate 
customer  databases  that  exists.  Anywhere.  You  can  get  who  you’re  looking  for,  no  matter  who  it  is. 
Visit  www.infoLISA.com  for  the  tools  that  work  for  your  business  in  a  way  that  works  for  you. 
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IS  PARTYING 

IN  THE  CAFETERIA 


It’s  the  anniversary  of  the  switch  to  e-business. 
Three  years  of  aggressive  expansion. 

Three  years  of  rewiring.  Integration. 

Upgrades.  Firewalls.  Protocols  and  passwords. 
Three.  Long.  Years.  Now  it’s  time  to  celebrate. 
Time  to  reflect  on  the  achievement. 

During  the  big  toast,  somebody  walks  by 
and  says  the  entire  sales  division  is  losing 
its  PCs  and  switching  entirely  to  wireless  PDAs. 


THAT’S  WHEN  IT  HITS  YOU.  YOU  ARE  SO  READY  FOR 


»fact 


, 

StllflS  MVKM: 


The  use  of  wireless  data  apps  will  mushroom  5-fold  in  the  next  30  months.  IBM  has  the  products  and  services  that  can 
help  the  transition  to  pervasive  computing.  Powerful  Tivoli®  management  software,  the  WebSphere™  software  platform 
and  IBM  Global  Services  mobile  computing  experts  can  make  wireless  work  seamlessly  with  your  existing  infrastructure. 
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ibm.com/e-business/infrastructure  usiness  infrastructure 


IBM,  the  e-business  logo,  Tivoli,  WebSphere  and  That's  when  it  hits  you.  You  are  so  ready  tor  IBM  are  registered  trademarks,  trademarks  or  service  marks  of  International  Business  Machines  Corporation.  ©  2000  IBM  Corporation. 
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New  Economy 

Opportunities  and  Risk  in  a  Changing  World 


Winner  Takes 

What? 

Winning  the  market-share  wars  online 
may  not  be  all  it’s  cracked  up  to  be 

BY  STAN  LI EBOWITZ  AND  STEPHEN  MARGOLIS 

CONVENTIONAL  WISDOM  says  that  Internet  markets  are  winner- 
takes-all  and  there  is  no  reward  for  being  second  best.  Couple 
this  with  the  prevailing  view  that  the  first  company  in  a  mar¬ 
ket  segment  to  establish  a  presence  on  the  Internet  will  usu¬ 
ally  be  the  winner,  and  we  end  up  with  first-mover-takes-all. 
Finally,  there  are  claims  that  Internet  winners  will  be  next  to 
impossible  to  dislodge,  even  when  a  superior  rival  comes 
along — a  condition  known  as  lock-in.  Add  this  all  together 
and  it’s  hard  to  avoid  the  conclusion  that  first  movers  take  all — 
and  keep  on  taking. 

If  you  are  a  little  late  to  this  market,  don’t  give  up  hope. 
Before  the  first  movers  head  off  to  count  their  billions,  and 
before  the  rest  of  us  head  off  to  contemplate  what  might  have 
been,  know  that  our  research  tells  a  very  different  story.  Despite 
all  the  hype  in  the  press,  failing  to  be  the  first  online  entrant  in 
your  market  isn’t  that  much  of  a  handicap.  Markets — online 
and  off — are  rife  with  initial  entrants  being  dislodged  by  supe¬ 
rior  products.  Furthermore,  most  businesses  are  not  in  winner- 
takes-all  markets.  There  is  in  fact  room  to  be  the  second  best, 
the  second  biggest  or  the  second  to  have  a  website. 


What  Makes  a  Market  a  Winner-Takes-AII  Market? 

Winner-takes-all  markets  are  likely  to  occur  when  a  company’s 
size  alone  gives  it  an  advantage  over  actual  or  potential  rivals. 
Traditionally,  bigger  has  been  cheaper,  at  least  up  to  a  point. 
This  was  Flenry  Ford’s  theme  a  century  ago.  The  average  cost 
of  making  Model  T’s  went  down  significantly  when  Ford 
began  making  large  quantities  of  them.  With  average  costs 
falling,  building  more  cars  meant  increased  profits.  The  same 
holds  true  for  software  today:  Developing  code  tends  to  cost 
a  lot,  but  since  reproducing  it  and  delivering  additional  copies 
doesn’t,  average  cost  falls  as  more  units  are  sold. 

Of  course,  economies  of  scale  do  commonly  run  out  of 
steam — beyond  some  point,  bigger  isn’t  necessarily  cheaper. 
For  example,  several  of  the  world’s  leading  automobile  pro¬ 
ducers  already  squeeze  the  maximum  benefits  out  of  large-scale 
production,  despite  being  smaller  than  GM.  In  this  case,  size 
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Who’s  On 


Knowing  the  up-to-the-moment 
answer  to  this  question  is  crucial 
to  anyone  providing  Professional 
Services. 

Account4™  Web-based  Professional 
Services  Automation  software  helps 
you  get  the  right  people  in  the 
right  places  at  the  right  time,  and 
supports  your  business  processes. 
For  example  ... 

Opportunity  Management:  evaluate, 
track,  and  analyze  your  pipeline  to 
maximize  revenue; 

Resource  Management:  optimize  your 
staff’s  utilization  by  balancing  demand 
with  capacity; 

Client  Management:  maximize 
engagement  performance,  and  provide 
your  contacts  with  the  information 
they  need  when  they  want  it 
improving  customer  satisfaction; 

Invoice  Management:  create  on-line 
invoices  and  dramatically  reduce  the 
billing  cycle. 

Account4  lets  you  track  time  and 
expenses,  and  share  and  disseminate 
information  on  clients,  consultants, 
engagements,  and  costs  — 
anytime,  anywhere. 


“PSA  software  users  can  expect  a  3-8%  increase  in  productivity.” 

-  The  Aberdeen  Group 


The  Final  Score 


Web-based  software  for 

Professional  Services  Automation 


Productivity 

increase 

Home  Team 
Competition 


Utilization  Additional 

increase  revenue 


30  people 

$12M 

0 

$0 

3% 

0 


Based  on  1 000-person  staff,  billable  200  days/year  @  $2000/day. 


How  would  your  team  score? 

Do  a  quick  calculation  at  www.account4.com. 
Also  get  a  “Who's  On  The  Bench"  white  paper 
and  free  CD. 
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New  Economy 


may  become  a  disadvantage  because  of  the  complexity  of  man¬ 
aging  an  extremely  large  organization. 

Lately,  economists  have  focused  on  a  different  form  of  scale 
economy  called  a  network  effect.  A  network  effect  occurs  when 
customers  benefit  from  the  presence  of  large  numbers  of  other 
customers.  For  example,  the  owner  of  a  fax  machine  benefits 


A  company  that  takes  big  losses  in  order  to  win 
the  market-share  wars  may  find  that  it  has  won 
only  a  Pyrrhic  victory. 


from  the  fact  that  there  are  many  other  people  with  fax 
machines.  Some  say  that  this  type  of  scale  economy  does  not 
run  out  of  steam — consequently,  bigger  is  better  and  better 
gets  still  bigger. 

Do  Winners  Keep  Winning? 

Suppose  a  market  is  a  winner-takes-all  market  after  all.  Does 
this  mean  that  the  winner  locks  in  its  winning  position? 

There  are  numerous  cases  in  which  this  type  of  lock-in  was 
widely  alleged  by  economists,  popular  writers  and  even  the  U.S. 
Department  of  Justice.  The  QWERTY  keyboard  and  the  VHS 
video-recording  format  are  examples  of  allegedly  inferior  prod¬ 
ucts  that  keep  on  winning.  Our  book,  Winners,  Losers  and 
Microsoft:  Competition  and  Antitrust  in  High  Technology, 
reports  on  many  of  these  cases,  concluding  that  there  are  no 
convincing  instances  of  lock-in,  but  instead  that  products  suc¬ 
ceed  because  they  are  superior  to  their  rivals.  In  the  software 
industry,  market  leaders  with  tremendous  market  shares  were 
vulnerable  to  attack  from  higher-quality  competitors.  In  fact, 
these  market-share  turnovers  occur  in  the  software  industry 
amazingly  fast.  Intuit’s  superior  personal  finance  software, 
Quicken,  for  example,  reversed  positions  with  the  entrenched 
incumbent,  Managing  Your  Money,  in  a  two-year  period,  a 
shift  in  market  share  of  40  points. 

The  Internet  Impact 

If  the  Internet  is  going  to  transform  an  ordinary  market  into 
winner-takes-all,  it  will  be  where  the  online  presence  introduces 
strong  network  effects.  Strong  network  effects  are  likely  when 
the  product  is  information,  or  when  buying  becomes  easier  or 
more  efficient  through  comprehensive  access  to  sellers,  to  con¬ 
sumers  or  both.  The  multiple  listing  service  used  by  real  estate 
agents  is  a  good  old-fashioned  example  of  a  product  with 
strong  network  effects.  Databases  such  as  these,  which  pool 
information  received  from  their  users,  will  exhibit  strong  net¬ 
work  effects  when  developed  for  the  Internet  because  they  will 
dramatically  increase  realtors’  access  to  others’  listings.  Online 


auctions  may  take  advantage  of  network  effects  better  than  tra¬ 
ditional  newspapers.  By  extensively  pooling  information,  parts 
or  component  suppliers  using  B2B  models  can  capture  strong 
network  benefits. 

Not  all  Internet  businesses  experience  strong  network 
effects,  however.  For  example,  someone  shopping  for  toys  has 
very  little  interest  in  the  number  of  other 
toy  shoppers  who  will  patronize  a  particu¬ 
lar  Web  retailer.  Instead,  their  online  inter¬ 
ests  are  the  same  as  the  ones  they  have  in 
the  brick-and-mortar  world:  market  price, 
return  policy,  whether  the  item  is  in  stock 
and  reliability  of  the  retailer.  Of  course,  a 
bigger  retailer  may  have  a  more  comprehensive  inventory,  but 
this  is  not  so  much  a  network  effect  as  it  is  a  traditional  scale 
economy. 

Toy  retailers  will  continue  to  coexist  online,  just  as  they  did 
in  the  brick-and-mortar  world.  First  will  just  be  first.  Being 
first  will  not  make  them  bigger  or  cheaper  or  better.  It  will  not 
protect  them  from  competition  from  new  upstart  companies. 
If  you  are  that  potential  upstart,  the  Internet  does  not  create  a 
new  barrier  to  your  entry. 

Business  Lessons 

Our  work  on  network  effects — winner-takes-all  markets  and 
lock-in — offers  two  simple  principles  for  managers.  First,  not 
all  Internet  markets  are  winner-takes-all.  For  many  industries, 
the  Internet  will  not  bring  about  a  fundamental  restructuring 
because  it  does  not  introduce  a  strong  network  effect.  Second, 
even  markets  that  are  or  become  winner-takes-all  are  better 
characterized  as  winner-takes-all-for-a-while.  A  company  with 
a  dominant  market  position  can  expect  to  maintain  that  posi¬ 
tion  only  as  long  as  consumers  regard  its  products  as  the  best. 

In  addition  to  these  principles,  we  would  offer  a  few  corol¬ 
laries.  Faced  with  the  choice  of  rushing  a  weak  product  or  web¬ 
site  to  market  in  order  to  be  first,  or  taking  the  necessary  time 
to  be  best,  go  with  best. 

Indeed,  a  company  that  takes  big  losses  this  year  in  order 
to  win  the  market-share  wars  online  may  find  that  it  has  won 
only  a  Pyrrhic  victory.  Good  Web  businesses  that  continue  to 
innovate  may  hold  their  positions  for  a  long  time,  but  no  one 
should  count  on  being  locked  in,  and  you  need  not  consider 
yourself  locked  out,  so  long  as  you  have  the  best  product  in 
the  industry.  BE] 

Is  your  good  product  winning  against  all  odds?  E-mail  us  at  neweconomy@ 
cio.com.  Stan  Liebowitz  is  a  professor  at  the  University  of  Texas— Dallas’ 
School  of  Management  in  Richardson,  Texas.  Stephen  Margolis  is  a  pro¬ 
fessor  and  the  chairman  of  the  department  of  economics  at  North  Car¬ 
olina  State  University  in  Raleigh,  N.C. 
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Partnering  for 
Success 


Why  trusting  the  right  single-source 
software  consulting  and  services  firm  can 
make  a  difference  on  your  bottom  line 


As  companies  large  and  small  learn  how 
to  thrive  in  a  new  economy  driven  by 
nearly  universal  Internet  access,  it’s  becom¬ 
ing  clear  that  business  basics  haven’t  really 
changed.  It’s  still  about  growing  market 
share,  improving  customer  care  and  boost¬ 
ing  profitability. 

But  how  your  organization  achieves 
those  business  goals  has  changed  radically 
and  forever.  Certainly,  you’ve  always 
needed  information  technology  to  com¬ 
pete — reliable,  open  technology  that  can 
raise  productivity,  streamline  infrastruc¬ 
ture,  realize  best  practices,  quicken  time- 
to-market  and  function  effectively  across 
continents  and  cultures.  But  these  days 
business  conditions  can  change  with  light¬ 
ning  speed — and  your  IT  capabilities  must 
have  the  flexibility  and  responsiveness  to 
adapt  fast. 


in  the  New  Economy 


The  technology  squeeze 

Alas,  this  is  easier  said  than  done.  Many 
organizations  continue  to  operate  dis¬ 
parate,  incompatible  information  systems 
based  on  older,  proprietary  technologies 
that  can’t  deliver  the  reliability  or  respon¬ 
siveness  required  to  compete  in  the  new 
economy:  today’s  increasingly  Internet-ori¬ 
ented,  online  business  world. 


Restoring  such  environments 
to  competitiveness  can  entail 
substantial  architectural  over¬ 
haul.  Too  often,  upgrading 
alone  just  won’t  properly  inte¬ 
grate  and  rationalize  operations 
or  modernize  and  globalize 
communications.  Maybe  com¬ 
mercially  available  software 
packages  can  be  tinkered  to  do 
the  job,  or  perhaps  an  entire¬ 
ly  customized  development 


Supplement 


effort — involving  skilled  project 
planning  and  management — is 
necessary.  Either  way,  it’s  a  tall 
order  in  the  face  of  business-dri¬ 
ven  deadline  constraints  and  the 
never-ending  struggle  to  find 
and  keep  staff  with  sufficient 
training  and  experience  not 
only  in  information  technology 
but  the  business  itself. 

Then  there’s  the  demand  from 
customers  and  executive  leader- 
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ship  alike  for  e-business  capability.  This  is  new  terrain  and 
it’s  not  always  clear  what  works  best  or  which  approach  will 
return  profits.  Furthermore,  a  company’s  e-business  infra¬ 
structure  cannot  stand  alone  for  long;  it  must  be  smoothly 
integrated  into  the  rest  of  the  enterprise.  Marshaling  the 
resources  to  build  a  cost-effective  e-business  can  be  a 
supreme  challenge. 

So  great  is  the  pressure  these  days  to  develop  and  imple¬ 
ment  the  technology  solutions  needed  to  stay  competitive 
that  many  IS  operations  are  simply  squeezed  beyond  their 
capacity  to  respond. 

Option:  Find  a  trusted  partner 

If  you’re  one  of  the  many  with  too  much  to 
get  done  in  too  little  time,  then  consider  an 
alternative  to  doing  it  all  in-house:  develop  a 
solid  partnership  with  an  in-the-trenches,  sin¬ 
gle-source  IT  strategy  consulting  and  services 
company  that  you  can  trust. 

How  do  you  know  who  you  can  trust?  Try 
this  simple  formula: 

■  Look  for  other  organizations  with  technol¬ 
ogy  issues  like  yours  that  have  implemented 
effective  solutions — and  take  note  of  who 
helped  them.  Never  jump  into  a  technology 
provider  relationship  without  contacting  ref¬ 
erence  accounts. 

■  Check  out  the  provider’s  capabilities  to  see 
how  they  match  with  your  needs,  both  in 
terms  of  your  best-case  and  worst-case  sce¬ 
narios.  You  may  hope,  for  instance,  that  a 
widely  available  commercial  software  pack¬ 
age  will  solve  your  billing  problems,  but  if  the 
most  effective  solution  turns  out  to  be  some¬ 
thing  highly  customized,  you’ll  want  a 
provider  that  can  handle  either  type  of  job.  Be 
sure  to  ask  your  prospective  provider  a  few 
key  questions: 

•  Do  you  understand  and  have  enough 
experience  with  the  kind  of  business  my 
company  is  in? 

•  Can  you  show  me  that  you’ve  worked 
with  leading-edge  communications  and 
Internet  technologies? 

•  Do  you  have  experience  with  the  kinds  of 
legacy  systems  my  company  still  uses — 
and  can  you  help  us  bridge  the  gap  from 
old  to  new,  updated  systems  and  appli¬ 
cations? 

•  Can  you  help  me  figure  out,  plan,  design 
and  implement  the  technology  solutions 
that  will  most  effectively  achieve  my 
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company’s  business  goals? 

•  Can  I  afford  you? 

•  Will  you  guarantee  the  price? 

•  Will  you  guarantee  on-time  delivery  of  the  software  you 
develop? 

•  Will  you  set  quality  goals  for  each  project  and  make 
sure  those  goals  are  met? 

•  Can  you  support  and  maintain  what  you  deliver? 

•  Will  you  teach  my  people  what  they  need  to  know? 

•  Do  your  customers  come  back  for  more? 

•  Do  you  have  an  on-going  program  that  continuously 
trains  your  people  on  the  latest  technologies  so  that  we 
might  turn  to  you  for  our  future  needs? 


Aetna  partners  with  Infosys  for 
e-business  initiatives 

A  leading  provider  of  health  and  retirement  benefit  plans  and 
financial  services,  Aetna,  Inc.,  is  also  leading  the  way  in  the 
application  of  Internet  technology  with  a  new  initiative  called  e- 
Health.  An  “information  cyber  system,”  e-Health  will  connect  patients, 
doctors,  hospitals  and  service  providers  with  Aetna  as  well  as  offer  Inter¬ 
net  access  to  Aetna  customers.  As  an  information  system,  e-Health  will 
assist  the  company  in  integrating  its  recent  acquisitions,  standardizing 
platforms,  migrating  applications,  centralizing  all  data  and  connecting 
more  of  its  business  electronically. 

Because  of  the  breadth  and  scope  of  the  project,  says  corporate  CIO 
John  J.  Brighton,  Aetna  “needed  to  work  with  partners  who  had  the  nec¬ 
essary  scars  and  experience”  to  guide  the  company  through  the  compli¬ 
cated  software  development  process. 

“With  the  challenges  we  were  facing  in  obtaining  people  with 
unique  skills,  coupled  with  the  magnitude  of  our  internal  development 
requirements  in  transforming  Aetna  into  an  e-business  company,  we 
needed  to  partner  with  a  large,  competent  and  quality-oriented  com¬ 
pany,”  he  adds. 

Aetna  found  the  ally  they  were  looking  for  in  Infosys  Technologies. 
According  to  Brighton,  Aetna  will  be  relying  on  between  300  to  500 
Infosys  people  to  assist  internal  staff  with  development  and  system  con¬ 
version  assignments  by  the  end  of  the  year — a  figure  that’s  expected  to 
approach  2,000  over  the  next  three  to  five  years. 

“I  particularly  like  the  caring  approach  of  Infosys’  management,” 
says  Brighton.  “The  company’s  executives  took  a  distinct  interest  in 
understanding  our  problems.  What’s  more,  offshore  software  develop¬ 
ment  has  given  us  the  additional  staff  and  skill  set  that  we  could  not 
recruit  within  the  US.” 

Impressed  with  Infosys’  business  model  and  personnel,  Brighton 
expects  Infosys  to  “play  an  important  role  in  helping  Aetna  achieve  its 
objectives.”  In  addition  to  the  e-Health  project,  Infosys  will  be  assisting 
with  efforts  to  initiate  a  major  e-business  strategy  for  Aetna’s  Financial 
Services  business. 


Once  you’ve  embarked  on  your  quest,  you’ll  find  that 
there  are  few  single-source  software  consulting  and  service 
providers  who  will  meet  these  criteria.  And  one  in  particu¬ 
lar  will  stand  out:  Infosys  Technologies  Ltd.  Here’s  why: 

Proficiency — Infosys  has  the  right  experience,  and  lots  of  it 

Typically  working  behind  the  corporate  IT  scenes,  Infosys 
ranks  as  a  premiere  software  consulting  organization, 
offering  an  impressive  range  of  services  and  solutions  to 
Fortune  1000  companies. 

These  service  capabilities 
are  used  to  implement  solutions  that  help 
customers  meet  a  wide  variety  of 
broad-based  business  challenges  such  as 
e-commerce,  e-business  enabling  and 
ERR  implementation. 


Services  extend  from  Internet  consulting,  customized 
software  development,  re-engineering,  package  implemen¬ 
tation  and  application  development  to  software  mainte¬ 
nance  and  establishing  customer-dedicated  software 
development  centers.  Infosys  expertise  spans  hardware 
and  software  platforms  that  leverage  open  systems  and 
the  Internet  as  well  as  legacy  mainframe  and  midrange 
system  environments. 

These  service  capabilities  are  used  to  implement  solu¬ 
tions  that  help  customers  meet  a  wide  variety  of  broad- 
based  business  challenges  such  as  e-commerce,  e-business 
enabling  and  ERP  implementation.  Infosys  solutions  also 
focus  on  particular  industry  needs,  including  warehouse, 
inventory  and  customer  management  for  customers  in 
financial  services,  insurance,  retail,  telecommunications, 
utilities  and  manufacturing. 

These  days,  many  Fortune  1000  companies  are  turning 
to  Infosys  for  these  leading-edge  solutions  and  services: 

E-business  solutions  and  services  for  large  companies.  The 
company’s  consulting,  systems  integration  and  customization 
services  address  all  aspects  of  building  and  running  an  e-busi- 
ness,  from  concept  to  application  for  large  companies. 
Infosys  has  decades  of  experience  with  legacy  systems  com¬ 
bined  with  thousands  of  man-hours  in  the  newer  technolo¬ 
gies  including  Java/OO  or  using  state-of-the-art  software 
applications  or  ASPs.  Within  this  range  of  services,  customers 
can  get  the  help  they  need  handling  such  key  issues  as  secu¬ 
rity,  personalization,  commerce  transaction  processing,  con¬ 
tent  management  and  access  to  legacy  information. 

The  result:  a  robust,  cost-effective  end-to-end  service 
able  to  quickly  build  a  full-fledged  e-business  infrastructure. 


Infosys  helps  BMB  keep 
customers  happy 

.  Keen  to  keep  its  edge  in  a  hotly  con- 
tested  market,  the  mobile  division  of  Bel- 
:/m  gium’s  domestic  and  international 
telecommunications  carrier,  Belgacom  Mobile 
(BMB),  decided  to  enhance  customer  service  by 
developing  a  program  focused  on  increasing  cus¬ 
tomer  satisfaction  and  retention. 

“We  wanted  to  adopt  a  strategy  of  responding  to 
our  customers,  not  responding  to  the  actions  or  reac¬ 
tions  of  our  competitors,”  says  Ivo  Cools,  director  of 
IT  for  BMB. 

BMB  had  already  decided  to  seek  outside  help 
and  after  evaluating  vendors  on  price,  quality  and 
delivery,  Infosys  Technologies  was  selected. 

Working  with  Carlson  Marketing,  a  pioneer  in 
customer  loyalty  programs,  Infosys  finished  the 
project  in  eight  months.  The  application,  explains 
Cools,  enables  BMB  to  store  customer  data  in  the 
company’s  billing  database,  allowing  BMB  to 
identify  information  used  to  develop  customer  loy¬ 
alty  programs.  In  addition,  the  system  is  capable 
of  addressing  each  aspect  of  customer  relation¬ 
ship  marketing. 

Impressed,  Cools  then  requested  Infosys  make 
changes  to  the  GUIs  of  BMB’s  customer  care  and 
billing  systems.  So,  without  interrupting  users’  daily 
routines,  Infosys  implemented  the  appropriate 
changes  to  the  GUI  on  the  desktop — as  well  as 
changes  to  the  application  and  database  server. 

The  next  application — developing  a  realtime  rating 
system  that  translates  customer  call  data  into  billable 
marketing  concepts — was  a  critical  test  for  the 
BMB/Infosys  relationship. 

“This  kind  of  application  has  to  be  of  the  highest 
quality  because  the  call  data  records  are  our  rev¬ 
enue,”  explains  Cools.  “If  that  application  is  wrong, 
everything  is  wrong.”  But,  says  Cools,  “what  we 
asked  for  was  delivered — on  time  and  within  budget.” 

In  fact,  Cools  is  confident  that  BMB  and  Infosys 
will  work  together  on  more  IT  projects. 

“We  have  noticed  that  distance  is  no  barrier 
when  cooperation,  intention  and  good  will  exists — 
and  both  companies  are  focused  on  delivering  good 
quality,”  he  says. 


E-business  practice  for  dot  corns.  Using  its  years  of 
experience  managing  and  building  e-systems  for  its  large 
clients,  Infosys  has  created  a  dedicated  development 
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Future  Shop:  From  concern  to  client  delight 

Future  Shop,  Canada’s  largest  and  fastest  growing  retailer  of  con- 
I  sumer  electronics,  understood  the  importance  of  launching  a  series 
5  of  e-tailing  initiatives  to  keep  its  1 1  million  customers  happy  and 
coming  back  for  more. 

By  the  time  Future  Shop’s  new  CIO,  Larry  Needham,  arrived,  the  company 
had  identified  17  initiatives.  Needham  quickly  took  care  of  Y2K  problems, 
rolled  out  e-commerce  in  three  months  and  implemented  packaged  software 
solutions  in  financials,  payroll  and  HR  benefits. 

The  next  major  effort  on  Needham’s  agenda  was  a  project  dubbed  Renais¬ 
sance — a  ‘big  bang’  implementation  of  software  to  handle  merchandising, 
data  warehousing,  demand  forecasting,  distribution  management,  service, 
warranty  and  repair,  call  center,  point  of  sale,  remote  inventory  product  and 
home  delivery  systems. 

The  Renaissance  systems  tested  without  difficulty.  Then  Needham  hit  a 
wall:  some  134  interfaces  linking  Renaissance  with  Future  Shop’s  legacy  sys¬ 
tems  just  weren’t  ready  for  prime  time. 

“We  could  tell,”  Needham  remembers,  “we  had  a  lot  of  work  to  do  with  the 
interfaces  to  make  everything  work  together  properly.” 

Then  he  heard  about  Infosys. 

“What  I  didn’t  know  was  whether  there  was  any  credibility  to  this  organiza¬ 
tion  and  whether  I  would  want  to  take  the  risk,”  he  says. 

But  after  some  diligence,  discussions  with  references  and  a  meeting  with 
Infosys  staff,  he  quickly  signed  on.  Needham  wanted  an  Infosys  team  onsite 
and  a  team  in  Bangalore  working  on  the  more  than  40  interfaces  with  which 
he  had  challenges. 

To  support  its  partnership  with  Future  Shop,  Infosys  used  its  Global 
Delivery  Model,  which  creates  a  virtual  24-hour  workday,  since  business  starts 
in  India  at  the  conclusion  of  the  North  American  workday.  Infosys  provided  all 
quality  processes,  including  compliance  with  the  Software  Engineering  Insti¬ 
tute’s  (SEI)  Level  5  requirements,  protected  intellectual  property,  ensured 
code  perfection  and  customization,  and  24x7  global  support  and  coverage. 

“Their  productivity  with  the  interfaces  was  a  wonderful  surprise.  Infosys 
came  up  to  speed  faster  than  I  expected,”  says  Needham.  “Their  project  team’s 
ability  to  anticipate  expectations,  their  unusually  high  level  of  dedication,  great 
working  relationships  and  their  diligence  about  the  quality  of  the  services  they 
provided  were  early  benchmarks  for  their  portions  of  the  program.” 

These  days,  Infosys  is  helping  Future  Shop  with  another  dozen  new  initiatives. 

“Anyone  can  achieve  customer  satisfaction.  If  you  can’t  do  that,  you  shouldn’t 
be  in  business,”  Needham  asserts.  “Client  delight  goes  beyond  that.  You  can’t 
just  meet  and  sometimes  exceed  expectations — you  have  to  anticipate  expecta¬ 
tions.  To  do  that  you  have  to  know  the  client,  understand  the  people  and  the 
business.  Getting  to  that  level  seems  to  be  a  driving  force  at  Infosys.” 


group  for  the  purely  e-business  clients.  The  group  pro¬ 
vides  end-to-end  services  to  these  e-businesses  by  helping 
them  with  their  digital  strategy,  defining  their  e-business 
processes,  designing  the  IT-infrastructure  and  architect¬ 
ing,  building  and  deploying  their  software  systems. 

The  group  leverages  the  Infosys  Global  Delivery  Model 


to  execute  the  project.  The  major 
advantage  that  e-business  clients 
look  for  in  this  model  is  a  reduced 
time-to-market  for  their  site 
launches. 

ERP  implementation.  Derived 
from  Infosys’  17  years  of  experience 
implementing  large  mission-critical 
projects  for  Fortune  500  companies, 
Infosys  offers  a  packaged  methodol¬ 
ogy  designed  to  help  organizations 
re-engineer  their  processes  and  suc¬ 
cessfully  implement,  maintain  and 
upgrade  ERP  software. 

Software  development.  Method¬ 
ology-based  and  quality-focused, 
Infosys  software  development  ser¬ 
vices  help  customers  reduce  IT  costs. 
Fixed-price/guaranteed  timeline 
development  services  allow  cus¬ 
tomers  to  mitigate  the  risks  of  cost 
and  time  overruns. 

At  Infosys’  Global  Software 
Development  Centers,  customers’ 
architectures  and  configurations  are 
replicated  to  aid  development, 
implementation  and  testing  efforts. 
These  dedicated  remote  facilities  are 
staffed  by  experts  with  customer- 
specific  business  and  technology 
skills,  who  are  assigned  on  a  long¬ 
term  basis  to  particular  customers. 
Infosys  has  also  constructed  several 
Proximity  Software  Development 
Centers,  which  function  in  similar 
fashion  to  its  Global  Software 
Development  Centers,  but  are  sited 
nearer  to  customer  locations  for 
rapid  application  development. 

And  Infosys’  Product  Develop¬ 
ment  Centers  offer  customers  ded¬ 
icated  remote  facilities  that  serve 
as  a  virtual  extension  of  a  cus¬ 
tomer’s  company,  focused  on  the 
development  of  customer  prod¬ 
ucts  or  services. 

Software  maintenance.  Replication  of  a  given  cus¬ 
tomer’s  system  architectures  and  configurations  is  also 
used  in  Infosys’  Global  Software  Maintenance  Service.  This 
service  provides  remote  maintenance  of  customers’  existing 
applications,  freeing  them  to  develop  new  ones  while  rig¬ 
orous  Infosys  maintenance  service-level  agreements  (SLAs) 


reduce  customers’  total  cost  of  application  ownership. 

Engineering  services.  Focused  on  product  design,  model¬ 
ing,  analysis,  development  and  implementation,  Infosys 
experts  use  software  to  help  customers  in  the  design  of  their 
products,  such  as  automobiles  or  plastics.  Covering  all 
stages  of  the  product  lifecycle,  Infosys 
engineering  services  incorporate  3-D 
modeling,  data  conversion,  drafting, 
scanning,  vectorization,  tolerance 
analysis,  interference  studies,  design 
automation,  static,  dynamic,  optimiza¬ 
tion  and  fatigue  analysis  and  code  test¬ 
ing,  and  reverse  engineering. 

Reliability — Infosys  services  are 
customer-interactive  and  cost-effective 

With  its  Global  Delivery  Model,  Infosys 
has  perfected  a  customer-interactive 
and  cost-effective  approach  to  design¬ 
ing,  developing  and  distributing  soft¬ 
ware  to  meet  the  needs  of  global  enter¬ 
prises.  Refined  over  nearly  two  decades 
and  using  a  world-class  hardware  and 
software  infrastructure  that  seamlessly 
connects  Infosys  to  its  customers,  the 
Global  Delivery  Model  leverages 
Infosys’  Software  Development  Centers 
in  different  parts  of  the  world  to  pro¬ 
vide  high  quality,  rapid  time-to-market 
solutions  at  affordable  prices. 

Since  development,  implementa¬ 
tion,  testing  and  maintenance  efforts 
are  split  among  various  global  sites 
(including  the  US,  Europe,  Japan  and 
India),  someone  somewhere  is  always 
working  on  customers’  projects,  creat¬ 
ing  a  virtual  24-hour  workday.  To 
ensure  that  all  goals  are  met  effi¬ 
ciently,  every  Infosys  project  always 
has  onsite  project  coordination  and 
can  rely  on  Infosys’  state-of-the-art 
infrastructure  to  ensure  constant  com¬ 
munications  between  Infosys’  and  cus¬ 
tomers’  global  teams. 

Infosys’  Project  Management  ser¬ 
vices  provide  consultants  who  bring  their  business  and 
technology  skills  to  customer  sites.  Their  professional 
skills  in  project  planning  and  management,  defining  and 
implementing  processes,  directing  development  activities 
and  facilitating  testing  can  be  coordinated  and  integrated 
with  activities  conducted  at  Infosys’  Software  Develop¬ 
ment  Centers. 


All  Infosys  development  centers  are  seamlessly  con¬ 
nected  via  a  highly  fault-tolerant  and  fully  secure  global 
network,  which  also  facilitates  remote  connectivity  to  cus¬ 
tomer  networks  and  systems.  This  high-performance 
LAN/WAN  combines  wireline,  wireless  and  satellite  links 


and  is  monitored  and  optimized  with  performance  man¬ 
agement  tools.  Serving  as  the  backbone  of  the  Global 
Delivery  Model,  the  network  enables  Internet  access  as 
well  as  enterprise,  workflow,  knowledge  management  and 
a  variety  of  communications/collaboration  applications. 

This  distributed  project  management  methodology 
ensures  that  the  project  manager  remains  in  complete  con- 


Kent  Electronics  chooses  custom  develop¬ 
ment  for  worldwide  distribution  system 

After  1 1  years  of  rapid  expansion,  Kent  Electronics,  one  of  the 
largest  publicly  traded  specialty  distributors  of  electronic  products, 
had  outgrown  both  its  facilities  and  systems — including  a  critical 
distribution  system. 

According  to  Frank  Billone,  Kent’s  executive  vice  president  and  CIO,  the 
company  considered  third-party  software  packages,  but  decided  it  was  in 
the  company’s  best  interest  to  write  a  custom  distribution  application.  The 
contract  to  develop  the  software  was  awarded  to  Infosys  Technologies. 

“When  we  decided  to  go  custom,  all  our  internal  users  cheered,”  recalls 
Billone.  “They  saw  too  many  compromises  with  a  packaged  solution.” 

Because  sub-second  response  time  was  mandatory  for  this  mission-criti¬ 
cal  application,  Infosys  first  delivered  a  framework  for  developing  and 
deploying  multi-tiered  client/server  applications  on  industry  standard  plat¬ 
forms.  The  product,  called  Entark  (Enterprise  Architecture),  is  an  Infosys 
toolkit  that  guarantees  message  handling  services,  client  authentication,  sys¬ 
tem  administration,  configuration,  server  access  and  conversational  transac¬ 
tion  handling.  The  Entark  architecture  moved  the  project  ahead  rapidly, 
handing  security  and  messaging  efficiently.  In  fact,  the  combined  Kent  and 
Infosys  team  delivered  the  project  in  just  15  months,  transitioning  the  com¬ 
pany’s  entire  distribution  system  over  a  single  weekend. 

With  Infosys’  help,  Billone’s  team  met  all  of  its  goals:  to  be  on  time,  on 
budget,  and  most  importantly,  meet  user  expectations.  The  system  works 
and  Kent’s  users  have  the  sub-second  response  time  they  need  to  compete. 

“The  reality  is  we  spent  half  to  two-thirds  of  what  we  had  to  spend  cus¬ 
tomizing  a  commercial  package  and  completed  the  project  in  50+  percent  of 
the  time,”  reports  Billone.  “We  have  stress-tested  the  system  on  our  existing 
hardware  to  104,000  transactions  an  hour — I  can’t  wait  until  the  business 
volume  reaches  that  level.” 

“When  it  comes  to  core  competencies  and  this  mission-critical  applica¬ 
tion,  we  made  the  right  decision  for  Kent  Electronics,”  Billone  adds.  “The 
Infosys  team  and  its  architecture  served  our  business  well.  Most  importantly, 
we  learned  not  to  assume  that  a  package  is  a  faster,  less  expensive  alterna¬ 
tive — or  that  it  is  right  in  all  cases.” 
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Nordstrom’s  Product  Group 
says  Infosys  is  “phenomenal” 

'r\  Nordstrom’s  Product  Group,  (NPG),  manages  its 
brand  extensions,  optimizes  the  supply  chain  and 
develops  value-based  strategies  for  all  of  its 
‘power’  brands.  A  separate  business  unit  of  this  leading 
fashion  retailer,  NPG  began  manufacturing  in  1996 — a 
process,  recalls  Meg  Desmond,  vice  president  of  IT  for  NPG, 
that  required  a  complete  organizational  change. 

“Because  our  organization  is  evolving,  we  can’t  go  from 
manual  to  best  practices  overnight.  We’re  building  sys¬ 
tems  and  developing  comprehensive  applications  for  the 
future,”  she  explains. 

Having  worked  with  Infosys  Technologies  when  she 
was  developing  retail  systems,  Desmond  turned  to  the 
company  again,  tasking  them  with  five  applications — 
ranging  from  browser-based  line  presentations  and 
approval  tracking  to  a  supplier  master  database  and  pur¬ 
chase  order  information. 

“Based  on  past  performance,  I  knew  that  Infosys  would 


do  whatever  was  necessary  to  get  the  job  done,”  she  reports. 
“Their  ability  to  build  applications  in  organizations  with  rapidly 
changing  needs  has  been  impressive.  I  knew  that  Infosys 
could  deliver  quality  systems  in  aggressive  timeframes.” 

The  first  priority  was  selection  of  a  third-party  software 
package  for  a  product  development  system.  Infosys 
worked  closely  with  NPG’s  users  to  better  understand  their 
needs  and  to  be  able  to  wrap  custom  systems  around  the 
base  applications — a  process  Infosys  will  continue  as  it 
helps  Desmond  select  an  ERP  system  for  manufacturing 
apparel  and  footwear  and  implement  an  extranet  solution  to 
enable  communications  with  suppliers. 

Desmond  has  high  praise  for  Infosys’  staff,  finding  them 
to  be  dependable,  able  to  accomplish  tasks  quickly  and 
turn  in  quality  code — and  she  wants  them  to  drive  even 
more  of  the  discipline  and  methodology. 

“Quality  is  number  one  with  Infosys.  In  a  world  that 
changes  daily,  they  are  a  constant.  Infosys  saves  me  time, 
their  people  are  a  pleasure  to  work  with  and  the  value  you 
get  for  your  dollar  is  unsurpassed.  I  think  Infosys  is  phe¬ 
nomenal,”  says  Desmond. 


trol,  regardless  of  physical  location.  It  also  enables  Infosys 
to  reliably  meet  extremely  aggressive  project  deadlines 
while  staying  on — or  even  under — budget. 

Best-in-class — at  Infosys,  it’s  about  quality  and  relationships 

No  less  than  85  percent  of  Infosys’  annual  revenue  comes 
from  repeat  business.  That’s  because  the  company  puts 
heavy  emphasis  on  customer  relationships  and  regards 
each  project  it  undertakes  as  a  building  block  in  a  sus¬ 
tained,  long-term  association. 

As  in  its  other  activities,  here,  too,  Infosys  applies 
methodology.  Its  “Residual  Value  Retention”  model  helps 
Infosys  employees  assimilate  not  only  the  application  and 
technology  knowledge  required  to  complete  a  project  suc¬ 
cessfully,  but  also  each  customer’s  cultural  values  and 
business  objectives. 

To  ensure  the  customer  satisfaction  that’s  essential  in 
successful  relationships,  Infosys  places  unparalleled  empha¬ 
sis  on  quality.  The  effects  are  apparent  on  many  fronts: 

Powerful  infrastructure.  So  that  it  never  lacks  sufficient 
computing  resources,  every  year,  more  than  10  percent  of 
Infosys  revenue  is  spent  upgrading  the  company’s  existing 
current  infrastructure  and  acquiring  new  technology. 
Infosys  runs  a  comprehensive  collection  of  operating  sys¬ 
tem,  RDBMS  and  application  environment  platforms  on 
several  hundred  high-end  servers  with  terabytes  of  disk 
storage.  Professional  teams  always  use  leading-edge  devel¬ 
opment,  testing  and  configuration  tools  and  utilities. 

Shorter  development  cycle.  Behind  Infosys’  ability  to 


provide  faster,  lower-cost  and  better  software  development 
for  customers  managing  distributed  environments  stands  a 
strong,  well-tested  prototyping  and  rapid  application 
deployment  methodology  that  enables  re-use  of  software 

Global  Delivery  Model  offers 
competitive  advantage  to  Nortel 

Infosys  Technologies  first  began  working  with  Nortel 
Networks  in  1992 — starting  with  just  two  people.  In 
1995,  the  global  leader  in  telephony,  data,  e-busi- 
ness,  and  wireless  solutions  for  the  Internet  again  called  on 
Infosys  and,  today,  over  225  Infosys  people  support  Nortel’s 
operations,  handling  software  tools,  DMS  (Nortel’s  core 
switching  system),  telephony  feature  development  and  full 
communications  operations. 

“Infosys  is  a  partner  that  satisfies  our  needs  for  resources. 
They’re  extremely  responsive  and  professional,”  offers  Marc 
Granic,  managing  director  of  Nortel  Networks’  International 
R&D  Operations.  “Infosys  understands  the  needs  of  a  large 
company  and  is  willing  to  accommodate  changing  priorities.” 

The  companies  established  a  robust  infrastructure  and 
operate  on  a  lightening  speed  communications  network  with 
satellite  links  to  a  T1.  Moreover,  Infosys  has  provided  an  off¬ 
shore  Product  Development  Center,  (PDC)  located  in  Ban¬ 
galore,  India  that  functions  as  a  virtual  extension  of  Nortel 
Networks.  The  PDC’s  domain  experts  manage  all  quality 


objects  and  tools.  The  processes  in  the  software  develop¬ 
ment  lifecycle  are  continually  refined  to  ensure  an  ever 
increasing  efficiency  in  overall  development  cycle  times. 

Necessary  to  this  refinement  process  is  the  reusability 
of  information  and  processes  from  one  project  to  the  next. 
To  achieve  this,  Infosys  has  created  a  Body  of  Knowledge 


No  less  than  85  percent  of  Infosys’ 
annual  revenue  comes  from  repeat 
business.  That’s  because  the  company 
puts  heavy  emphasis  on  customer 
relationships  and  regards  each  project 
it  undertakes  as  a  building  block  in  a 
sustained,  long-term  association. 

(BOK)  that  serves  as  a  rich  repository  of  design  and  devel¬ 
opment  expertise,  and  updating  the  BOK  is  mandatory  for 
Infosys  development  professionals.  This  repository  is 
structured  to  protect  the  software  intellectual  property 
rights  for  any  given  client,  while  collecting  best  practices 
from  which  all  clients  benefit. 

Infosys  also  helps  its  own  customers  capture  engineering 
knowledge  with  its  Corporate  Asset  Creation  Services.  A 

processes,  including  compliance  with  the  Software  Engi¬ 
neering  Institute’s  (SEI)  Level  5  requirements,  ensure  code 
perfection  and  customization,  and  offer  24x7  global  support 
and  coverage. 

“We’ve  accomplished  a  transparency  with  the  Infosys 
people  in  India,”  says  Granic.  “Our  communications  network 
lets  us  work  with  Infosys  as  if  they  were  in  an  office  across 
the  street.  This  is  what  a  truly  effective  communications  net¬ 
work  should  be.” 

What’s  more,  Infosys’  Global  Delivery  Model  creates  a 
virtual  24-hour  workday,  offering,  says  Granic,  a  competitive 
advantage.  And  the  use  of  ‘virtual  laboratories’  means  two 
teams  in  different  time  zones  are  working  on  the  same  prod¬ 
uct  within  the  same  infrastructure. 

The  team  has  developed  new  initiatives  in  the  area  of  soft¬ 
ware  methodology,  and  Infosys  recently  created  ADEPT, 
which  was  nominated  by  Nortel  Networks  customers  and 
subsequently  won  Nortel  Networks’  Quality  Excellence  Award. 

“Infosys  is  a  dynamic  company  that  can  help  us  now  and 
into  the  future  by  providing  the  ability  to  reduce  our  own 
software  development  costs  while  shortening  the  develop¬ 
ment  cycle  and  time-to-market,”  says  Granic. 


Global  Delivery  Model: 

A  Virtual  24-Hour  Workday 


At  Infosys 


Project  Management 
Detailed  Design 
Development 
Testing 

Documentation 


Post  Implementation  Phase 


At  Infosys 

Bug  Fixes 
Warranty  Support 
Maintenance 


At  Client  Site 


Rapid  Response 
Onsite  Support 


Project  Phase 

At  Client  Site _ 

Analysis  and  Planning 
High  Level  Design 
User  Interface  Design 
Project  Co-ordination 
Onsite  Testing 
Implementation 


library  of  Web-enabled  engineering  services  includes  docu¬ 
mentation,  multimedia  walkthroughs  and  standard  parts 
databases.  Standard  designs  can  be  linked  with  library  data¬ 
bases  of  vendor  information,  prior  experience  and  costs. 

Setting  high-quality  goals.  Infosys  employs  a  process-ori¬ 
ented  approach  to  project  execution,  based  on  total  quality 
management  (TQM)  concepts,  to  meet  its  quality  goals.  A 
software  quality  advisor  from  Infosys’  Quality  Department 
is  assigned  to  every  Infosys  customer  project  to  ensure  that 
quality  goals  are  achieved.  An  independent  organization 
within  Infosys,  the  Quality  Department  ensures  compliance 
with  project  quality  goals  and  maintains  a  comprehensive 
repository  of  all  software  lifecycle  and  project  management 
processes  that  is  updated  every  quarter  to  incorporate  expe¬ 
rience  gained  from  project  implementations  and  bench¬ 
marking  international  practices. 

Enhanced  quality  assurance  and  testing,  including  peri¬ 
odic  quality  audits  that  supplement  online  support  and  an 
extensive  set  of  metrics  used  to  analyze  and  monitor 
progress,  ensure  that  customer  requirements  are  met. 

These  procedures,  and  the  availability  of  all  Infosys  qual¬ 
ity  via  the  company  intranet,  have  helped  foster  organiza¬ 
tionwide  sharing  of  experiential  knowledge. 
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Vision  by  IKON 
Evolution  by  Infosys 

I**  IKON  Office  Solutions,  based  in  Malvern, 

V  ^  J  Pennsylvania,  is  a  leading  provider  of  prod¬ 
ucts  and  services  that  help  businesses  com¬ 
municate.  The  Company  grew  from  over  400  acquisi¬ 
tions  of  office  equipment  distributors,  digital  print 
providers  and  networking  and  technology  consulting 
firms,  so  integrating  these  varied  and  geographically 
dispersed  companies  into  one  cohesive,  web-enabled 
IT  infrastructure  was  a  challenge. 

IKON’s  integration  has  not  been  trivial.  The  com¬ 
pany  services  400,000  customers  and,  with  the  help  of 
5,000  sales  and  10,000  service  technicians,  offers  its 
products  and  services  from  approximately  900  locations 
worldwide.  The  right  alliances  and  right  systems  were 
needed  to  create  a  consistent,  streamlined  infrastruc¬ 
ture  to  leverage  the  vast  scope  of  IKON. 

David  Gadra,  IKON’s  senior  vice  president  and 
CIO,  envisioned  a  sales  and  services  organization 
bound  together  by  web-delivered  tools  to  provide 
exceptional  customer  service  and  support.  Early  in 
IKON’s  evolution,  Gadra  approached  Infosys  Tech¬ 
nologies  Limited.  He  knew  IKON  needed  a  quality 
partner  to  help  reach  its  goal. 

“I  asked  Infosys  to  become  a  strategic  partner  and 
to  play  a  central  role  in  the  implementation  of  our  IT 
infrastructure,”  he  recalls. 

Infosys  became  involved  at  the  front  end  of  most 
IKON  IT  initiatives.  According  to  Gadra,  Infosys’  world 
class  ISO  9001  certified  development  and  delivery  pro¬ 
vided  the  solutions  he  needed  at  a  higher  quality  than 
he  could  find  in  the  US. 

Now,  IKON  is  implementing  a  highly  web-enabled 
interface  with  its  customers,  suppliers  and  employees 
in  all  facets  of  its  business.  The  Company  is  investing 
in  the  technologies  that  both  enable  IKON  employees 
to  be  more  productive  and  facilitate  a  customer-cen¬ 
tric  view  of  the  company. 

“Infosys  is  playing  a  very  significant  role — in  virtu¬ 
ally  every  systems  initiative  we  have  underway,” 
stated  Gadra.  Gadra’s  next  steps  include  empower¬ 
ing  customers  and  e-enabling  them  in  their  dealings 
with  IKON. 

“This  kind  of  strategy  creates  a  tremendous  depen¬ 
dency  on  our  systems  and  solutions.  Without  question, 
Infosys  will  play  a  continuously  evck  ng  role  in  the 
development,  deployment  and  ongoc  operational 
integrity  of  these  solutions,  and  our  irk-  structure,  for 
years  to  come,”  Gadra  concluded. 


Software  development  maturity.  At  Infosys,  quality  is 
continuously  benchmarked  against  global  best  practices. 
The  Software  Engineering  Institute,  which  evaluates  devel¬ 
opment,  re-engineering  and  maintenance  processes  across 
the  enterprise,  has  assessed  Infosys  at  Level  5  of  its  Capa¬ 
bility  Maturity  Model — identifying  Infosys  as  highly  mature 
because  it  systematically  uses  measurement  and  analyses  to 
improve  processes.  Only  about  1 .5  percent  of  all  software 
organizations  in  the  world  have  attained  this  level. 

Highly  mature  software  developers  like  Infosys  are  able 
to  predict  costs,  schedules  and  defects  based  on  past  per- 

The  Software  Engineering  Institute, 
which  evaluates  development, 
re-engineering  and  maintenance 
processes  across  the  enterprise,  has 
assessed  Infosys  at  Level  5  of  its 
Capability  Maturity  Model. 

formance.  The  benefits  for  customers  are  obvious: 

■  More  accurate  assessment  of  upper  and  lower  bound¬ 
aries  on  expected  performance 

■  Greater  ability  to  handle  requirements  change  and  man¬ 
age  risks 

Learnability.  Every  project  is  different.  To  execute  each 
one  successfully — meeting  all  customer  requirements  on 
time  and  on  budget — means  that  Infosys  professionals 
must  constantly  adapt  their  previous  experiences  to  new 
circumstances  and  new  challenges. 

At  Infosys,  this  is  called  learnability — the  ability  to 
derive  generic  conclusions  from  specific  instances  and 
apply  them  to  new  problems.  Professionals  with  high  learn¬ 
ability  can  leverage  existing  knowledge  to  develop  new, 
high-impact  business  solutions. 

Thus  Infosys  selects  its  professionals  for  their  high  learn¬ 
ability  and  then  makes  sure  they  have  plenty  of  opportu¬ 
nity  to  exercise  it:  at  regular  best  practices  sessions, 
employees  suggest  ways  to  enhance  design,  development 
and  testing  of  applications;  company-sponsored  work¬ 
shops  on  diverse  topics  provide  employees  with  ongoing 
opportunities  to  expand  their  skills. 

That’s  why  Infosys  customers  all  over  the  world  enjoy 
software  development  cycles  that  can  range  from  25  to 
40  percent  faster  and,  in  many  cases,  cost  30  to  45  per¬ 
cent  less  than  in-house  efforts.  If  you’d  like  to  find  out 
more  about  how  Infosys  solutions  and  services  can  help 
your  organization  stay  competitive,  visit  the  Infosys  web¬ 
site  at  www.infy.com  or  call  1-888-ITL-INFO. 
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If  we  put  our  Research  Centers,  Discussion 
Forums,  Sound  Off,  Ask  the  Experts,  B2B  Network, 
CIO  wanted,  CIO  Radio,  Article  Archives,  Events 
Calendar  and  Analyst  Corner,  all  into  our  magazine 
you  would  need  a  PPalljj  f*Pfl||y 

big  maHhox. 


(So  we  just  put  them  on  our  site.) 


You're  looking  for  research.  Or  articles.  Or  a  job.  Or  even  a  business  solution.  There's 
one  place  to  go.  At  CIO.COM,  you  can  find  past  articles,  research,  employment  oppor¬ 
tunities,  or  even  vote  in  the  Quick  Poll.  Catch  the  latest  in  Sound  Off,  Ask  the  Expert 
or  CIO  Radio.  Or  the  latest  CIO  Knowpulse™  results.  It's  all  at  your  fingertips.  The  most 
current  information  available.  From  the  resource  you  know  and  trust.  CIO.COM. 

Tell  us  what  you  think  of  CIO.COM.  Call  Tim  Morgan,  CIO's  Senior  Vice  President  & 
General  Manager,  at  508  935-4087  or  email  him  at  thorgan@cio.com. 


Ask  the  Expert 

Were  Not  Experts  on  This,  but  We  Know  Someone  Who  Is 


You’re 

Certifiable! 

Anne  Martinez,  author  of  Get  Certified  and  Get 
Ahead  (Osborne/McGraw-Hill,  2000)  and  founder  and 
editor  in  chief  of  GoCertify.com,  a  computer  professional 
certification  site,  answered  readers'  questions  on 
CI0.com  about  the  value  of  IT  professional  certification 


Q:  What  would  your  estimate  be  of  the  salary  of  an  employee 
with  Intranet  Manager  (IM)  certification,  such  as  the  one  offered 
by  Novell?  (Assuming  a  few  years  of  Web  development  and  pro¬ 
ject  management  experience  prior  to  certification.)  We  typi¬ 
cally  pay  our  IS  staff  conservatively,  and  we  try  to  live  with  the 
churn  rate  it  causes,  but  I  have  a  key  contributor  who  is  close 
to  completing  IM  certification,  and  I  need  to  start  projecting 
whether  our  budget  has  a  chance  of  keeping  him  onboard. 

A:  In  this  case,  the  question  is  not  really,  What  is  the  certifica¬ 
tion  worth?  But  rather,  What  is  this  employee  worth  to  you? 
Or,  more  specifically,  how  much  would  it  cost  you  to  suddenly 
no  longer  have  this  employee  and  have  to  replace  him,  includ¬ 
ing  the  training  costs  and  downtime  related  to  that  replace¬ 
ment?  There’s  a  study  on  Novell  certification  that  can  help 
answer  your  salary  question  at  education.novell.com/ 
download/idc_cne_study.  It  basically  says  that  a  little  more 
than  half  of  companies  with  Novell-certified  staff  pay  a  pre¬ 
mium  directly  related  to  the  certification,  at  an  average  of 
14  percent.  This  study  can  also  help  you  justify  that  premium. 
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Q:  Are  certification  programs  all  they're  cracked  up  to  be?  I’m 
an  IT  director  in  the  health-care  industry.  I’ve  met  and  also 
interviewed  plenty  of  CNEs  and  MCSEs.  At  least  half  of  them 
aren’t  worth  the  paper  that  their  proudly  touted  certifications 
are  printed  on.  It  seems  as  though  almost  anyone  can  order  a 
home  study  course,  cram  for  a  couple  of  days,  pass  an  exam 
and  wham,  you’re  certified.  The  question  is:  a  certified  what?  To 
me,  real-world  experience,  a  serious  dedication  to  learn  and 
the  ability  to  perform  well  under  pressure  heavily  outweigh 
whatever  piece  of  paper  anyone  wants  to  show  me.  I  would 
really  like  to  hear  your  thoughts  on  the  topic. 


A:  As  with  other  credentials,  certification  has  to  be  taken  in 
context  to  be  meaningful.  You  must  look  at  the  candidate  as 
a  whole.  Certification  does  not  replace  experience,  but  it  does 
augment  it,  and  it  can  help  compensate  for  a  lack  of  it.  It  cer- 
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ILLUSTRATION  BY  MARILYN  JANOVITZ 
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banking 


communications 


healthcare 


insurance  investment  management  your  business 


Of  course,  most  software  applications  will  cover  you  for  now— but  will  they  leave  you  exposed  to  a  deluge  of  unexpected  business 
situations  tomorrow?  Not  if  you  choose  TenFold’s  dynamic  packaged  applications.  Using  our  patented  Universal  Application?  we 
deliver  dynamic  e  business  applications  that  give  you  the  functionality  you  need  now,  and  the  flexibility  you'll  need  for  the  life  of  your 
business— guaranteed.  So  don't  let  inflexible  applications  catch  you  unaware.  To  learn  how  TenFold  can  prepare  you  for  the 
future,  call  1-800-TENFOLD  or  visit  www.  1  ofold.com 


TENFOLD 


Ask  the  Expert 


tainly  shows  that  the  candidate  cares  enough  to  keep  current 
and  has  the  initiative  to  study  and  pass  technical  exams.  It 
demonstrates  a  serious  dedication  to  learn,  which  you  men¬ 
tioned,  and  it  shows  that  the  candidate  is  willing  and  able  to 
test  himself  against  standards  someone  else  has  defined.  And, 
even  the  act  of  cramming  for  exams  broadens  an  individual’s 
exposure  to  the  components  of  the  area  the  exam  is  in.  To  be 
sure,  there  are  people  who  cram  for  certification  exams,  just 
as  there  are  people  who  do  the  same  thing  to  get  through  col¬ 
lege.  But  there  are  also  many  people  who  take  the  process  seri¬ 
ously  and  prepare  and  work  hard  in  order  to  become  certi¬ 
fied.  And  those  are  the  ones  you’ll  want  to  hire. 


It  seems  as  though  almost  anyone  can  order 
a  home  study  course,  cram  for  a  couple 
of  days,  pass  an  exam  and  wham,  you’re 
certified.  The  question  is:  a  certified  what? 


Q:  I  read  the  article  in  the  March  1,  2000,  issue  of  CIO  titled 
"Paper  Chase,”  and  I  have  a  question  for  you  regarding  certifi¬ 
cation.  I  am  a  38-year-old  manufacturing  engineering  manager 
in  an  aerospace  manufacturer.  I  have  a  bachelor’s  of  science 
in  mechanical  design  technology,  and  I'm  working  on  a  master’s 
in  organizational  management.  I  have  always  had  an  interest 
in  IT  and  was  wondering  if  there  is  any  specific  certification— 
MCP,  MCSE,  PMP  and  so  on— that  could  help  me  crossover 
into  IT,  without  having  to  acquire  another  four-year  degree  or 
excessive  training.  I  am  specifically  interested  in  Web  technolo¬ 
gies.  Any  suggestions  or  advice? 


GoCertify.com  website  and  look  under  the  Internet/Web  sec¬ 
tion  for  a  slew  of  possibilities.  Besides  pursuing  certification,  I 
would  also  advise  you  to  look  for  opportunities  with  your  cur¬ 
rent  employer.  Maybe  you  can  represent  your  department  on  a 
companywide  task  force  that  deals  with  some  cross-depart- 
mental  IT  initiative  or  implementation?  You  certainly  should 
be  able  to  make  the  move  without  another  four-year  degree. 

Q:  I  work  for  CompUSA  as  the  corporate  security  architect,  and 
I  hold  the  CISSP  and  CISA  certifications  for  the  broad  security 
knowledge  base.  As  you  know,  these  certifications  give  you  a 
good  working  knowledge  of  most  security-related  areas  and 
operating  systems  but  expertise  in  none  of  them. 
We  are  a  very  strong  Microsoft-centric  shop,  and 
I  was  wondering  what  Microsoft  certification  would 
be  right  to  strengthen  my  specific  knowledge  in 
Microsoft  products,  specifically  Windows  2000.  I 
have  been  toying  with  the  notion  of  working  toward 
the  new  MCSE  2000  certification.  I  am  a  firm 
believer  in  the  fact  that  just  passing  a  test  for  a 
certification  doesn’t  mean  much,  however,  in  my 
case,  studying  and  working  hard  to  pass  the  MCSE 
tests  will  improve  my  knowledge  base  and  reap  benefits  for  my 
company.  I  welcome  any  comments  or  thoughts  you  may  have. 

A:  You  have  hit  on  one  of  the  key  values  of  certification — the 
use  of  it  to  define  a  learning  path.  As  you  have  determined, 
when  you  pursue  a  certification,  you  will  be  provided  with  a 
blueprint  of  what  you  need  to  know  to  be  competent  in  a  par¬ 
ticular  product  or  technology.  As  a  security  expert,  you  will 
want  to  be  well  versed  in  Windows  2000  and  its  architecture. 
I  think  your  plan  to  pursue  the  MCSE  2000  track  is  very  sound. 


Ask  the  Expert 

Have  a  question  about  e-govern¬ 
ment?  Michael  Hernon,  vice  presi¬ 
dent  for  e-government  at  govWorks 
and  former  CIO  of  Boston  and 
Washington,  D.C.,  will  be  available 
to  offer  insight  and  advice  on  the 
challenges  faced  by  municipal  CIOs 
as  they  strive  toward  putting  city 
services  and  information  online. 
Post  your  questions  for  him  now 
until  Aug.  31  at  www2.cio.com/ 
ClO/expert  or  e-mail  questions  to 
asktheexpert@cio.  com . 

cio.com 


A:  That  depends  on  what  you 
call  excessive  training.  If  you 
want  to  move  into  a  new  area 
beyond  your  current  circle  of 
expertise,  there’s  going  to  be 
training  and  learning  involved. 
How  much  depends  on  how 
deep  you  want  to  get.  The  MCP, 
MCSE  and  PMP  aren’t  really 
going  to  help  you  as  far  as  Web 
technologies.  You’ll  want  to  look 
at  Novell’s  Certified  Internet 
Professional  (CIP)  or  something 
from  Sysoft,  ProsoftTraining.com 
or  maybe  iGeneration  (formerly 
known  as  HyCurve).  Go  to  the 


Q:  Have  you  come  across  any  studies  comparing  on-the-job 
performance  before  and  after  employees  have  achieved  IT  cer¬ 
tification?  in  particular,  MCSE  and  MCSP? 

A:  Try  this  one:  Novell  certification  value  study  by  IDC  (a  sis¬ 
ter  company  of  C/O’ s  publisher,  CXO  Media)  at  education 
.novell.com/doivnload/idc_cne_study.  The  majority  of  compa¬ 
nies  with  certified  employees  believe  that  Novell-certified 
employees  are  more  productive  than  other  employees.  Also, 
try  “Benefits  &  Productivity  Gains  Realized  Through  IT  Cer¬ 
tification”  ( wivw.ibm.com/education/certify/news/proidc.phtml ). 
Seventy-eight  percent  of  managers  from  companies  support¬ 
ing  certification  believe  that  certified  employees  are  more  pro¬ 
ductive,  at  least  in  their  area  of  certification.  H0 


To  recommend  an  expert  for  this  column  or  suggest  a  topic,  contact 
Senior  Writer  Daintry  Duffy  at  dduffy@cio.com. 
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Who  Makes  Lycos  Man’s  Best  Friend 

On  The  Internet? 

Kana. 


It’s  all  about  empowering  customers, 
partners  and  the  enterprise  to  interact  in  the 
most  cost-effective  and  efficient  ways  possible. 
Kana  is  changing  the  way  leading  companies  like 
Lycos  build  long-lasting  relationships  in  one 
complete  e-business  solution. 

Kana  provides  comprehensive  communi¬ 
cation  and  e-business  applications  designed  to 
engage,  acquire  and  grow  customers  at  every 
stage  of  the  lifecycle.  By  integrating  marketing, 
sales  and  service  into  a  single  Web-based  platform, 
Kana  gives  customers,  partners  and  the  enterprise 
a  global  view  of  their  interactions  across  multiple 
channels. 

Offering  unsurpassed  service  and  support, 
systems  integration  and  a  cost-effective  hosted 
option,  Kana  has  the  solution  to  make  your 
e-business  succeed. 

So,  if  you're  searching  for  the  perfect 
companion,  one  that  will  increase  revenue, 
reduce  operating  costs  and  build  greater  customer 
loyalty,  follow  the  lead  of  Lycos  and  hundreds  of 
other  successful  Internet-based  and  Global  2000 
e-businesses. 


For  a  FREE  Kana  demo,  visit  our  Web  site  today. 
www.kana.com/exec 


2000  Kana  (  uinimiii  tear  ions  In*  kana  is  a  registered  ir.uk  mark  of  Kana.  The  Kana  logo,  and 
Kana  Communicat ions  arc-  trademarks  ol  Kana  All  other  trademarks  an  pni|xniH  of  their  respective  holders. 


©  2000  Research  In  Motion  Limited.  All  rights  reserved 
BlackBerry  is  an  end-to-end  wireless  email  solution  developed 
by  Research  In  Motion  (RIM).  BlackBerry.  the  BlackBerry  logo, 
the  "envelope  in  motion"  symbol,  RIM,  the  RIM  Wireless  Handheld 
family  of  marks  and  the  RIM  logo  are  trademarks  of  RIM. 


Sure,  wireless  is  all  the  buzz.  And  undoubtedly,  you’re  swamped  with  requests  for  handheld 
devices  these  days.  But  the  problem  is  that  most  devices  were  never  designed  to  wirelessly 
integrate  with  your  corporate  email  system.  In  fact,  they  completely  ignore  your  IT  infrastructure 
and  security  needs.  Then  there’s  BlackBerry.™  It’s  the  leading  wireless  email  solution  specifically 
designed  with  both  end  users  and  IT  in  mind.  BlackBerry  features  a  totally  integrated  package 
of  advanced  wireless  handhelds,  desktop  tools,  enterprise  server  software  and  nationwide 
airtime.  Mobile  employees  can  send  and  receive  email  on  the  go.  IT  gets  centralized 
management  and  control.  Even  corporate  security  requirements  are  addressed  through 
support  for  Triple  DES  encryption.  No  wonder  BlackBerry  is  becoming  the  corporate  standard 


for  wireless  email.  It’s  the  smart  choice  for  business. 

BlackBerry  lets  users  receive 

and  respond  to  email  without  any  difficulties...  we  would  recommend  it  to  anyone  who 

wants  a  mobile  email  product.77  InformationWeek 
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What  You  Don  t  Know  Can  Hurt  You 
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No  Guiding 

Light 


The  potential  of  e-commerce  is  threatened 
by  cultural  and  legal  assumptions  that 
vary  from  state  to  state  and  nation  to  nation 


BY  HOLLY  TOWLE 


THE  GOOD  NEWS  is  that  on  the  Internet,  everyone  has  equal  shelf 
space.  Right?  The  U.S.  Government  Working  Group  on  Elec¬ 
tronic  Commerce  waxed  rhapsodic  about  this  in  its  Novem¬ 
ber  1998  annual  report:  “In  this  emerging  digital  marketplace, 
anyone  with  a  good  idea  and  a  little  software  can  set  up  shop 
and  become  the  corner  store  for  the  entire  planet.” 

That’s  not  too  hard  to  believe,  either.  One  of  my  friends, 
who  is  a  sailing  nut,  recently  needed  a  part  for  his  boat’s  diesel 
engine — it  was  made  in  Japan  and  he  lives  in  Seattle.  So  he 
searched  the  Internet  and  found  a  lone  individual  who  spe¬ 
cializes  in  such  parts — in  Australia. 

I  share  this  anecdote  to  demonstrate  all  that  is  good  and 
powerful  about  the  Internet  and  to  highlight  its  great  promise: 
untold  access  for  customers  and  sellers  alike.  But  can  the 
promise  be  kept?  Increasingly,  the  reality  for  most  businesses 
is  a  flurry  of  regulation  by  numerous  countries  and  states  with 
no  guiding  principle  of  uniformity.  A  global  corporation  might 
be  able  to  hire  enough  lawyers  to  deal  with  nonuniform  legal 
rules,  but  not  the  corner  store.  Does  the  proverbial  corner  store 
really  have  a  future  in  national  and  global  commerce? 


The  Privacy  Predicament 

We  could  blame  it  all  on  the  European  Union  (EU).  It  did  start 
it,  after  all,  with  the  EU  data  protection  directive.  Data  pro¬ 
tection  is  good.  But  too  much  protection  is  bad,  particularly 
in  the  United  States,  where  First  Amendment  principles  regard¬ 
ing  the  free  flow  of  information  make  sweeping  regulatory 
pronouncements  problematic.  For  example,  the  EU  directive 
counts  as  private  information  almost  everything  that  personally 
identifies  an  individual.  Such  things  may  be  personal,  but  are 
they  really  private?  In  contrast,  consider  the  1994  U.S.  Dri¬ 
ver’s  Privacy  Protection  Act.  It  regulated  the  dissemination  and 
use  of  “personal  information”  contained  in  state  motor  vehi¬ 
cle  records.  Sounds  logical,  and  it  even  sounds  like  the  EU  and 
the  United  States  are  headed  in  the  same  direction.  Oops,  what 
about  the  U.S.  Constitution?  In  Condon  v.  Reno  [Janet  Reno, 
Attorney  General,  et  al.,  v.  Charlie  Condon,  Attorney  General 
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ILLUSTRATION  BY  BRUNO  PACIULLI 


PlanView's  Web  Software  for  Project  and  Workforce  Management 


Your  CEO: 

“How  confident  are  you  in 
these  project  schedules? 
Anything  you  can  quantify?” 


PlanView  optimizes  the  staffing  of  multiple  projects. 
Consider  your  staff's  skill  mix  and  TRUE  workforce 
availability  when  scheduling  projects  and  other  work! 


\ 


Your  Stakeholders: 

“Did  you  read  on  the  10'k 
where  IT  had  to  write  off  the 
whole  three  million  this  quarter 
for  that  failed  project?” 


WHEN  YOU  OVERLOAD  YOUR 
WORKFORCE,  SOMETHING 
IS  BOUND  TO  DROP... 

Managers,  employees  and  others  in  the  enterprise 
use  the  web  to  manage  projects,  manage  the 
workforce,  and  self-administer  employee  information. 

•  Manage  multiple  projects  with  powerful  middle-tier 
software.  Planning  engines  calculate  critical  path; 
search  engines  find  qualified  people;  scheduling 
engines  redefine  resource  priorities.  PlanView  notifies 
everyone  on  changes  in  schedules  and  availability. 

•  Managers,  contributors  and  other  stakeholders  collabo¬ 
rate  through  web-based  tools  for  statusing,  document 
management,  and  portfolio  management. 

•  Each  role  has  a  unique,  dynamically  built  web  portal 
customized  for  their  needs  and  authority. 


•  Your  employees  self-administer  status  on  their 
projects,  update  their  skills,  schedule  vacations,  etc. 

tall  us  or  visit 
our  website  to 
request  a  free 
CD  Demo! 


www.planview.com 


NVIEW, 


Tel  512  346-8600 


PlanView  is  a  registered  trademark  of  PlanView  Inc. 
©  1999  PlanView,  Inc.  At!  rights  reserved. 


Fine  Print 


of  South  Carolina,  et  al,  98-1464],  the  court  discussed  whether 
there  is  a  constitutional  right  of  privacy  in  personal  information. 
Noting  that  the  right  to  privacy  in  the  nondisclosure  of  some 
forms  of  personal  information  is  at  best  “murky,”  the  court  nev¬ 
ertheless  concluded  that  such  a  right  did  exist  in  its  jurisdic¬ 
tion.  However,  even  assuming  a  right  of  nondisclosure,  it  was 
not  violated  for  several  interesting  reasons.  Among  them  was 
the  fact  that  the  sweeping  prohibition  on  disclosure  of  identify¬ 
ing  information  was  too  open-ended  and  included  information 
that  was  otherwise  freely  available  (and  not  constitutionally 
protected)  in  public  records.  Also  “medical  or  disability  infor¬ 
mation”  could  be  personal  information  entitled  to  protection, 
but  not  as  a  sweeping  matter:  “For  example,”  the  court  wrote, 
“the  fact  that  an  individual  wears  eyeglasses  is  not  an  intimate 
personal  matter  since  it  is  obvious  to  anyone  who  sees  that 


Privacy,  like  most  other  legal  topics,  is  a 
complex  area,  and  sweeping  approaches  by  one 
jurisdiction  will  not  necessarily  work  in  another. 


individual.”  In  the  end,  the  circuit  court’s  analysis  didn’t  mat¬ 
ter  because  the  Driver’s  Act  was  later  upheld  by  the  U.S. 
Supreme  Court.  To  the  contrary,  the  court  viewed  the  personal 
data  as  an  “article  of  commerce”  that  was  “owned”  by  the 
states  who  historically  have  sold  it  for  significant  revenue. 

Measured  under  a  privacy  analysis,  how  logical  are  the  EU 
rules  for  the  United  States?  Moreover,  what  U.S.  business- 
person  or  lawyer  would  predict  that  the  fact  that  someone 
wears  glasses  is  so  private  that  the  law  needs  to  protect  that 
information? 

My  Guarantee,  Your  Gimmick 

The  point  here  is  that  privacy,  like  most  other  legal  topics,  is  a 
complex  area,  and  sweeping  approaches  by  one  jurisdiction 
will  not  necessarily  work  in  another. 

For  example,  The  Wall  Street  Journal  reported  late  last  year 
that  the  Dodgeville,  Wis.,  mail-order  retailer  Lands’  End  was 
“running  afoul  of  a  German  law  banning  marketing  gimmicks 
such  as  an  unconditional  lifetime  guarantee,  which  happens 
to  be  one  of  Lands’  End’s  guiding  principles....”  Most  U.S. 
lawyers  would  raise  their  eyebrows  at  the  word  “gimmick”  in 
this  description.  Here  a  lifetime  guarantee  is  not  a  gimmick. 
It’s  a  serious  liability  that  few  companies  will  undertake.  But 
apparently  in  Germany,  it  is  a  gimmick.  There  may  be  logical 
reasons  for  this,  but  viewing  a  lifetime  guarantee  as  an  illegal 
gimmick  simply  would  not  occur  to  most  U.S.  attorneys. 

It  seems  almost  absurd  to  us.  But  did  the  German  consumer 


rise  up  and  say,  “Hey,  we  like  broader  access  to  goods  and 
can  live  with  some  oddities  when  we  are  dealing  with  foreign 
companies?”  No.  Again,  according  to  The  Wall  Street  Jour¬ 
nal,  a  spokesman  for  a  German  consumer  group  says,  “Lands’ 
End  had  better  play  by  the  rules.  ‘As  long  as  the  law  is  there,’  he 
says,  ‘they  have  to  abide  by  it.’” 

New  EU  efforts  at  consumer  protection  don’t  seem  to  be 
approaching  any  kind  of  unification.  Online  vendors  could 
potentially  have  to  comply  with  15  sets  of  idiosyncratic 
national  rules,  such  as  France’s  demand  that  all  contracts  be 
in  French  even  if  none  of  the  parties  is  in  France. 

Seeking  Harmony 

If  these  jumbled  practices  hold,  say  goodbye  to  the  Internet’s 
promise  of  giving  everyone  an  equal  chance  to  participate  in  the 
global  market.  In  reality,  those  who  can 
afford  lots  of  lawyers  to  survey  the  con¬ 
sumer  or  other  laws  of  myriad  countries  (or 
states)  can  compete — everyone  else  better 
think  twice. 

How  do  we  get  countries  and  states  in  the 
United  States  to  look  at  the  Internet  and 
global  commerce  with  new  eyes,  and  exam¬ 
ine  their  old  laws — including  consumer  laws — with  those  new 
eyes?  How  many  of  the  old  laws  really  need  to  be  repeated  and 
individualized  in  national  or  global  commerce  and  which  ones 
might  businesses  and  their  customers  handle  on  their  own? 
After  all,  if  my  friend  can  buy  his  engine  parts  from  an  Australian 
outlet,  why  does  he  need  a  local  outlet?  He  doesn’t.  And  once 
that  sinks  in,  competition  to  entice  him  back  should  increase. 

The  common  response  that  there  are  bad  people  in  the 
world  and  that  fraud  can  occur  on  the  Internet  is  invalid.  That 
is  a  given.  Laws  will  not  stop  the  really  bad  people:  In  most 
cases,  they  conduct  their  schemes  and  are  gone  before  the  law 
can  catch  up.  In  the  meantime,  those  who  would  like  to  comply 
are  left  to  deal  with  legal  regimes  created  for  the  really  bad 
guys.  Laws  should  be  such  that  compliance  can  be  attained 
through  reasonable,  not  Herculean  effort. 

Debates  over  the  level  of  needed  regulation  have  raged  for 
years.  The  challenge  is  to  engage  those  debates  again  while  con¬ 
sidering  the  promise  and  realities  of  global  commerce  and  the 
need  to  make  it  feasible  for  all  sizes  of  companies.  It  might 
just  work.  BE! 


Holly  Towle  is  a  partner  in  the  technology  and  intellec¬ 
tual  property  practice  of  Preston  Gates  &  Ellis  in  Seattle, 
where  she  regularly  advises  clients  on  the  impact  inter¬ 
national  technology  and  intellectual  property  laws  have 
on  U.S.  companies.  She  can  be  reached  at  hollyt@ 
prestongates.  com . 
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We're  changing  our  name. 

(No  big  deal.) 

And  we're  changing  the  way  business  is  done  on  the  Internet. 

(Very  big  deal.) 


We  started  life  as  PrivaSeek.  Now  we ’re  Persona.  And  it’s  our  mission  to  do  nothing  less  than  revolutionize  the 
way  consumers  and  businesses  relate  to  each  other  on  the  Internet.  By  using  Persona’s  permission  management 
tools,  consumers  can  create  portable  identities  that  allow  them  to  protect  and  control  their  personal  informa¬ 
tion  online.  And  businesses  can  use  Persona’s  infomediary  services  to  understand  their  customers  better  and 
build  trustful,  lasting  relationships  with  them.  All  while  protecting  their 
privacy.  Everyone  benefits.  That’s  why  we  think  it’s  such  a  big  deal.  If 
you’d  like  to  know  more,  remember,  the  name  is  Persona,  www.persona.com 


Persona 


Career  Counsel 

Mark  Polansky  Offers  Advice  to  Aspiring  CIOs  and  IT  Managers 


The  Lost 
World 


Q:  I  am  an  IT  executive  with  more  than  10  years  of  experience, 
most  of  it  managing  mission-critical  units  for  large  credit  card 
banks.  In  September,  I  resigned  my  director-level  position  at 
one  of  the  largest  credit  card  issuers  in  the  world  to  take  on 
the  role  of  CTO  at  a  company  that  is  building  e-commerce 
toolsets  for  B2C  merchants.  However,  I  feel  that  the  company’s 
vision  has  become  diluted.  I’m  concerned  about  our  ability  to 
acquire  additional  funding  in  the  future,  and  I  estimate  that  we’ll 
be  out  of  funds  within  the  next  three  months. 

At  my  previous  job,  recruitment  calls  were  a  daily  part  of 
my  life.  However,  the  startup  that  I’m  involved  with  now  is  quite 
secretive,  and  I  no  longer  get  the  recruitment  calls  that  I  used 
to.  I  am  uncomfortable  with  just  dropping  my  name  on  the 
doorsteps  of  executive  recruiters,  but  I  would  like  to  get  back 
into  the  recruitment  network.  Is  there  a  discreet  and  profes¬ 
sional  way  to  get  plugged  back  in  to  Rolodexes  of  executive 
recruiters? 

Also,  could  you  offer  any  further  advice  on  how  to  make  this 
transition  back  into  the  world  of  the  known  from  the  world  of 
the  unknown? 


A:  In  addition  to  the  stealth  nature  of  your  startup  employer, 
you  are  also  not  getting  some  recruitment  calls  because  of  the 
presumed  equity  position  that  you  may  have  there.  Given  both 
of  these  factors,  you  must  be  proactive  in  getting  onto  the  radar 
screens  of  other  startup  companies  as  well  as  search  firms  prior 
to  the  word  getting  out  that  you’re  going  out  of  business.  I  can’t 
tell  why  you  would  be  uncomfortable  with  just  dropping  your 
name  on  executive  recruiters’  doorsteps,  but  there  isn’t  really 
any  other  way  to  let  my  colleagues  and  me  know  that  you  are 
actively  considering  employment  alternatives  to  your  current 
situation. 

CFO  ADVOCATE 

Q:  I  am  a  controller  at  a  Fortune  500  company.  I  have  worked 
hard  to  get  to  this  point,  including  getting  my  CPA  and  MBA.  I 
will  hopefully  one  day  be  a  CFO  and  am  concerned  about  get- 
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ILLUSTRATION  BY  BEN  GOSS 


sbc.com 


I  am  the  common, 

everyday  vocabulary  of  commerce. 

I  am  the  language  that  articulated 

the  car  you’re  driving, 

shirt  you’re  wearing, 

book  you’re  reading, 

film  you’re  watching, 

product  you’re  selling, 

paycheck  you’re  earning, 

and  swordfish  you’ll  have 

at  that  restaurant  tomorrow. 

I  am  the  linchpin  under  all 
the  world’s  commerce. 


We’re  investing  6  billion  dollars  in  the  most  far-reaching  deployment 
of  broadband  out  there.  We’re  one  of  the  largest  network  integrators, 
and  a  provider  of  advanced,  global  eCommerce  solutions. We ’re  SBC. 
The  combined  strengths  of  Ameritech,  Pacific  Bell, 

Southwestern  Bell,  Nevada  Bell,  SNET  and  now 
Sterling  Commerce. 


Copyright  ©  2000  SBC  Communications  Inc.  All  rights  reserved. 
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ting  more  IT  knowledge.  In  most  of  the  organizations  I  have 
worked,  the  CIO  has  reported  to  the  CFO.  What  I  am  interested 
in  is  how  to  get  the  knowledge  to  be  a  stronger  advocate  and 
visionary  of  an  IS  organization. 

A:  If  you  are  a  regular  reader  of  this  column,  you  have  no  doubt 
been  exposed  to  the  issue  of  CIOs  reporting  to  general  man¬ 
agement — the  CEO,  COO,  president  or  general  manager — 
rather  than  to  the  CFO.  If  you  find  yourself  in  a  smaller 
company  or  less  progressive  company  where  the  CIO  does 
indeed  fall  under  the  CFO  on  the  organization  chart,  then  you 
can  be  a  real  hero  by  encouraging  and  promoting  the  more 


DOWNSIZED  AND  CONFUSED 

Q:  I  have  recently  been  downsized  after  a  merger  and  a  divisional 
reorganization.  I  have  30  years’  experience  in  information  tech¬ 
nology  audit  and  general  IT  management.  My  last  three  years 
have  been  as  the  implementation  director  for  PeopleSoft  HR  and 
finance  products  for  the  health  insurance  industry.  I  have  a  mas¬ 
ter’s  in  public  administration  and  consider  myself  PC  literate. 

I  have  been  searching  for  a  new  position  as  an  information 
technology  applications  director  or  IT  audit  director  for  the  past 
three  months.  I  have  put  no  limits  on  my  search,  yet  I  am  not 
getting  any  interviews  with  hiring  managers.  I  have  reduced  my 
resume  to  direct  attention  from  the  fact  that  I  am  59  years  old 

(the  resume  ends  in  1982)  and  many 
people  believe  I  am  only  in  my  early 
50s.  I  am  working  with  an  international 
outplacement  company,  so  I  have  to 
believe  I  have  a  good  resume.  I  work  my 
personal  network,  Internet  job  sites  and 
recruiters  every  day.  Any  advice? 


It  is  sadly  true  that  there  are  still  companies  that 
will  not  eagerly  welcome  someone  who  is  59  years 
old,  despite  all  the  equal  opportunity  rhetoric. 


strategic  application  of  IT  across  the  enterprise. 

The  ultimate  move  is  to  get  yourself  out  of  the  IT  manage¬ 
ment  business  by  proposing  the  elevation  of  your  head  (direc¬ 
tor?)  of  IT  to  report  at  a  higher  level  as  your  peer. 

Meanwhile,  focus  your  vision  and  advocacy  of  IT  in  your 
area  of  expertise — finance.  There  is  much  upside  potential  for 
leveraging  technology  to  help  you  better  manage  the  financial 
performance  of  the  company  through  cost  reduction  and 
process  and  service  improvement. 

HOW  CAN  I  REFUSE? 

Q:  I  have  an  offer  to  move  from  vice  president  of  IT  operations 
in  a  2,000-employee  regional  company  to  director  of  data  cen¬ 
ter  operations  in  a  10,000-employee  national  company  that 
has  acquired  my  present  employer.  The  compensation  is  equiv¬ 
alent,  and  although  the  scope  is  reduced,  the  staff  and  budget 
are  increased.  Does  this  seem  like  amacceptable  offer? 

A:  Yes,  it  seems  like  a  very  acceptable  offer  including  some 
good  upside  potential.  The  move  you  describe  is  basically  the 
smaller  fish  (lower-level  job)  in  a  bigger  pond.  While  execut¬ 
ing  a  set  of  responsibilities  that  are  easily  within  your  range 
of  competence,  you  will  have  a  chance  to  challenge  and  grow 
the  depth  of  your  management  skills  with  a  larger  staff  and 
budget.  And  since  you  have  already  held  the  higher-level  posi¬ 
tion,  once  you  establish  that  you  can  handle  the  greater  size 
and  scope  of  the  new  company,  you  should  be  first  in  line  for 
promotion  when  the  time  comes  to  backfill  your  new  boss  or 
step  into  some  other,  bigger  job.  Your  glass  is  more  than  half 
full  if  you  look  at  it  in  this  very  positive  way. 


A:  There  are  a  number  of  issues  here,  so  let’s  look  at  the  pri¬ 
mary  ones.  First,  regarding  your  resume  and  your  age,  it  is 
sadly  true  that  there  are  still  a  great  many  people  and  compa¬ 
nies  that  will  not  eagerly  welcome  someone  your  age,  despite 
all  the  equal  opportunity  programs  and  rhetoric.  You  should 
know  that  your  abbreviated  resume  will  not  fool  an  experi¬ 
enced  reader.  A  job  history  that  seems  to  start  midstream,  col¬ 
lege  degrees  with  no  year  stated  and  especially  functionally 
oriented  resumes  intended  to  draw  attention  away  from  the 
chronology  are  all  very  recognizable  to  a  trained  eye.  You  sim¬ 
ply  cannot  change  the  facts,  so  you  need  to  work  double-time 
to  make  up  for  the  doors  that  are  closed  to  you.  Don’t  overlook 
consulting,  government,  academia  and  the  nonprofit  sectors,  as 
they  tend  to  be  much  more  accepting  of  all  types  of  diversity, 
including  age. 

Second,  in  today’s  business  environment  of  severe  informa¬ 
tion  technology  workforce  shortage,  even  in  light  of  a  merger 
and  reorganization,  an  outplaced  employee  is  often  viewed  as 
a  castoff  or  deadwood.  So  don’t  unnecessarily  broadcast  your 
outplacement  status  and  don’t  use  their  very  recognizable 
formula  cover  letters. 

Third,  while  it’s  hard  to  tell  from  what  little  you  have  said 
about  your  background  and  past  experiences,  you  may  be  hurt 
by  a  very  long  tenure  at  your  current  employer  or  some  other 
flaw  in  your  career  progression.  And  you  may  be  aiming  too 
high  at  the  director  level.  Seek  and  listen  to  some  objective 
advice  in  this  regard. 

Lastly,  you  said  that  you  are  PC  literate.  This  may  be 
the  telling  factor — that  you  consider  yourself  to  be  only  PC 
literate,  and  have  not  worked  in  Web-enabled,  intranet/Inter- 
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"  Hill  &  KllOWltOn  wanted  an  efficient  way 
to  coordinate  1500  staff  and  clients  world¬ 
wide.  intraspect'sc  -business^'  technology  gave  it  to 
us.  The  result  was  HK.net,  a  secure  extranet  that  lets  us 
create  collaborative  work  environments  anytime, 


any¬ 


where.  Now,  we  have  single-point  information 
management  for  global  campaigns  and  a 
Web  interface  easy  for  anyone  to  use.” 


Nothing  gets  a  business  together 
like  e-business  solutions  from 
Intraspect.  Find  out  all  about 
them  at  our  Web  site.  Or  call 
050-943-6000  today. 

^  intraspect 


SM 


©2000  Intraspect,  Inc. 


Ted  Graham, 

Hill  &  Knowlton’s  Knowledge  Manager 
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net  or  e-business  development.  This  significantly  limits  your 
market  appeal,  especially  at  the  director  level.  While  you  can’t 
change  that  right  away,  do  your  homework,  and  be  ready 
to  interview  intelligently  about  new  technologies  and  the 
new  economy. 

PLAY  TO  YOUR  STRENGTHS 

Q:  I  am  the  CFO  of  a  nonprofit  law  firm.  Most  of  my  work-related 
experience  has  been  in  nonprofits,  but  it  also  includes  a  short 
time  with  a  defense  industry  company.  I  am  working  on  an  MBA 
in  technology  management  to  be  completed  within  two  years. 
I  am  considering  a  transition  into  a  CIO  role.  What  opportuni¬ 
ties  exist  for  a  person  of  my  professional  background?  How 
can  I  best  prepare  myself  to  make  such  a  transition?  What  CIO 
career  progression  opportunities  can  I  seek  now  to  prepare  me 
for  seeking  a  CIO  position  once  I  graduate? 


Have  a  career  question? 


Visit  our  website  at  www.cio.com/ 
forums/executive/counselor.html  and 


pose  your  own  questions  to  Mark  Polansky. 


A:  As  always,  lead  with  your  strengths  and  use  what  you  have 
to  get  what  you  want — especially  when  a  change  or  redirec¬ 
tion  of  career  is  your  objective.  The  good  news  is  that  you 
have  three  very  significant  cards  to  play:  financial  expertise  in 
addition  to  IT,  and  both  law  firm  and  nonprofit  experience. 

In  the  first  case,  you  will  be  a  very  attractive  candidate  in 
an  environment,  usually  a  smaller  one,  where  the  CFO  is  also 
responsible  for  IT  and  where  you  can  wear  both  hats,  perhaps 
with  the  title  chief  administrative  officer.  Don’t  shy  away  from 
using  both  competencies  but  take  care  to  assess  the  level  of 
importance  the  enterprise  places  on  IT.  Does  the  organization 
value  technology  as  strategic,  or  does  the  company  view  IT  as 
simply  an  operational  necessity? 

In  the  second  case,  your  knowledge  of  how  law  firms  oper¬ 
ate  and  how  their  internal  business  management  works  will 
make  you  a  very  attractive  candidate  there  as  well.  And  the 
same  is  true  of  the  broader  nonprofit  world.  Your  knowledge 
of  their  alternative  funding,  decision-making,  leadership  and 
management  models,  and  their  culture  will  likewise  make  you 
attractive  to  these  organizations. 

The  not-as-good  news  is  that  you  are  not  yet  prepared  for 
significant  IT  employment  in  another  industry,  and  outside 
the  legal  and  nonprofit  worlds  you  may  find  yourself  working 
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your  way  back  up  the  ladder.  I  suggest  that  you  approach  your 
current  employer  to  explore  a  combination  of  finance  and  IT 
responsibilities,  or  selectively  explore  what  other  opportuni¬ 
ties  might  exist  for  you  in  the  current  seller’s  job  market.  You 
can  start  now,  while  completing  the  MBA,  and  work  up  to 
becoming  a  CIO. 

CAREER  TRACK 

Q:  I  am  currently  a  college  senior  getting  ready  to  make  the  leap 
into  the  real  world.  For  the  past  two  years  I  have  been  an  intern 
at  a  small  IT  consulting  firm.  I  have  been  learning  all  aspects 
of  the  business,  including  support,  networking,  management 
and  so  on.  At  this  point  I  plan  to  go  to  work  for  this  consulting 
firm  after  graduation.  My  big  question  is  if  my  long-term  plans 
are  to  be  a  CIO  or  a  senior  IT  manager,  what  types  of  experi¬ 
ence/certifications  should  I  focus  on?  Should  I  try  to  get  into 
a  bigger  firm,  obtain  some  MCS  E/Cisco/C  I SSP  certifications,  or 
am  I  already  on  a  decent  path? 

A:  You  are  indeed  on  a  very  good  track.  Your  internship  and 
impending  full-time  employment  in  a  consulting  environment 
has  allowed  and  will  continue  to  allow  you  to  concentrate  on 
developing  and  honing  your  technical  skills.  In  general,  con¬ 
sulting  is  a  very  good  place  to  start  out  because  the  variety  of 
assignments  usually  yields  a  broader  perspective  than  working 
at  a  single  company,  and  the  consistent  pressures  of  delivering 
to  clients  results  in  concentrated  experience  over  the  time 
invested  there. 

It  is  these  technical  skills  that  you  are  acquiring  now,  in  the 
early  part  of  your  career,  that  will  form  the  foundation  for  IT 
management — and  perhaps  a  CIO  position  in  the  future.  With 
this  career  goal  in  mind,  you  should  be  looking  for  all  future 
opportunities:  to  maximize  your  technical  knowledge  of  the 
field  while  not  necessarily  becoming  the  expert  at  any  particu¬ 
lar  piece  of  technology;  to  develop  people  and  project  leader¬ 
ship  skills;  to  develop  your  analytical,  problem  solving,  com¬ 
munication  and  interpersonal  skills;  to  learn  about  business, 
perhaps  through  an  MBA;  and  how  to  align  IT  with  the  strate¬ 
gic  goals  of  the  business  and  in  doing  so,  create  a  value  propo¬ 
sition  based  on  operational  effectiveness  and  competitive 
advantage  through  the  effective  use  of  information  technology 
at  a  nonconsulting  company.  HH 


Mark  Polansky  is  a  managing  director  and  member  of  the  advanced 
technology  practice  of  Korn/Ferry  International  in  New 
York  City.  He  is  also  the  chairman  of  the  Greater 
New  York  Chapter  of  the  Society  for  Information  Man¬ 
agement.  The  Web-based  Executive  Career  Counselor 
column  is  edited  by  Web  Research  Editor  Kathleen 
Kotwica.  She  can  be  reached  at  kkotwica@cio.com. 
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Introducing  MailWatch™,  the  most  powerful  e-mail  virus  protection  there  is.  Our  fast 
acting  formula  updates  automatically,  killing  new  worms  and  viruses  before  they  develop. 
MailWatch  works  off-site,  destroying  threats  before  they  enter  your  network.  Plus,  there's 
no  software  or  hardware  to  worry  about,  we  take  care  of  everything.  Call  now  for  a  risk¬ 
free  30-day  trial.  Over  90%  of  viruses  enter  companies  via  e-mail,  so  it's  protection  you 
can't  afford  to  be  without.  Crush  the  threat  before  it  gets  to  you,  with  MailWatch. 


www.mailwatch.com 
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Business  Messaging  Services 


The  most  effective  e-mail  virus  protection  there  is.  1-800-209-MAIL 


mission: 

make  yahoo!  the  world’s 
leading  internet  network. 


critical: 

run  it  on  the  world’s 
leading  internet  servers. 


before  yahoo!55  created  the  internet’s  most  popular  site,  they  were  faced 
with  a  challenge:  how  to  keep  pace  with  intense  demand  while  staying 
profitable,  yahoo!  chose  the  platform  that  drives  75%  of  all  internet  servers.1 
intel-based  servers  let  yahoo!  add  power  that’s  as  effective  as  it  is 
cost-effective,  today  yahoo!  is  the  most  heavily  trafficked  site  on  the 
web  with  625  million  page  views  a  day.  companies  around  the  world 
have  considered  their  platform  options  and  have  come  to  the  same 
conclusion,  that  inter  architecture  is  the  ideal  technology  for  running  an 
e-business,  because  in  the  surge  economy,  if  you  can’t  turn  on  a  dime, 
you  can’t  make  one.  (servers  for  the  surge  economy  -» intel.com/go/ebiP) 
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Expert  Advice 

New  Ideas  and  Lessons  Learned 


Shared 

Problems, 

Shared 

Solutions 

While  we  may  have  successfully  eased 
into  the  21st  century,  distributed  technology 
problems  still  exist.  How  can  the  lessons  learned 
from  Y2K  apply  to  global  information  security? 

BY  BRUCE  W.  MCCONNELL 

THE  FULL  EXTENT  of  the  threat  to  everyday  life  posed  by  the  Y2K 
bug  may  never  be  known.  Thanks  to  the  judicious  application 
of  billions  of  dollars,  the  most  critical,  potential  crises  of  Y2K 
were  successfully  averted,  and  the  world  eased  into  the  21st 
century  with  only  minor  problems.  Some  argue  that  the 
amount  of  time  and  money  spent  on  the  remediation  effort  was 
disproportionate  to  the  threat,  but  that  question  is  now  moot. 
On  the  other  hand,  the  transition’s  success  can  help  shed  light 
on  how  we  might  go  about  solving  other  distributed  technol¬ 
ogy  problems  like  global  information  security  management. 

The  lessons  of  Y2K,  however,  offer  approaches  and  strate¬ 
gies,  not  absolute  solutions.  Information  systems  affect  all 
aspects  of  modern  life,  so  computer  security  is  not  merely  a  tech¬ 
nical  issue  but  a  management  problem  that  could  have  a  seri¬ 
ous  impact  on  the  bottom  line.  The  global  information  secu¬ 
rity  risk  is  like  Y2K  without  a  fixed  date. 

Applying  the  Lessons 

Many  of  the  lessons  learned  during  the  course  of  Y2K  reme¬ 
diation  have  direct  implications  for  information  security.  The 


majority  apply  to  networking  (both  technical  and  professional), 
managing  infrastructure  and  forming  effective  partnerships. 
The  International  Y2K  Cooperation  Center  (IYCC)  issued  a 
report  this  past  February  summarizing  18  different  lessons 
from  Y2K.  (See  www.iy2kcc.org/February2000Report.htm 
for  the  full  report.)  Key  conclusions  include  the  following: 


Networking  and  cooperation  work.  The  global  Y2K  remedi¬ 
ation  effort  clearly  demonstrated  that  given  the  proper  incen¬ 
tives  to  cooperate,  a  virtual  worldwide  organization  can  suc¬ 
cessfully  work  together  to  solve  a  challenging  distributed  prob¬ 
lem.  A  central  organizing  function,  in  this  case  the  international 
council  of  Y2K  coordinators,  encourages  the  open  exchange 
of  critical  information  among  network  members  through  a 
combination  of  personal  contact  and  electronic  information 
sharing. 
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See  how  Kyocera  Mita’s  network  printers 
will  save  you  a  ton  over  time. 


With  diamond-hard  long-life  drum  technology,  all  Kyocera  Mita  plug-and-play  network  printers  give  you  a  total  cost  of 
printing  that  averages  less  than  a  penny  a  page  with  crisp,  clear  resolution.  That  looks  pretty  good  compared  to  other 
network  printers  that  have  operating  costs  two  to  three  times  higher. 


The  cost  difference  can  save  printer  users  thousands  over  the  life  of  the  printer.  It’s  a  great  way  to  turn  your 


paper  storage  area  into  a  profit  center. 

So  call  us  at  1-877-289-MITA  and  we’ll  crunch  some  numbers  together. 
You’ll  love  the  way  they  sound. 


KyocERa 

mita 

www.kyoceramita.com 

c  2000  Kyocera  Mita  America,  Inc. 


Expert  Advice 


This  approach  is  already  being  applied  in  the  information 
security  arena.  Under  the  leadership  of  the  United  Nations 
Working  Group  on  Informatics,  the  network  of  national  Y2K 
coordinators  has  morphed  into  a  network  of  senior  govern¬ 
ment  IT  representatives  from  more  than  100  countries.  Infor¬ 
mation  security  is  their  first  project.  In  the  wake  of  the  “I  Love 
You”  virus  that  swept  the  globe  with  unprecedented  speed  and 
severity  earlier  this  year,  the  group  is  reviewing  existing  national 
computer  crime  laws  from  around  the  world.  It  will  ultimately 
produce  a  best  practices  guide  for  governments. 

Infrastructures  are  both  connected  and  resilient.  There  was 
concern  that  local  Y2K  failures  could  cascade  around  the  world 
through  interconnected  power,  communications  and  trade  net¬ 
works.  While  that  did  not  happen,  the  Y2K  remediation  efforts 
certainly  taught  us  a  great  deal  about  supply  chains  and  inter¬ 


dependencies.  Telephone  and  electrical  power  systems,  for 
instance,  depend  on  each  other  for  efficient  operation. 

Fortunately,  those  charged  with  the  operation  and  manage¬ 
ment  of  such  infrastructures  are  familiar  with  having  to  con¬ 
tinue  service  in  the  face  of  technical  problems.  Commercial 
and  government  Y2K  contingency  plans  routinely  covered 
what  to  do  if  the  power  went  out  or  if  key  supplies  were 
delayed.  At  the  date  change  event,  Y2K  problems  in  critical 
operations  were  handled  without  disruption  of  service  to  the 
public.  Contingency  planning  and  testing  strengthened  crisis 
management  ability,  and  increased  public  confidence  in  the 
robustness  of  our  critical  infrastructures. 

To  date,  the  information  infrastructure  has  been  quite  resis¬ 
tant  to  cybersabotage.  While  recent  denial  of  service  attacks 
have  affected  millions  of  users  and  generated  widespread  media 
coverage,  real  damage  has  been  negligible.  A  few  hours  of 
downtime,  or  a  few  days  of  inconvenience,  are  much  less  sig¬ 
nificant  than  what  one  might  experience  in  the  aftermath  of  a 
severed  cable  or  a  severe  storm.  Within  the  telephone  network 
and  other  infrastructures,  cyberfailures  to  date  have  been 
caused  by  errors  rather  than  attacks.  The  current  level  of  cyber¬ 
attacks  is  not  yet  a  crisis  but  a  warning  that  society  should 
heed  as  it  grows  increasingly  dependent  on  computers. 

Public-private  partnerships  are  necessary.  Public  and  private 
organizations  worked  hand  in  hand  to  resolve  the  Y2K  prob¬ 


lem.  The  partnership  in  the  financial  sector  between  the  Joint 
2000  Council  (bank  regulators)  and  Global  2000  Coordinating 
Group  (financial  institutions)  kept  consumer  confidence  high 
and  assured  the  public  that  the  Y2K  bug  would  not  affect  inter¬ 
national  banking.  In  aviation,  the  world’s  air  traffic  control 
authorities  teamed  up  with  major  airlines  and  airports  to 
ensure  a  glitch-free  date  change.  In  these  and  other  instances, 
private  sector  resources  joined  government  agencies  to  put  the 
best  qualities  of  each  to  work.  The  international  experience, 
which  was  mirrored  by  similar  regional  partnerships  in  many 
countries,  showed  that  in  the  face  of  a  broad,  distributed  threat, 
private  and  public  interests  can  effectively  converge. 

These  partnerships  engendered  mutual  information  sharing 
across  public  and  private  boundaries.  In  many  countries,  the 
government  led  the  way  in  publishing  detailed  information 
about  its  Y2K  progress.  Businesses  also  provided  detailed  infor¬ 
mation,  although  usually  through  an  industry 
clearinghouse  (such  as  the  North  American 
Energy  Reliability  Council  for  electric  companies) 
in  order  to  protect  proprietary  information. 

This  does  not  mean  that  public-private  part¬ 
nerships  are  now  standard  operating  procedure. 
Conflicts  of  goals  between  business  and  govern¬ 
ment  have  made  it  difficult  to  create  public-pri¬ 
vate  partnerships  to  effectively  address  information  security 
concerns. 

Trust  is  also  an  issue.  Businesses  may  be  reluctant  to  share 
their  unique  vulnerabilities  with  government  regulators.  During 
Y2K,  mutual  information  sharing  built  up  levels  of  trust.  Gov¬ 
ernment  and  industry  shared  vulnerability  data  and  solutions. 
A  similar  level  of  trust  and  partnership  is  needed  to  protect 
global  information  security.  Government  needs  to  share  its 
emerging  security  concerns  and  rely  on  business  to  develop 
solutions  to  those  threats  before  they  become  widespread. 

Thanks,  Y2K 

Left  unchecked,  the  Y2K  date  change  could  have  seriously  dis¬ 
rupted  vital  financial,  business,  health  and  government  services. 
Throughout  the  late  1990s,  there  was  a  broad  consensus  that 
Y2K  could  have  posed  dangers  in  at  least  four  areas: 

■  System  failures  could  have  resulted  in  significant  economic 
and  social  harm. 

■  Public  overreaction  to  Y2K  fears  (such  as  hoarding  of  phar¬ 
maceuticals)  could  have  caused  serious  hardships. 

■  Widespread  Y2K  failures  or  panic  lasting  more  than  a  few 
days  could  have  led  to  political  instability. 

■  Serious  computer  problems  also  could  have  reduced  public 
confidence  in  IT,  slowing  growth  in  that  industry  and  poten¬ 
tially  derailing  technology-led  economic  growth  worldwide. 

In  contrast  to  the  risks,  however,  Y2K  offered  a  variety  of 


Left  unchecked,  the  Y2K  date  change  could 
have  seriously  disrupted  vital  financial, 
business,  health  and  government  services. 
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valuable  technological  and  procedural  opportunities.  Many 
CIOs  used  the  impetus  of  the  Y2K  situation  to  bring  their  IT 
systems  under  control.  Organizations  also  used  Y2K  to  better 
understand  their  internal  and  external  dependencies.  They 
inspected  supply  chains  and  evaluated  the  reliability  of  key  sup¬ 
pliers  and  customers.  They  created,  tested  and  modified  com¬ 
prehensive  contingency  plans.  Information  security  concerns 
could  affect  any  or  all  of  those  areas  as  well,  and  should 
encourage  the  same  level  of  self-examination  and  modifica¬ 
tion  of  policies  and  practices. 

With  the  Y2K  event,  the  governments  of  the  world  had  an 
unprecedented  opportunity  to  cooperate,  so  into  this  mix  of 


The  primary  issue  that  national  Y2K  coordinators 
have  had  to  face  has  been  second-guessing  by 
those  not  directly  involved  in  the  Y2K  effort. 


threat  and  promise  nations  sent  their  best  IT  managers  to  form 
what  became  the  global  Y2K  team.  The  national  Y2K  coordi¬ 
nators  from  more  than  170  countries  and  the  CIOs  of  countless 
public  and  private  international  organizations  provided  mutual 
assistance.  The  problem’s  clear-cut  nature  and  unyielding  dead¬ 
line  gave  the  work  clarity  and  urgency.  This  environment  fos¬ 
tered  an  agile  mechanism  with  which  to  validate  and  share 
workable  approaches  to  the  problem  and  progress  reports 
toward  global  readiness. 

This  was  the  second  key  asset — the  growing  pool  of  qual¬ 
ity  information.  Sharing  best  practices  for  managing  Y2K 
assessment,  repair  and  testing,  and  for  preparing  and  exercising 
contingency  plans  cut  valuable  months  off  the  schedule  and 
dramatically  reduced  costs  in  many  countries.  Team  members 
from  around  the  world  were  able  to  collaborate  effectively 
thanks  to  current  network  technology.  The  final  asset,  finan¬ 
cial  support,  came  from  both  government  and  industry.  Tech¬ 
nologically  capable  and  developed  countries  provided  more 
than  $100  million  in  direct  Y2K  project  assistance  to  develop¬ 
ing  and  emerging  economies,  a  small  sum  when  compared  with 
the  $200  billion  spent  worldwide  on  Y2K  readiness. 

The  IYCC,  created  with  the  support  of  the  World  Bank  and 
the  United  Nations,  was  unique  to  the  effort.  The  IYCC  was 
the  world’s  first  virtual  global  intergovernmental  organization. 
The  IYCC’s  leadership  and  staff  of  five  supported  the  Y2K  pro¬ 
grams  of  the  more  than  170  nations  within  its  network.  Using 
e-mail,  the  Web  and  physical  meetings  (including  45  regional 
conferences),  the  IYCC  gathered  and  disseminated  informa¬ 
tion,  organized  regional  and  global  networks,  created  a  flexi¬ 
ble  response  framework,  managed  rapidly  changing  public 


information,  predicted  most  outcomes  correctly  and  created  a 
global  window  into  the  date  change  event. 

The  global  Y2K  team  delivered  a  successful  outcome.  The 
Y2K  transition  produced  no  serious  disruptions  of  critical  ser¬ 
vices  on  a  national,  regional  or  global  level.  There  was  no  sig¬ 
nificant  panic  or  overreaction  caused  by  Y2K  fears.  There  were 
reports  of  several  minor  Y2K  glitches  but  these  were  managed 
locally  with  limited  effect  on  the  public. 

Ironically,  the  primary  issue  that  national  Y2K  coordinators 
have  had  to  face  has  been  second-guessing  by  those  not  directly 
involved  in  the  Y2K  effort.  Some  asked  if  too  much  money 
was  spent  to  address  the  problem.  These  critics  point  to  the 
apparent  wide  range  of  expenditures  and 
note  the  consequences  seem  roughly  com¬ 
parable.  From  this,  they  conclude  less  could 
have  been  spent  to  achieve  the  same  results. 

Analysis  reveals  more  plausible  explana¬ 
tions.  Countries  that  are  more  dependent  on 
computers  recognized  the  importance  of  the 
task  and  spent  more  per  computer.  In  some 
countries  Y2K  costs  were  much  more  public,  and  many  lower- 
spending  countries  started  the  process  later.  Over  time,  Y2K 
remediation  became  faster  and  cheaper,  permitting  those  who 
started  later  to  accomplish  the  same  results  at  a  lower  cost. 

The  Y2K  experience  offered  a  unique  opportunity  to  learn 
how  the  global  economy  operates  and  how  to  develop  and 
maintain  networks  in  real-time.  These  strategic  lessons  reflect 
on  the  problems  that  lay  at  the  intersection  of  business,  gov¬ 
ernment  and  technology.  Y2K  menaced  every  country  and 
every  organization  indiscriminately.  It  generated  a  motivation 
to  learn  from  the  experience  of  others.  Moreover,  it  would  do 
little  good  to  fix  one’s  own  systems  if  a  partner  for  critical  sup- 

V;* 

plies  or  markets  was  not  ready.  The  resulting  cooperation 
demonstrated  new  organization  methods  for  managing  highly 
distributed  technology  problems. 

Cost-effective  information  security  will  soon  be  a  prerequi¬ 
site  for  conducting  and  managing  e-business  and  e-government. 
Ensuring  the  Y2K  readiness  of  business  and  government — their 
ability  to  continue  to  do  business  as  usual — was  the  focus  of 
millions  of  people  around  the  world  throughout  the  late  1990s. 
In  the  new,  networked  century,  e-business  will  be  business  as 
usual,  and  e-readiness  will  be  the  focus.  The  Y2K  event  offered 
some  lessons,  but  for  those  lessons  to  be  valuable,  nations 
and  companies  must  come  together  to  put  them  into  practical 
application.  E3E] 


Bruce  W.  McConnell,  president  of  McConnell  Interna¬ 
tional,  directed  the  International  Y2K  Cooperation  Center 
and  served  as  chief  of  information  policy  and  technol¬ 
ogy  at  the  U.S.  Office  of  Management  and  Budget. 
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Introducing  Yipes,  a  managed  optical  IP  service  provider  that  will  change  the  way  you  look 

■  ■■  ■  - ,r--^ 

at  bandwidth.  Our  gigabit  IP-over-fiber  network  allows  you  to  choose  the  bandwidth  that's  right  for 

\ 

w 

your  business,  up  to  1  Gbps  in  1  Mbps  increments.  And’since  the  Yipes  network  is  IP  and  Ethernet 
throughout,  you  won’t  need  new  equipment  to  tap  into  its  robust  bandwidth.  So  you  can  double  your 
bandwidth  for  about  80%  of  your  current  cost.  Scalable,  secure  and  supqr  fast.  That’s  the  Yipes  network. 

Want  to  see  the  power  in  action?  Check  out  www.yipes.cofw  or  call  877-740-0(600. 
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I  bring  you  face-to-face 

with  new  opportunities. 

New  possibilities. 

New  ideas. 

I  help  you  see 
with  more  clarity. 

I  help  you  focus  on  higher  goals. 

Move  into  unexplored  territories. 

I’m  your  monitor. 

I  help  you  find  the  answers 
to  your  questions. 


NEC/MITSUBISHI 

NEC-MITSUBISHI  ELECTRONICS  DISPLAY 


SEE  mOQE. 


— 

You  look. 

But  do  you  really  see? 

That’s  why  the  two  leaders  in 
electronic  visual  display 
technology  have  come  together: 
to  make  monitors  that  expand 
your  vision.  That  help  you  see. 
See  more.  See  anything.  See 
everything  all  at  once.  Monitors 
that  take  you  anywhere.  That 
help  you  do  more  than  you  ever 
imagined.  With  our  combined  R&D, 
engineering  and  manufacturing 
power,  NEC’s  LCD  leadership  and 
Mitsubishi’s  patented  flat-screen 
CRT  technology,  the  possibilities 
are  endless.  Let’s  begin. 
www.necmitsubishi.com 


©2000  NEC-Mitsubishi  Electronics  Display 
of  America,  Inc.  All  rights  reserved. 
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ife  was  much  simpler  back  in 
the  early  to  mid-1900s.  In  those  halcyon 
days,  we  shopped  at  the  same  depart¬ 
ment  stores,  went  to  the  same  corner 
drugstore  to  fill  prescriptions  or  savor  a 
milk  shake,  even  used  the  same  bank  to 
deposit  our  tooth-fairy  money  and  our 
pension  checks.  The  owner  of  the  down¬ 
town  hardware  store  knew  that  come 


spring  we’d  be  looking  for  cans  of  barn- 
red  paint  for  our  front  steps,  and  he 
stocked  his  shop  accordingly. 

Then  the  age  of  strip  malls  and 
Internet  shopping  arrived,  and  we  lost 
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something.  In  exchange  for  convenience,  we  gave  up  some  of  the  personal  care  and  high-level  customer  ser¬ 
vice  we  had  previously  enjoyed.  Loyalty  to  one  brand  or  company  became  passe  as  we  shopped  around  for 
the  best  deal. 


Now,  as  we  enter  the  21st  century,  there’s  a  new  customer  service  tune  in  the  air,  and  it  has  a  familiar — and 
welcome — ring  to  it.  It’s  called  customer  relationship  management  (CRM),  and  in  some  ways  it’s  just  a  fancy 
name  for  something  we  used  to  take  for  granted.  CRM  is  a  business  strategy  that  helps  a  company  integrate 
itself  and  forge  a  tight  connection  with  the  customer.  The  promise  is  that  by  using  technology  and  human 
resources  strategically,  businesses  can  transform  themselves  into  the  proverbial  friendly  general  store — to  pro¬ 
vide  the  same  levels  of  customer  service  that  were  typical  in  small-town  America  decades  ago. 


But  the  goal  goes  beyond  simply  satisfying  customers.  While 
providing  customer  service,  clever  companies  are  also  gather¬ 
ing  data  on  their  customers’  buying  habits  and  needs,  then 
storing  and  analyzing  that  data  and  using  it  to  improve  prod¬ 
ucts  or  services  as  well  as  management  policies.  The  enterprise 
that  achieves  CRM  nirvana  is  an  organic  and  evolving  one,  with 
the  ultimate  aim  of  turning  consumers  into  customers  for  life. 

For  the  13th  annual  CIO-lOO,  we’ve  chosen  100  compa¬ 
nies  that  have  formed  close  alliances  with  their  customers — or 
are  well  on  their  way  to  doing  so.  From  their  supply  chains  to 
their  data  warehousing  strategies  to  the  way  they  hire  and  retain 
their  human  resources,  these  companies  have  mastered  the  cus¬ 


tomer  connection.  In  this  special  issue,  we  look  at  how  our  hon- 
orees  achieve  customer  service  excellence  and  highlight  how 
they  are  going  beyond  transactions  and  products  to  focus 
squarely  on  the  customer. 

Setting  a  true  CRM  strategy  is  a  daunting  task.  Because  it 
aims  to  link  all  aspects  of  a  company’s  business,  it  requires  a 
top-to-bottom  analysis  of  that  business  and  of  the  way  the 
enterprise  sees  its  customers,  employees  and  partners.  This  can 
be  painful  and  can  require  a  company  to  reorganize  structures 
and  systems  while  generating  higher  expectations.  And  no  mat¬ 
ter  what  the  CRM  technology  vendors  say,  you  can’t  just  go  out 
and  buy  CRM.  Whether  you  build  your  own  CRM  strategy 
or  customize  an  off-the-shelf  solution,  with  all  the  integration 


challenges  that  entails,  CRM  can  be  a  complicated  and  expen¬ 
sive  exercise. 

The  promise  can  also  sound  too  good  to  be  true.  CRM  is  just 
one  in  a  long  line  of  acronyms  describing  business  and  tech¬ 
nology  strategies  with  track  records  of  varying  success. 
Remember  ERP?  SFA?  These,  too,  were  meant  to  transform 
companies  into  more  efficient  and  profitable  enterprises,  but 
the  hype  often  outstripped  the  results. 

However,  it’s  hard  to  argue  with  the  logic  behind  CRM. 
And  so  far,  the  evidence  is  promising.  For  instance,  the 
American  Management  Association  (AMA),  a  business  educa¬ 
tion  and  management  development  group  and  CIO- 100  hon- 

oree,  reports  that  its  updated 
contact  center  has  increased  effi¬ 
ciency  so  that  average  caller  wait 
times  are  less  than  10  seconds, 
and  the  AMA  now  makes  30 
percent  more  in  revenues  on 
each  call  center  representative’s 
customer  interaction.  Hard  to 
sneeze  at. 

Our  honorees  have  found  paths  around  the  many  obsta¬ 
cles  and  have  built  or  are  building  systems  that  enable  them 
to  better  understand  their  customers.  The  details  of  their 
efforts  may  vary,  but  behind  them  are  almost  always  two  key 
elements  that  are  needed  for  success:  a  strategy  and  a  culture 
built  around  the  customer  connection. 

STRATEGY  IS  KEY 

Too  many  companies  mistakenly  believe  that  all  they  need  to 
provide  better  customer  service  is  fancy,  expensive  CRM  soft¬ 
ware.  Some  rush  into  a  CRM  implementation  without  conduct¬ 
ing  a  proper  analysis  of  their  customer  data.  Others  move  too 
slowly,  allowing  competitors  to  grab  crucial  market  share  while 


Too  many  companies  MISTAKENLY 

BELIEVE  THAT  ALL  THEY  NEED  TO  PROVIDE  BETTER 
CUSTOMER  SERVICE  IS  FANCY,  EXPENSIVE  CRM  SOFTWARE. 
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High  Performance 


Mission-Critical 


Internet  Site  Operations 


Nobody  Is 

Better  Equipped  To  Manage 
High  Pressure 
Internet  Site  Operations 

In  case  you  haven’t  noticed,  your  web  site  is  about  to  explode.  Time-to-market  issues,  combined  with  the  inability 
to  hire  scarce  technical  talent,  have  a  way  of  putting  serious  pressure  on  existing  resources.  Take  a  deep  breath  and  relax:  SiteSmith  has  the  tools, 
the  people  and  the  resources  to  take  responsibility  for  your  web  site  operations.  We’ve  taken  the  pressure  off  more  dot-com  customers  and  industry 
leaders,  than  anyone  else.  Say  the  word  and  we’ll  build  your  site  infrastructure  and  run  your  site.  You  won’t  have  to  worry  about  scalability,  load 
balancing,  site  monitoring  or  security  —  so,  take  the  pressure  off  yourself.  For  fast  relief,  visit  www.sitesmith.com/cio  today. 
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they  agonize  over  how  best  to  improve  their  customer  service. 

That  lack  of  planning  and  strategic  thinking  is  the  biggest 
stumbling  block  on  the  route  to  true  CRM.  The  smartest 
approach,  according  to  Scott  Nelson,  an  analyst  at  the  Gartner 
Group  in  Stamford,  Conn.,  is  to  “think  strategically  but  act 
tactically”  when  installing  CRM.  “Invest  in  and  get  some  CRM 
projects  going,  because  in  some  cases  you  won’t  completely 


know  what  you  need  until  [then],”  Nelson  says.  “But  most 
important,  take  a  hard  look  at  all  of  your  processes.  Other¬ 
wise,  if  you  have  a  bad  sales  process,  you’ll  just  have  a  bad  auto¬ 
mated  sales  process”  after  installing  your  CRM  technology. 

Strategy  setting  doesn’t  have  to  be  a  discrete  event.  William 
Snyder,  CIO  of  honoree  Enterprise  Rent-A-Car  in  St.  Louis,  says 
customer  service  “has  been  a  core  of  our  corporate  culture” 
since  the  company  was  founded  back  in  1957.  But  a  steering 
committee  including  Snyder  along  with  the  company’s  CEO, 
COO  and  CFO  does  meet  on  a  regular  basis  to  oversee  strat¬ 
egy  and  operations.  Snyder  and  the  company’s  strategic  business 
direction  executive  recently  convinced  the  steering  committee 
that  the  entire  car-rental  process  needs  to  be  redesigned  to  pro¬ 
vide  better  interaction  between  the  company’s  database  and 
the  rental  agents.  The  redesign  is  still  in  the  very  early  stages,  but 
it  is  aimed  at  allowing  Enterprise’s  rental  agents  to  have  much 
faster  access  to  customer  data  via  a  variety  of  devices,  includ¬ 
ing  laptops  and  handhelds.  “This  will  give  us  much  more  flex¬ 
ibility  and  will  be  a  much  faster,  easier  way  to  help  customers,” 
Snyder  says.  “Our  customers  will  like  it,  and  so  will  our 
employees.  It’s  all  part  of  our  underlying  strategy  to  keep  using 
technology  to  raise  customer  satisfaction.” 

Scrutinizing  a  company’s  customer  focus,  operations,  systems 
and  culture  are  all  part  of  setting  a  strategy.  Yet  CRM  experts 
say  many  companies  skip  steps  along  the  way,  with  negative 
consequences.  Here  are  some  of  the  steps  they  urge  companies 
to  complete: 

■  Examine  how  the  company  currently  understands  its  cus¬ 
tomers.  Does  it  keep  good  data?  How  does  it  get  that  data? 
Which  department  “owns”  the  customer  connection  and  how 
is  that  information  shared  (or  not  shared)? 


■  Analyze  the  multiple  channels  through  which  the  company 
interacts  with  customers.  These  need  to  be  integrated  so 
that  the  company  has  a  360-degree  view  of  the  customer  while 
the  customer  picks  which  channel  to  use  for  purchases. 
Many  companies  make  the  mistake  of  creating  Internet  silos, 
for  example,  so  customers  have  different  experiences  when 
they  deal  with  the  website  versus  the  contact  center;  customer 

data  is  often  not  shared  between 
the  two. 

■  Segment  the  customer  base, 
including  pinpointing  demograph¬ 
ics  and  understanding  who  the 
profitable  customers  are  and 
where  they  are  located. 

■  Analyze  human  resources  and 
make  sure  top  managers  are 
behind  the  effort.  “Do  your  peo¬ 
ple  have  the  right  training  to  execute  strategy?  Are  all  the 
executives  on  board?  If  not,  you  could  be  in  trouble,”  warns 
Lynne  Harvey,  an  analyst  with  the  Patricia  Seybold  Group 
in  Boston. 

CULTURE  WARS 

To  focus  successfully  on  the  customer;  the  entire  company  needs 
to  be  aligned.  As  part  of  setting  a  strategy,  it’s  crucial  to  take 
an  honest  look  at  the  company’s  “personality” — the  way  it 
views  employees,  especially  those  who  face  the  customer 

“Cultural  change  means  much  more  than  sensitivity  train¬ 
ing,”  says  Stephen  Pratt,  partner  and  coleader  of  Deloitte 
Touche  Consulting’s  CRM  practice  in  Chicago.  “It’s  giving  your 
people  the  tools,  training  and  incentive  to  succeed  at  customer 
service.  It  has  to  be  a  conscious  decision  of  setting  your  com¬ 
pany  personality — of  saying,  “Here  is  how  we  want  our  peo¬ 
ple  to  interact  with  customers,  and  here  is  the  face  we  want  to 
present  to  those  customers.’” 

Historically,  for  example,  companies  have  measured  and 
rewarded  contact  center  employees  based  on  how  fast  they 
resolve  problems  and  rush  customers  off  the  phone,  the  think¬ 
ing  being  that  shorter  phone  calls  mean  lower  costs.  Now  the 
goals  have  changed.  While  speed  is  still  important,  the  real  test 
is  customer  satisfaction  and  repeat  business.  Contact  center 
employees  must  have  superior  communication  skills  and  be  able 
to  read  between  the  lines  in  a  conversation  with  a  customer 
either  on  the  phone  or  online.  Such  skills  need  to  be  developed 
and  rewarded  accordingly. 

Marge  Connolly,  senior  vice  president  of  both  credit  card 
operations  and  IT  for  Capital  One,  a  financial  services  company 
and  CIO-1 00  honoree  based  in  Glen  Allen,  Va.,  says  that  call 


Its  crucial 


TO  TAKE  AN  HONEST  LOOK  AT  THE 
COMPANY’S  “PERSONALITY”-THE  WAY  IT  VIEWS  EMPLOYEES, 
ESPECIALLY  THOSE  WHO  FACE  THE  CUSTOMER. 
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Small-scale  UPS  quality 
that  makes  you  say,  "Wow." 
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A  pricetag  that  makes  you  say,  "How? 


PowerSure  Direct 


The  experts  who  brought  you  1,000,000  hours  MTBF  UPS  reliability  have  found  a 
way  to  reduce  the  price  you'd  expect  to  pay  for  a  small-scale  UPS  by  up  to  20  percent. 
How  do  we  do  it?  It's  simple  -  we  allow  you  to  buy  manufacturer-direct  through  the  Liebert  website. 


And  while  the  pricetag  is  low,  the  quality  is  not.  The  expertise  that  has  made  Liebert  an  industry  leader  in 
3-phase  power  protection  for  over  30  years  has  been  engineered  into  our  300-2200  VA  PowerSure  UPSs.  You 
can  get  a  full-featured  UPS,  with  12  minutes  back-up  battery  at  typical  load,  buck  and  boost  voltage  circuit, 
and  multiple  outlets  for  clustered  equipment.  You're  also  backed  by  Liebert's  worldwide  support  and  service. 

That's  how  we  put  the  wow  in  each  PowerSure  UPS.  Visit  www.liebert.com  for  complete  product  specification 
and  ordering  information. 


Oil  Liebert* 

KEEPING  BUSINESS  IN  BUSINESS.® 


800-877-9222  dept.  PS3 


www.ps3.liebert.com 


info@liebert.com 


e  2000  Liebert  Corporation.  AH  rights  reserved  throughout  the  world.  Specifications  subject  to  change  without  notice. 
AH  names  referred  to  are  trademarks  or  registered  trademarks  of  their  respective  owners. 
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center  representatives  at  her  company  are  now  evaluated  more 
on  such  soft  skills  and  less  on  hard  metrics  such  as  speed  of 
phone  calls.  “Since  our  philosophy  is  to  use  every  contact  to 
build  a  customer  franchise,  we  want  to  handle  calls  quickly 


With  companies  making 

RENEWED  EFFORTS  TO  CONNECT  WITH  THEIR  CUSTOMERS, 
SERVICE  AND  SATISFACTION  MAY  BE  ON  THEIR  WAY  BACK. 


but  not  as  a  way  to  drive  down  costs,”  Connolly  says.  “The 
criteria  have  changed  from  a  strict  adherence  to  a  set  of  rules  for 
what  should  happen  during  a  phone  interaction  to  one  that  is 
more  subjective.”  Capital  One  has  also  increased  its  use  of  cus¬ 
tomer  surveys  and  has  specially  trained  some  of  its  website 
employees  to  be  able  to  interact  more  effectively  with  Web 
surfers — all  in  an  attempt  to  make  sure  that  employee  training 
matches  customer  needs. 

The  result?  Connolly  cites  the  example  of  a  Capital  One 
employee  who  saw  on  a  weather 
report  that  a  particular  town  had 
been  hard  hit  by  a  tornado.  He  led 
an  effort  to  conduct  a  database 
query  on  the  town,  which  turned 
up  several  Capital  One  customers. 

A  call  to  the  postmaster  general  in 
the  area  then  revealed  that  mail 
was  being  held  up.  So  Capital  One 
employees  called  the  customers 
in  that  town  to  offer  extended 
credit  as  well  as  to  assure  them 
that  late  bill  paying  would  be  for¬ 
given.  “That’s  the  kind  of  proac¬ 
tive  customer  service  we  hope  to 
keep  getting  from  all  employees,” 

Connolly  says. 

At  honoree  Charles  Schwab, 
based  in  San  Francisco,  the  cre¬ 
ation  of  an  e-mail  products  and 
services  program  highlights  the 
marriage  of  strategy  and  cultural 
awareness.  Almost  two  years  ago, 
at  one  of  the  company’s  yearly 


THIS  YEAR’S  HONOREES  were  selected 
through  a  three-step  process.  For  the  first 
time,  we  allowed  companies  to  apply  for 
the  honor  by  filling  out  a  detailed  applica¬ 
tion  form  on  our  website  ( www.cio.com ). 
Then,  a  panel  of  nine  distinguished 
consultants  and  analysts  with  CRM 
industry  expertise  nominated  companies 
they  felt  best  fit  our  criteria  for  customer 
service  excellence  and  customer  relation¬ 
ship  management.  (See  Page  176  for  a  list 
of  the  experts  who  participated.) 

CIO  staffers  conducted  research  on  the 
187  nominees  and  applicants.  Finally,  a 
team  of  CIO  editors  and  writers  voted  on 
the  100  honorees. 


planning  sessions  attended  by  senior  management  from  all  the 
divisions,  discussion  turned  to  the  fact  that  e-mail  had  become  a 
strikingly  ubiquitous  form  of  communication  among  employ¬ 
ees.  Later  research  showed  that  the  medium  had  grown  so 

much  among  customers  that 
e-mail  users  far  outnumbered 
Web  users.  Schwab  decided  to 
set  up  a  separate  department  for 
e-mail  products  and  services. 
Michael  Raneri,  vice  president  of 
the  e-mail  division  of  the  com¬ 
pany’s  electronic  brokerage,  says 
the  program  now  has  650,000 
e-mail  subscribers  and  that  e-mail 
is  now  the  fourth  most  widely 
used  customer  contact  channel,  joining  the  Web,  the  phone 
and  branch  office  interactions.  Market  alerts  via  e-mail  are 
regularly  sent  to  subscribers  with  complex,  Web-like  features 
using  HTML  applications.  In  short,  Schwab  was  able  to  take 
a  facet  of  its  corporate  culture  and  turn  it  into  a  revenue  gen¬ 
erator  by  aligning  it  with  customer  needs. 

Our  100  honorees,  taken  from  both  the  corporate  and 
nonprofit  worlds,  all  have  stories  like  these.  “The  bar  of  cus¬ 
tomer  service  is  being  raised,”  Nelson  says.  “Let’s  say  I  am  a 

bank.  It  used  to  be  that  I  com¬ 
peted  with  other  banks.  Now,  if  I 
have  a  customer  who  goes  to 
Amazon.com  and  gets  great  ser¬ 
vice,  he  expects  that  same  level  of 
service  from  me.” 

The  friendly  general  store  may 
be  closed  forever.  But  with  compa¬ 
nies  making  renewed  efforts  to 
connect  with  their  customers,  ser¬ 
vice  and  satisfaction  may  be  on 
their  way  back.  It  seems  paradoxi¬ 
cal,  but  modern-day  technology 
and  strategy  may  be  what  it  takes 
to  return  us  to  the  customer  service 
and  satisfaction  of  yesteryear. 

Read  on  to  learn  how  this  year’s 
CIO-100  honorees  are  making  it 
happen.  QQ 


Is  your  company  making  CRM  happen? 
Tell  CIO  Special  Projects  Editor  and  resi¬ 
dent  CRM  expert  Mindy  Blodgett  at 
mblodgett@cio.com. 
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Making  the  net  work  for  B2B 


Whether  you're  a  street  musician  or  a  CEO,  choosing  the  right  partner  can 
do  wonders  for  your  profits.  Which  explains  why  industry  leaders  like 
American  Express,  Cisco,  and  Hewlett-Packard  have  chosen  Ariba.  In  fact, 
more  companies  use  the  Ariba  B2B  Commerce  Platform™  to  power  their 
marketplaces  and  eProcurement  systems  than  any  other  offering.  If  you  want 
to  get  in  on  the  act,  call  us  at  800-535-3471  or  visit  www.ariba.com/partner. 
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MASTERS  of  the  CUSTOMER  CONNECTION 

CONTACT  CENTERS 


When  customers  reach  a  company  via 
phone  or  Web,  they  expect  top  service. 
Only  top  service  representatives  can 
give  it  to  them.  BY  ESTHER  SHEIN 


or  a  brief  period  last  winter,  Lisa  Huss  toyed  with 
the  idea  of  quitting  her  job.  A  customer  service  represen¬ 
tative  at  transportation  and  logistics  provider  Schneider 
National  in  Green  Bay,  Wis.,  Huss  had  an  offer  for  a  sim¬ 
ilar  position  in  the  transportation  department  of  a  local 
company.  After  talks  with  her  managers  that  led  to  a  pro¬ 
motion  and  a  raise,  she  changed  her  mind. 

“One  of  the  issues  we  are  clearly  faced  with  in  [this] 
job  market  is  finding  quality  associates,  and  the  fact  that 


H  ON  0 REES  in  this  story 

SCHNEIDER  NATIONAL 

Green  Bay,  Wis. 
www.schneider.com 


AMAZON.COM 

Seattle 

www.amazon.com 


AMERICAN  AIRLINES 

Fort  Worth,  Texas 
www.aa.com 
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Schneider  VP  MARK  MULLINS 

(LEFT)  AND  TODD  J  A D I  N  ,  DIRECTOR 
OF  NETWORK  PLANNING,  KNOW  QUALITY 
EMPLOYEES  ARE  THE  SECRET  TO 
A  QUALITY  CONTACT  CENTER. 


AT  AMERICAN  AIRLINES,  CIO  SCOTT  NASON  AND 
MANAGER  JACKIE  CUTUP  ATTRIBUTE  EMPLOYEE  SUC¬ 
CESS  IN  PART  TO  AA'S  FLEXIBILITY  AND  INCENTIVE  PROGRAMS. 

you’ve  got  a  Lisa  with  two  years  of  experience  means  there  is 
a  future  here  for  her,”  says  Todd  Jadin,  director  of  network 
planning  at  CIO-lOO  honoree  Schneider,  who  convinced  Huss 
to  stay  with  the  company.  “My  obligation  in  this  organization  is 
not  to  lose  quality  associates.” 

Enticing  customer  service  reps  to  come  aboard  and  stay 
aboard,  even  when  the  company  is  considered  the  creme  de  la 
creme,  is  getting  trickier.  In  fact,  the  117  members  of  the 
Customer  Contact  Strategy  Forum,  a  Toronto-based  organiza¬ 
tion  for  North  American  call  center  executives,  say  their  biggest 
challenge  is  recruiting  the  right  people.  “Our  members  come 
in  all  the  time  saying  they  can’t  find  people,”  says  Sarah 


Kennedy,  president  of  the  forum.  “The  skill  demand  in  the  call 
center  industry  is  going  through  the  roof.”  It’s  not  enough  any¬ 
more  to  find  a  customer  service  rep  who  can  field  phone  and  fax 
queries.  Companies  now  need  a  “universal  agent”  who  can 
handle  Web-based  questions  too,  Kennedy  says,  since  the  same 
customers  are  using  all  channels:  “There’s  a  totally  different 
set  of  skills  needed  in  the  Web  environment — typing,  gram¬ 
mar,  technology.  It  takes  time  to  train  to  ensure  you  get  all 
these  skills.” 

The  highly  competitive  job  market  coupled  with  the 
increase  in  the  amount  of  business  conducted  over  the  Web — 
essentially  putting  more  workers  on  the  front  line  between 
the  customer  and  the  profit  margin — is  forcing  companies  to 
take  a  hard  look  at  how  they  treat  their  contact  center 
employees.  Many  are  discovering  that  good  customer  service 
begins  at  home:  Companies  must  provide  the  right  technology 
and  the  right  training  to  help  workers  become  more  efficient 
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Making  The  Move  To  XML:  Part  One 


MAKING  THE  MOVE  TO 


MiKe  uiesier,  vice  president  or  nusiness 
development  and  technology  at  Envera: 
"With  XML,  you  greatly  enhance  your 
investment  in  EDI  by  broadening  your  reach 
in  secure,  online  trading  to  a  vastly  greater 
number  of  companies." 


You  can’t  BE  BLAMED  if  your  eyes 
glaze  over  when  you  hear  words  like 
“simple  to  learn,”  “very  powerful,” 
“platform-agnostic,”  and  “core  e-busi¬ 
ness  enabler”  used  to  describe  an  infor¬ 
mation  technology.  After  all,  the  IT 
landscape  is  littered  with  the  wrecks  of 
over-hyped,  under-performing  tech¬ 
nologies  that  proved  nothing  more 
than  flashes  in  the  pan. 

There  is  one  technology,  however, 
that  has  galvanized  even  the  most 
hard-bitten  industry  analysts  and  vet¬ 
eran  pundits  into  a  bona  fide  cheering 
section.  This  technology  has  also 
gained  very  broad  backing  as  an  indus¬ 
try  standard  from  IT  vendors  such  as 
Microsoft,  Sun,  and  IBM.  And  most 
importantly,  a  recent  major  survey  of 
high-level  IT  managers  shows  enter¬ 
prise  customers  lining  up  to  support 
this  technology’s  extensive  use. 

XML  TELLS  ALL 

XML— short  for  “extensible  markup 
language”-promises  to  become  the 
underlying  technology  for  powering 
intranets  and  extranets.  Evidence  is 
mounting  that  XML  is  on  a  fast  track 
to  replace  HTML  as  the  standard 
Internet  information  delivery  lan¬ 
guage,  while  enabling  lower-cost  e- 
business  activities  across  a  broad  swath 
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of  business  types  and  sizes. 

Simply  put,  XML  is  an  easy  and 
clever  way  to  “tag”  electronic  infor¬ 
mation  with  coding  that  identifies 
that  information  with  great  preci¬ 
sion  to  the  host  computer.  HTML 
uses  tags  as  well,  but  a  number  on 
an  HTML-tagged  Web  page  could 
be  a  price,  a  height  measurement, 
or  an  oil  flow  rate— as  far  as  the 
computers  that  host  the  Web  page 
are  concerned.  On  an  XML  page, 
by  contrast,  a  number  will  corre¬ 
spond  to  a  tag  that  very  precisely 
specifies  what  that  number  repre¬ 
sents,  with  no  ambiguity  or  uncer¬ 
tainty. 

This  precise  tagging  means  that 
business  managers  working  with 
XML  documents  can  send  and 
receive  much  higher-level,  more 
detailed  information.  “XML  turns 
data  into  a  form  that  can  be 
processed  in  so  many  different 
ways,”  says  Sally  Cusack,  research 
manager  at  Framingham,  Mass.- 
based  International 
Data  Corp.  IDC’s  offi¬ 
cial  position  on  XML, 
as  expressed  in  a 
research  bulletin  writ¬ 
ten  by  senior  analyst 
Gigi  Wang,  is  that 
“XML  will  be  the 
underpinning  of  elec¬ 
tronic  information  as 
we  move  into  the 
future.” 

Moreover,  XML  has 
been  built  from  the 
ground  up  to  work  as  a 
complementary  tech¬ 
nology  to  electronic 
data  interchange 
(EDI).  Thus,  XML 
leverages  and  enhances 
the  significant  invest¬ 
ments  many  companies  have  made 
in  EDI,  while  simultaneously 
extending  the  benefits  of  EDI  to  a 
large  number  of  trading  partners. 

“Put  XML  and  EDI  together  and 
you’ve  got  all  the  potential  for  a 


Applications  to  be  Integrated  Using  XML 

Among  respondents  whose  organizations  are 
currently  using  XML  or  considering  using  XML 


SOURCE:  CIO  XMLSOLUTIONS  STUDY,  498  RESPONSES 

highly  flexible  form  of  Internet- 
based  EDI,”  notes  Ken  Vollmer, 
director  at  Cambridge,  Mass. -based 
Giga  Information  Group  and  a  vet¬ 
eran  IT  manager.  “The  result  is  an 
inexpensive  way  to  connect  smaller 
trading  partners  to  the  EDI  systems 
of  larger  trading  partners  while  pro¬ 
tecting  the  vocabulary  for  direct 
material  transactions.  XML  will 
accelerate  EDI’s  embrace  of  the 
Internet  while  protecting  the 
vocabulary  for  direct  material  trans¬ 


today  and  among  virtu¬ 
ally  all  of  a  company’s 
trading  partners  in  real¬ 
time,  and  cost-effective¬ 
ly  so.  With  XML,  the 
flow  of  information 
need  no  longer  be 
restricted  for  practical 
purposes  to  [within]  the 
four  walls  of  a  company. 
It  is  a  core  enabling 
technology  that  I  like  to 
call  a  keystone  for  e¬ 


business. 


Problems  Businesses  Hope  XML  Will  Solve 

Because  of  XML’s  flexibility  and  ease-ofuse 
Internet  information  delivery 
Application  data  exchange 


85% 


73% 


Business  partner  data  exchange 
Data  management 
E-commerce  applications 
Content  management 
Document  management 


70% 


63% 


52% 


45% 


41% 

Internet  personalization 

33% 

Creation  or  participation  in  a  digital  marketplace 

24% 

SOURCE:  CIO  XMLSOLUTIONS  STUDY.  498  RESPONSES 


actions.”  Adds  Kate  Fessenden, 
research  director  of  enterprise  XML 
at  Boston-based  Aberdeen  Group, 
“XML  enables  communications 
across  the  disparate  architectures 
and  platforms  commonly  found 


THE  XML  ADOPTION  INDEX 

For  a  growing  number  of  enterprise 
users,  the  future  of  XML-based 
information  is  now.  In  May  of  this 
year,  CIO  magazine  gathered  data 
from  500  senior  IT  managers.  This 
was  the  first  of  four  surveys  that 
will  be  conducted  quarterly  to 
gauge  the  adoption  rate  of  XML. 
The  results  so  far  point  clearly 
toward  a  rapid  acceptance  of  XML, 
following  the  reason¬ 
ing  and  predictions  of 
the  analysts  who  are  so 
bullish  on  this  new 
technology.  Among 
the  key  findings  of  the 
first  wave  of  research 
in  the  XML  Adoption 
Index  were: 

■  Two-thirds  of  the 
organizations  surveyed 
are  either  currently 
using  XML  or  are  con¬ 
sidering  doing  so. 
Fully  one-fourth  of  the 
companies  are  current¬ 
ly  building  or  have 
built  e-business  solu¬ 
tions  with  XML,  with 
the  remainder  plan¬ 
ning  on  doing  so  in 
the  next  12  months. 

■  Key  business  problems  users 
feel  will  be  addressed  by  using 
XML-based  solutions  include: 
information  sharing  over  the 
Internet,  intranet,  or  extranet;  data 
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exchange  between  disparate  or 
hybrid  platforms,  operating  sys¬ 
tems  and  applications;  and  data 
exchange  with  business  or  trading 
partners. 

■  The  potential  benefits  of  XML 
that  survey  respondents  listed  as 
very  important  or  extremely  impor¬ 


tant  include:  seamless  communica¬ 
tion  and  information  sharing  with 
trading  partners;  staff  time  savings 
gained  by  not  having  to  maintain 
multiple  copies  of  the  same  data  for 
different  applications;  and  the  inte¬ 
gration  of  legacy  systems  and  data 
(as  with  EDI-based  systems)  with 


newer  technologies. 

■  Regarding  EDI,  nearly  two- 
thirds  of  the  organizations  making 
or  planning  on  making  the  move  to 
XML  are  currently  using  EDI. 

THE  DOOR  TO  E-BUSINESS 

“There  are  specific  advantages  to 


TRADE  WINDS 

XML-to-EDI  communication  offers  a  lingua  franca  for  Envera  consortium  members. 


The  concept  behind  Envera  LLC  is  ambitious,  if  not 
daunting.  Conceived  and  formed  by  a  consortium  of 
multinational  companies,  Envera  is  a  business-to- 
business  transaction  clearinghouse  with  an  in-depth 
menu  of  value-added  services  for  its  members.  The 
Envera  network  allows  any  consortium 
member  to  conduct  business  with  any 
other  member  by  sending  transactions 
through  the  network  using  a  common 
format. 

The  efficiencies  members  realize 
are  huge  and  include  lower  IT  costs, 
reduced  complexities  in  order  fulfill¬ 
ment,  lower  working  capital  require¬ 
ments,  and  even  revenue  boosts 
through  re-engineered  distribution 
channels. 

It  almost  sounds  too  good  to  be 
true.  But  it’s  happening,  thanks  in  no 
small  measure  to  Envera’s  decision  to 
base  its  solution  on  XML  standards,  which  enable 
member  companies  to  reap  on-line  business-to-busi- 
ness  efficiencies  regardless  of  their  IT  sophistication. 

“From  the  start,  Envera  was  built  to  be  platform- 
agnostic,  with  an  open-network  philosophy,”  says 
Mike  Ciesler,  vice  president  of  business  development 
and  technology  at  Richmond,  Va. -based  Envera.  “XML 
is  what  enables  this  to  happen,  because  it  is  totally 
platform-  and  software-neutral.  Combined  with  low- 
cost  data  communications,  XML  is  what  underlies  the 
Envera  solution.” 

Ciesler  notes  that  many  of  the  larger  consortium 
members  have  used  EDI  for  years  to  trade  with  sup¬ 
pliers  and  customers.  With  Envera  standardizing  on 
XML,  smaller  non-EDI  users  are  welcomed  to  the  con¬ 
sortium,  which  uses  an  EDI-to-XML  translation  facili¬ 
ty  called  XEDI  Translator,  provided  by  XMLSolutions 
in  McLean,  Va.  (www.xmls.com). 


“You  certainly  don’t  throw  your  EDI  investment  out 
when  using  XML.  Rather,  you  greatly  enhance  your 
investment  by  broadening  your  reach  in  secure,  online 
trading  to  a  vastly  greater  number  of  companies,” 
says  Ciesler.  “XML  documents  are  clean  and  simple 
and  much  easier  to  use  than  EDI  docu¬ 
ments.  You  don’t  need  technical  staff 
to  do  most  of  the  XML  work.  Trading 
partners  in  Envera  can  accept  each  oth¬ 
ers’  documents  without  problems  and 
without  major  modifications.” 

Envera  began  working  with  XML¬ 
Solutions  very  early  in  its  own  develop¬ 
ment  a  year  ago,  using  the  vendor  as  a 
strategic  consulting  partner  to  advise 
Envera  on  how  to  move  forward  with 
its  ambitious  plan.  Today  that  strategic 
consulting  relationship  continues  as 
Envera  welcomes  new  consortium 
members  into  its  fold  to  take  full 
advantage  of  Internet-based  information. 

For  example,  Envera  accumulates  tremendous  vol¬ 
umes  of  data  on  logistics  related  to  the  shipping  of 
consortium  members’  products.  This  includes  data 
on  specific  product  orders,  quantities,  warehousing 
requirements,  shipping  routes,  and  schedules. 

Envera's  Business  Intelligence  Services  “mines” 
this  data  on  its  members’  behalf,  for  example  offering 
some  members  residual  space  in  containers  and 
cargo  vessels  not  filled  to  capacity,  or  warehouse 
space  that  is  about  to  become  vacant. 

“XML  makes  it  possible  for  Envera  to  easily  bring 
in  new  members  and  quickly  link  them  to  the  others  in 
the  consortium,”  says  Ciesler.  “Our  future  plans  call 
for  us  [to  link]  vertical  companies,  like  chemical  pro¬ 
ducers,  to  other  key  vertical  companies  such  as  finan¬ 
cial  institutions.  We  can  thank  XML  for  making  it  all 
happen.” 


CIESLER:  XML  enabled 
the  Envera  network  to 
be  built  with  a  platform- 
agnostic,  open-network 
philosophy. 
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using  XML  for  those  companies  to  move  from  one  version  of  an  the  company  intranet,  or  in  any 

with  EDI  already  in  place,”  notes  application  to  another,  further  other  format,  without  having  to 

Giga’s  Vollmer.  “Typically,  smaller  reducing  maintenance  costs  and  recreate  the  material  for  any  of  the 

trading  partners  are  shut  out  of  thereby  speeding  time  to  market  for  specific  applications.  The  same 

some  trade  with  larger  companies  your  products  or  services.  advantages  would  apply  to,  say, 

[who  use]  EDI  because  the  smaller  Thus,  it  is  easy  to  see  why  com-  product  documentation.  When 
ones  can’t  afford  [to  build  compati-  panies  such  as  Envera  are  embrac-  written  in  XML,  documentation 


ble  EDI-based  sys¬ 
tems].  But  XML  gives 
the  smaller  partners  a 
Web-based  option  for 
working  with  EDI-for- 
matted  data,  which 
XML  translators  make 
possible.  So  for  small 
companies  [who  adopt 
XML],  there  are  more 
large  partners  to  work 
with,  while  the  uni¬ 
verse  of  small-compa¬ 
ny  suppliers  expands 
greatly  for  big  compa¬ 
nies  who  have  invested 
in  EDI.” 

In  other  words, 

XML  has  essentially  lowered  the 
entry  barriers  to  e-business,  both  in 
terms  of  cost  and  complexity, 
extending  e-business  to  small  and 
mid-sized  companies  and  effective¬ 
ly  realizing  the  vision  of  EDI. 

DRIVING  COSTS  DOWN 

Additionally,  analysts  agree  that 
XML  is  as  easy  to  use  as  it  is  pow¬ 
erful.  “With  maybe  a  day  or  so  of 
training,  business  analysts  and 
other  non-programming  types  can 
become  very  effective  users  of 
XML,  which  means  your  costs  of 
using  the  technology  are  immedi¬ 
ately  lower  than  with  other  solu¬ 
tions  that  require  techies,”  adds 
Aberdeen’s  Fessenden. 

Further,  the  machine-  and  plat¬ 
form-independent  nature  of  XML 
translates  into  a  write-once,  deploy- 
many-times  character  that  reduces 
Web  site  management  costs  and 
significantly  reduces  instances  of 
conflicting  data  scattered  across 
your  e-business.  XML  is  also  appli¬ 
cation-independent,  making  it  easy 
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ing  the  XML  movement.  Envera, 
for  example,  sought  to  communi¬ 
cate  with  several  business-to-busi- 
ness  trade  exchanges  in  a  common 
language  (see  related  story,  p.S3). 

To  appreciate  the  advantages 
XML  offered  Envera,  imagine  if  all 
real  estate  agents  followed  a  stan¬ 
dard,  XML-based  markup  proce¬ 
dure  for  listing  various  properties. 
The  result  would  be  that  buyers 
could  search  with  ease  property  list¬ 
ings  from  different  agents,  many  of 
whom  work  on  different  systems 
with  their  own  Web  sites  and  data¬ 
bases.  Anyone  viewing  the  listings 
could  aggregate  the  same  data  into 
management  and  sales  reports  or 
look  at  it  from  any  angle  that  made 
sense  to  them.  Most  critically,  this 
could  all  be  done  without  recom¬ 
piling  or  rewriting  data  from  the 
different  sources  and  from  different 
agents’  data  files. 

Similarly,  the  HR  department  of 
any  company  using  XML  can  pre¬ 
pare  various  employee  materials  for 
print,  for  posting  on  the  Web,  for 


can  move  easily  among 
different  internal 
departments  (engineer¬ 
ing,  sales,  testing,  etc.) 
and  then  on  to  suppli¬ 
ers  and  customers  who 
are  also  using  XML. 

Certainly  no  tech¬ 
nology  is  all  roses,  and 
one  knock  on  XML  is 
that,  as  a  language,  it  is 
somewhat  verbose.  So, 
for  example,  if  a  man¬ 
ager  were  to  send  or 
examine  a  purchase 
order  in  EDI  format 
versus  XML  format, 
the  XML-formatted 
version  would  be  quite  a  bit  larger 
than  the  EDI  version.  This  is 
because  XML  defines  the  meaning 
of  every  data  element  in  the  pur¬ 
chase  order.  However,  several  ven¬ 
dors  are  now  working  on  various 
compression  technologies  that 
should  mitigate  XML’s  inherent 
verbosity,  analysts  agree. 

The  broad  consensus  among 
industry  leaders  and  analysts,  how¬ 
ever,  is  that  XML  is  a  pivotal  tech¬ 
nology  that  offers  e-businesses  a 
true  competitive  edge  by  allowing 
the  most  efficient  creation  and 
deployment  of  data  and  informa¬ 
tion.  As  the  Adoption  Index  shows, 
CIOs  increasingly  agree. 


XMLSolutions  Corp. 

7929  Westpark  Drive,  Suite  100 
McLean,  VA  22102 
i-877-XML-XMLS  www.xmls.com 
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You  asked  m 


to  help  educate  senior  management  on  the  business  value  of  technology. 

We  heard  you.  And  we’re  pleased  to  announce  Darwin. 


Darwin  is  the  first  magazine,  written,  edited  and 
calibrated  for  business  executives.  Every  issue 
demystifies  technology  for  non-technology  executives 
and  helps  them  understand,  identify  and  support 
technology  options  to  achieve  your  organizational  goals. 

Darwin  covers  ail  the  technologies  executives  need 
to  know,  not  just  the  Internet.  From  application  software 
to  ASPs,  from  encryption  to  ERP,  hardware  to  hosting, 


VPNs  to  vendor  relations  —  everything  it  takes  to  use 
technology  to  solve  business  challenges. 

r  Darwin  is  FREE  to  qualified 

non-technology  executives.  Tell  your  team 
to  apply  for  a  Free  Subscription  at 

www.darwinmag.com/subscribe 
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and  productive,  and  at  the  same  time  they  must  up  the  ante 
in  perks  and  career  incentives  to  keep  contact  center  staff 
happy  and  challenged. 

TECHNICAL  ASSISTANCE 

Technology  plays  a  significant  role  in  helping  contact  center  rep¬ 
resentatives  manage  a  company’s  customer  needs.  CIO-lOO 
honoree  American  Airlines  realizes  that  and  is  using  new  strate¬ 
gies  to  improve  customer  experience  on  the  phone  and  to  fin¬ 
ish  a  call  more  quickly,  says  Scott  Nason,  vice  president  of 
information  technology  services  and  CIO  at  the  Fort  Worth, 
Texas-based  airline.  “That  saves  us  money,  and  it  makes  agents 


U 


Were  trying 


TO  REDESIGN  THE 
BOOKING  PROCESS  AROUND  THE  WAY  A  CUSTOMER  ASKS 
A  QUESTION  RATHER  THAN  THE  WAY  THE  SYSTEM 

HANDLES  THAT  QUESTION.” 

-CIO  Scott  Nason ,  American  Airlines 


happier,”  he  says.  American  is  relying  heavily  on  a  redesign  of 
its  booking  process  around  customer  relationship  management 
(CRM)  principles  to  make  its  reservation  call  center  staffers 
more  efficient. 

“We’re  trying  to  redesign  the  [booking]  process  around  the 
way  a  customer  asks  a  question  rather  than  the  way  the  sys¬ 
tem  handles  that  question,”  explains  Nason.  “Previously,  an 
agent  would  go  through  booking  by  processing  a  succession 
of  itineraries  until  [the  system]  found  one  that  met  the  cus¬ 
tomer’s  needs.  Now  it  will  be  easier  [for  the  agents]  to  get  infor¬ 
mation.” 

The  $75  million  project,  which  is  scheduled  to  be  completed 
by  the  third  quarter  of  2001,  includes  a  new  network  infra¬ 
structure  and  almost  5,000  client  workstations  with  a  Windows 
GUI.  The  new  tool  and  redesigned  interfaces  came  about  in  part 
as  a  result  of  feedback  from  employee  councils  in  each  of 
American’s  eight  reservation  centers.  The  councils  make  rec¬ 
ommendations  in  areas  involving  training  and  customer- 
service  problems  based  on  input  agents  receive  from  customers’ 
calls  to  the  airline’s  toll-free  number. 

With  the  new  system,  reservation  agents  use  a  reference  tool 
on  the  corporate  intranet  that  simplifies  the  process  of  answer¬ 
ing  callers’  questions.  Agents  access  a  database  of  information 


within  the  Sabre  mainframe  that  provides  hyperlinks  and  lets 
them  conduct  keyword  searches.  Whereas  in  the  past  an  agent 
had  to  make  several  computer  queries  if  a  customer  wanted  to 
know  what  destination  he  should  choose  if  he  wanted  to  go 
skiing  on  $300,  now  the  information  is  structured  so  that  the 
agent  can  more  readily  find  an  appropriate  flight. 

At  Schneider,  officials  pride  themselves  on  having  a  customer¬ 
centric  culture;  the  corporate  headquarters  is  even  designed 
around  the  customer  service  center,  set  on  a  balcony  that  over¬ 
sees  the  whole  building,  says  Mark  Mullins,  vice  president  of 
program  management.  “The  idea,  in  a  brick-and-mortar  set¬ 
ting,  is  the  customer  is  at  the  center  of  what  we  do,  and  that 

translates  into  people  on  the  front 
line  having  a  lot  of  visibility,”  he 
explains. 

Because  the  logistics  provider 
handles  approximately  8,000  cus¬ 
tomers  and  20,000  shipments  a  day, 
access  to  up-to-the-minute  informa¬ 
tion  on  freight  status  and  capacity  is 
crucial  for  Schneider’s  contact  cen¬ 
ter  staff.  Some  550  customer  service 
representatives  rely  on  a  satellite 
tracking  system,  so  if  a  customer 
calls  from  Boston  and  wants  45,000 
pounds  of  paper  moved  to  Chicago,  the  rep  can  get  information 
such  as  whether  a  truck  is  nearby  and  available,  says  Mullins. 
One  of  the  company’s  newer  systems,  a  Web-based  untethered 
trailer-tracking  application,  provides  status  and  location 
updates  from  the  third-party  transporters,  such  as  railroads, 
with  which  Schneider  contracts. 

Last  January,  Schneider  rolled  out  its  “MySumit”  freight 
management  software,  which  allows  customers  to  place  orders, 
track  and  trace  freight  and  get  an  electronic  proof-of-delivery 
document  via  the  Web.  As  a  result,  Schneider  now  receives 
more  than  50  percent  of  its  customer  orders  electronically,  over 
the  Internet,  electronic  data  interchange  (EDI)  or  direct  file 
feeds.  That  leaves  the  company’s  sales  and  customer  service 
associates  more  time  to  manage  exceptions,  improve  processes 
and  focus  on  getting  to  know  its  customers  bettei;  says  Mullins. 

Schneider  employee  Huss  likes  having  the  opportunity  to 
develop  customer  relationships,  and  the  part  of  her  job  she  most 
relishes  is  her  technology-aided  ability  to  address  customers’ 
needs  and  solve  their  problems.  “I  do  face  from  time  to  time 
the  irate  customer,”  she  says,  “so  being  able  to  do  everything  I 
can  and  end  up  satisfying  that  customer  is  very  rewarding.”  The 
ease  of  access  to  any  customer’s  history  or  to  rate  information — 
and  the  knowledge  that  if  she  can’t  find  an  answer  in  the  sys- 


106  CIO 


AUGUST  15,  2000 


www.cio.com 


It  began  with  simple,  online  brochureware  and 
text  came  stand-alone  Web  applications  and  application 
Now,  e-business  demands  a  new  level  of  intelligence  for  your 
to  compete:  The  Internet  must  be  used  to  improve  your  mission- 
business  processes.  That  means  you  need  to  bridge  the  Internet  world 
/our  corporate  data.  Introduc 
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For  more  information  on  Cerebellum  s  Internet  data 
integration  capabilities  for  customers,  partners  and 
resellers,  please  contact  us  at  888.862.9898,  email 
smart@cerebellumsoft.com  or  visit  us  on  the  web. 
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FREQUENT  FEEDBACK  AND  ONGOING  TRAINING  HELP 
AMAZON. COM’S  REPRESENTATIVES  SERVE  CUSTOMERS 
BETTER,  SAYS  VP  BILL  PRICE. 

tern  she  can  go  to  her  supervisor — have  made  her  job  a  lot  more 
seamless,  Huss  says. 

Of  course,  technology  can’t  solve  all  of  a  contact  center  rep¬ 
resentatives’  problems.  Huss  admits  that  the  hardest  aspect  of 
the  job  is  not  taking  it  personally  when  there  is  a  problem  with 
a  customer.  “The  way  I  deal  with  it  is  to  realize  the  person 
next  to  me  may  have  more  critical  problems,  things  like  a  ship¬ 
ment  not  showing  up  on  time,”  she  says.  “We  rely  heavily  on 
our  teammates  to  assist  and  cover.  Most  of  my  customers  know 
me  and  we  have  good  relationships,  and  typically  things  don’t 
get  to  that  point.  But  for  other  people  on  the  floor  taking  on 
new  customers  daily,  it  happens  to  them.”  For  her  part,  when 
Huss  reaches  a  high  frustration  level,  she  says  her  manager 
encourages  her  to  go  for  a  walk  and  get  away  from  the  phone 
for  a  while. 


LET  OPPORTUNITY  KNOCK 

While  technology  is  a  key  factor  in  helping  build  solid  customer 
relationships,  in  their  desire  to  use  technology  to  satisfy  cus¬ 
tomers,  companies  sometimes  forget  that  they  need  to  take 
care  of  their  employees  too.  “I’ve  seen  agents  with  good  systems 
with  good  databases  and  knowledge  in  front  of  them,  but 
they’re  either  burned  out  or  not  trained  or  not  passionate  about 
using  them,”  says  Kathleen  Peterson,  CEO  and  founder  of 
Powerhouse  Consulting,  a  Bedford,  N.H.,  management  con¬ 
sultancy  specializing  in  call  center  management  and  associated 
technologies.  “Logic  tells  you  there’s  a  natural  relationship 
between  customers  who  are  happy  and  well  served  and  employ¬ 
ees  who  are  happy  and  well  served.” 

Happy,  well-served  employees  are  those  with  jobs  they  are 
both  interested  in  and  properly  trained  to  do.  “We  look  for  peo¬ 
ple  who  enjoy  working  with  customers,  who  like  a  challenge 
and  who  are  good  communicators,”  says  Schneider’s  Mullins. 
Since  the  advent  of  the  Web,  Mullins  says,  it  is  also  essential  that 
today’s  new  hires  are  computer-literate  and  willing  to  learn 
new  skills  quickly.  “With  the  rapidly  changing  business  envi- 


l  a  8 


CIO  AUGUST  15,  2000 


www.cio.com 


PHOTO  BY  FRED  HOUSEL 


ronment,  it  is  very  important  that  our  people  can  adjust  to  and 
embrace  change,”  he  says. 

New  customer  service  representatives  receive  between  four 
and  six  weeks  of  classroom  training  followed  by  on-the-job 
training  with  an  experienced  colleague,  Mullins  says.  Once 
trained,  Schneider  employees  are  in  continual  contact  with 
their  managers.  Every  month,  all  customer  service  associates 
have  business  partnership  meetings  with  their  supervisors  dur¬ 
ing  which  they  discuss  problems  that  may  have  arisen,  high 
points  from  the  previous  month  and  goals  for  the 
month  ahead.  It’s  a  chance  for  the  associates  to 
voice  what’s  on  their  minds  in  a  one-to-one  set¬ 
ting,  Huss  says. 

Ongoing  feedback  is  also  the  norm  at  CIO- 
100  honoree  Amazon.com.  The  Seattle-based 
company  has  started  a  comprehensive  quality 
assurance  program  that  monitors  all  representa¬ 
tives  on  the  quality  of  their  contact  with  cus¬ 
tomers  and  provides  feedback  either  by  phone 
or  e-mail  four  times  a  month,  says  Bill  Price,  vice  president 
and  general  manager  of  global  customer  service.  (To  read  more 
about  Amazon.com,  see  “Jeff  Bezos  Takes  Everything 
Personally,”  CIO,  Aug.  1,  2000.)  The  industry  average  for 
rating  customer  service  employees  is  between  five  and  eight 
times  a  month,  he  adds.  There  are  20  different  scoring  points 
per  contact,  and  the  representatives  are  given  URLs  on  the 
corporate  intranet  that  they  can  link  to  for  training  in  their 
areas  of  weakness. 

All  representatives  have  access  to  their  quality  assessment 
reports  so  that  they  can  see  how  their  supervisors  scored  their 
responses  to  specific  customer  queries.  “If  you  scored  well  in 
overall  temperament,  greeting  and  overall  solution,  but  the  per¬ 
son  scoring  you  felt  you  guessed  at  the  answer  versus  know¬ 
ing  it,  they’d  embed  in  your  survey  training  links  we’ve 
designed  in-house,  so  you  can  go  get  more  training,”  says  Price. 
“It’s  the  same  model  for  external  customers:  We’re  using  Web- 
based  technology  to  provide  personalized  and  detailed  feed¬ 
back  to  improve  quality,  and  that  improves  our  customers’ 
experience.” 

That  attitude  is  rooted  in  common  sense,  says  Geoffrey  Bock, 
a  senior  analyst  at  the  Patricia  Seybold  Group,  an  e-business 
and  technology  consultancy  in  Boston.  “If  you  can’t  compete  on 
price  and  you  can’t  compete  on  product  availability,  then  the 
next  thing  to  compete  on  is  customer  service.  Those  are  really 
the  alternatives  electronic  merchants  have.” 

Like  Amazon.com,  Schneider  uses  an  internal  system  of  met¬ 
rics  to  gauge  the  performance  of  its  customer  service  represen¬ 
tatives.  In  the  transportation  business,  a  key  measurement  is  on- 


time  pickup  and  delivery.  This  metric  is  in  place  for  each  cus¬ 
tomer  by  location,  Mullins  says.  “By  putting  the  right  infor¬ 
mation  into  the  hands  of  our  customer  service  reps,  they  can 
understand  if  they’re  making  a  difference  in  service  to  a  cus¬ 
tomer,”  he  says. 

In  addition  to  proper  training,  the  promise  of  career  devel¬ 
opment  goes  a  long  way  in  keeping  employees  interested  in  a 
company.  American  Airlines,  for  example,  emphasizes  upward 
mobility,  says  Jackie  Cutlip,  manager  of  reservations  operations, 


policy  and  training.  After  about  six  months  on  the  job,  reser¬ 
vation  agents  are  offered  a  chance  to  be  trained  in  one  addi¬ 
tional  function  so  that  they  can  advance  from  domestic  sales, 
which  is  considered  entry  level,  to  working  with  different  types 
of  customers  such  as  on  the  international  frequent-flyer  desk, 
which  pays  more.  They  also  have  “a  lot  of  opportunity  to  go 
outside  of  reservations — it’s  an  open-ended  career  with  options 
to  work  at  other  places  within  AA,”  Cutlip  says.  Represen¬ 
tatives  at  American,  as  at  other  companies,  receive  training 
through  computer-based  courses  and  in  groups  or  individu¬ 
ally;  Cutlip  says  American  plans  to  introduce  self-paced  Web- 
based  training  sometime  next  year. 

Back  at  Schneider,  Huss,  a  college  graduate,  says  her  first 
question  when  she  interviewed  with  the  company  two  years  ago 
was  where  she  could  go  from  a  customer  service  position. 
“Basically,  I  was  told  you  need  to  learn  the  core  of  the  busi¬ 
ness,  and  from  there  opportunities  are  endless,”  she  says.  Her 
goal  is  to  make  it  into  management,  whether  managing  a  group 
of  customer  service  reps  on  the  floor  or  in  the  business  imple¬ 
mentation  group,  which  works  on  bringing  in  new  business. 

SPECIAL  TREATMENT 

Providing  employees  with  ways  to  improve  their  quality  of  life 
can  combat  high  turnover  rates,  especially  in  a  high-stress, 
customer-facing  environment  like  a  contact  center.  The  mantra 
at  Amazon.com  these  days  is  personalization — not  just  for  its 
20  million  customers  but  for  its  customer  service  staff  in  its 
U.S.  and  European  centers.  That  realization  has  been  a  long 
time  coming.  Amazon.com  had  well-publicized  troubles  last 
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year  with  unhappy  customer  service  representatives  who, 
stressed  out  by  the  demands  of  an  environment  that  empha¬ 
sized  fast-paced  and  no-nonsense  responses  to  its  online  shop¬ 
pers,  made  a  move  to  unionize. 

One  perk  the  bookselling  behemoth  is  offering  that  should 
reduce  some  of  the  job  pressure  is  the  opportunity  to  telecom¬ 
mute.  Representatives  who  fall  into  the  middle  tier  of  a  three- 
tier  skills  model  and  have  been  with  the  company  at  least  six 
months  can  apply  to  work  four  days  at  home  and  one  day  in 
a  center.  Not  surprisingly,  there  is  a  waiting  list,  says  Price. 

American  Airlines,  too,  has  recognized  that  flexible  schedules 


are  a  key  retention  issue  for  reservation  staff  in  a  24/7  envi¬ 
ronment,  says  Cutlip.  The  airline  has  instituted  a  “bravo  bucks” 
program  that  compensates  employees  with  internal  currency 
based  on  performance.  The  currency  can  be  used  to  purchase 
additional  15-minute  breaks  or  a  different  shift  schedule.  Shifts, 
lunches  and  start  times  are  determined  in  a  bidding  process 
based  on  seniority,  but  staff  is  allowed  to  swap.  “We  have 
received  a  lot  of  verbal  feedback  that  the  employees  really  value 
the  flexible  options,”  says  Cutlip.  When  asked  on  an  internal 
survey  earlier  this  year  whether  the  reservations  work  group  is 
moving  in  the  right  direction  in  terms  of  employee  satisfaction, 
the  responses  indicated  a  great  improvemeat  from  a  similar 
survey  conducted  two  years  ago,  she  says. 

THE  CRM  SEDUCTION 

Today’s  leadership  challenge  is  to  figure  out  how  to  serve  the 
employee,  especially  in  an  environment  that  is  becoming 
increasingly  complex  as  much  of  what  was  once  routine  is  being 
automated,  says  Powerhouse  Consulting’s  Peterson.  “We  keep 
increasing  the  amount  of  service  we  can  offer  to  customers 
electronically,  and  at  some  point  we  need  a  person,”  she  says. 
“There’s  a  gap  that  needs  to  be  filled  in  upgrading  the  role  of  the 
agent  and  not  forgetting  about  them  in  the  CRM  initiative.” 

Peterson  says  the  majority  of  companies  still  need  to  recog¬ 
nize  the  correlation  between  content  contact  center  staff  and 
satisfied  customers.  Too  many  organizations  are  still  “being 
seduced  by  the  promise  of  technology,  and  they’re  kind  of  for¬ 


getting  technology  is  facilitated  by  an  agent,”  she  maintains. 
“It’s  great  if  the  technology  can  help  us  automate  processes, 
but  every  time  you  do  that  you  leave  increasingly  complex 
challenges  to  human  resources.” 

Companies  need  to  balance  the  investments  they’re  making 
in  technology  and  in  people,  Peterson  says.  “If  you’re  too  heav¬ 
ily  weighted  on  what  you  spent  on  initial  training  last  year, 
you  have  a  retention  problem.  That  makes  you  look  bad.  That’s 
the  neglected  part.” 

The  concept  of  CRM  has  raised  an  awareness  that  atten¬ 
tion  needs  to  be  paid  to  every  aspect  of  the  contact  center  trans¬ 
action.  The  customer  service 
worker  is  the  focal  point 
because  that’s  where  cus¬ 
tomers  will  judge  your  orga¬ 
nization’s  ability  to  satisfy 
them.  “That  your  website 
works  well  or  your  voice 
response  unit  works  well  is  a 
de  facto  expectation,”  says 
Peterson.  “When  you  have  to 
have  something  resolved,  you  need  to  be  connected  to  a  per¬ 
son,  and  if  that  person  fails  then  your  customer  relationship 
fails.  You  can  have  the  best  system  and  the  best  information,  but 
if  you  have  a  poorly  trained,  burned  out  individual,  your  cus¬ 
tomer  will  know  it.” 

Huss,  for  one,  has  benefited  from  Schneider’s  appreciation 
of  that  fact.  Today  she  is  a  retail  specialist  who  works  primar¬ 
ily  for  two  of  Schneider’s  biggest  customer  accounts:  Sears, 
Roebuck  &  Co.  and  Staples.  In  June  she  traveled  to  the  Chicago 
headquarters  of  Sears,  her  largest  account,  to  spend  some  face 
time  with  her  contacts  there.  Huss  brought  her  laptop  so  that 
she  could  show  the  customers  what  she  sees  when  she’s  tracking 
freight.  She  says  it  was  her  idea  to  make  the  trip,  and  her  super¬ 
visor  approved.  The  company  has  also  promised  her  yet 
another  promotion  by  year’s  end. 

Huss  says  the  technology  Schneider  has  provided  has  given 
her  the  ability  to  answer  customers’  questions  while  avoiding 
the  burnout  factor.  Without  upgraded  systems  to  provide  the 
most  comprehensive  customer  information  available,  she  says 
there  might  be  a  risk  of  her  becoming  frustrated  with  the  job: 
“I  always  said  to  myself,  if  I  got  bored  with  my  job  that  would 
be  the  day  I  leave.”  But  what  keeps  her  working  and  happy, 
she  says,  “all  goes  back  to  career  development  and  knowing  I’m 
not  just  there  to  fill  a  seat  in  a  call  center.”  HE! 


Esther  Shein  is  a  freelance  writer  and  editor  based  in  Framingham,  Mass. 
She  can  be  reached  at  esther_shein@hotmail.com. 


The  customer  service  WORKER  IS 

THE  FOCAL  POINT  BECAUSE  THAT’S  WHERE  CUSTOMERS  WILE 
JUDGE  YOUR  ORGANIZATION’S  ABILITY  TO  SATISFY  THEM. 
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working  together. 

they're  not  working 

USA 


GE  Global  exchange  Services 


zvww.gegxs.com 


Only  by  integrating  your  internal  business  applications,  your 
B2B  supply  chain  and  your  B2C  Internet  link  to  customers  can 
your  business  leverage  the  power  of  information  to  fully 
realize  its  potential.  GE  Global  exchange  Services  offers  a 
portfolio  of  integration  products  and  services  to  help  you 
meet  this  challenge. 

Contact  GE  Global  exchange  Services  to  learn  more  about  our 
EAI  and  e-business  solutions.  We'll  send  you  an  EAI  white  paper 
and  CD  ROM  describing  our  EAI  solutions  to  get  you  started. 
Call  us  at  1-800-560-4347  or  visit  us  at  www.gegxs.com. 


One  hundred  billion  pounds  of  food  go  to  waste  every 
year  in  America,  while  31  million  people  are  hungry  or  at  risk  of  hunger. 
The  problem  is  not  lack  of  food,  but  lack  of  communication- 
how  to  get  food  where  it's  needed  most.  ResourceLink.org  is  an 
hp-designed  and  operated  e-service  portal  which  connects  food  manufacturers 
with  America's  Second  Harvest,  the  country's  largest  food  relief  organization. 
The  system  not  only  automatically  locates  surplus  food, 
but  dynamically  interacts  with  shipping  companies  to  get  that  food  to 
the  right  place.  Instead  of  days  or  weeks,  the  process  takes 
a  matter  of  minutes.  This  is  the  power  of  e-services- connecting  companies 
and  their  services  in  inventive  ways  and,  in  some  cases,  maybe 
even  making  someone's  life  a  little  better. 
www.resourcelink.hp.com 

Possibilities  made  fresh  daily,  e-services  solutions  from  hp. 
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Assessing  the  return  on  CRM 
investments  can  be  like 
driving  in  a  new  city  without  a 
map.  Here’s  how  one  company 
has  plotted  its  course. 

BY  ELANA  VARON 

Returns 


PROFILE . 

MARRIOTT  INTERNATIONAL 

Location  Washington,  D.C. 

URL  www.marriott.com 
Business  Hospitality 
President  &  COO  William  Shaw 
Exec.  VP  &  CIO  Carl  Wilson 
Revenues  $8.7B  (sales) 
Employees  145,000 


raditionally,  hotels  have  measured  performance  the  old- 
fashioned  way:  by  how  much  money  is  made  from  each 
room.  Even  in  the  hospitality  industry,  revenues  have  come 
not  from  customers  but  from  products.  But  Marriott  Inter¬ 
national  has  started  to  account  for  itself  differently,  using 
customer  relationship  management  systems  to  build  an 
income  stream  based  on  how  much  each  guest  spends — not 
just  on  one  room  in  a  single  stay,  but  over  time,  in  different 
cities,  at  a  wide  range  of  hotels,  resorts  and  conference 
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CARL  WILSON,  executive  vp  and  cio 


OF  MARRIOTT  INTERNATIONAL.  SAYS 


THAT  THE  VALUE  OF  CRM  INVESTMENTS 


COMES  FROM  FOCUSING  ON  THE  BUSINESS 


PROCESSES  THAT  I.S.  SUPPORTS. 


V. 
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But  unlike  investments  in  accounting 
or  supply-chain  management  systems, 
for  which  you  can  compute  how  much 
you  save  from  automating  a  process  or 
carrying  a  smaller  inventory,  it’s  hard  to 
assign  a  specific  return  from  each  dollar 
spent  on  CRM  technology.  The  finan¬ 
cial  contribution  CRM  makes  often 
comes  from  new  business  practices  with¬ 
out  clear  precedents;  CRM  depends  on 
changing  the  behavior  of  customers 
whose  purchasing  patterns  are  also  moti¬ 
vated  by  many  external  factors.  So 
Marriott  doesn’t  directly  measure 
whether  its  new  systems  are  saving  or 
earning  the  company  money.  “What  we 
measure  are  the  programs  we  put  in 
place  that  information  technology  sup¬ 
ports,”  says  Executive  Vice  President  and 
CIO  Carl  Wilson. 

Marriott  is  tracking  how  much  more 
money  guests  spend  at  its  resorts  if  they 
participate  in  a  new  vacation-planning 
program  called  Personal  Planning  Ser- 


to  us  having 


centers.  And  although  Marriott  will  not 
be  able  to  measure  the  bottom  line  on  the 
changes  for  some  time,  it  has  put  in  place 
the  mechanisms  to  do  so  and  believes 
these  changes  will  ultimately  lead  to 
greater  profitability. 


THIS  SYSTEM  IN  PLACE,  CUSTOMERS  WOULD  HANG 
UP  AND  MAYBE  GO  TO  A  COMPETITOR.” 

-Tony  Reid,  vice  president  of  sales  information  and  planning 


HARVESTING  INFORMATION 

During  the  past  two  years,  the  world’s  largest  hotel  chain  (mea¬ 
sured  by  number  of  properties)  has  invested  $70  million  in 
major  information  systems,  including  new  sales-force  automa¬ 
tion  software  databases  that  support  Marriott’s  customer  loy¬ 
alty  programs.  The  point  of  all  this  effort  is  to  put  more  infor¬ 
mation  about  customers  and  facilities  in  the  hands  of  employ¬ 
ees.  Marriott  is  using  this  data  for  cross-selling  to  guests  and 
meeting  planners  and  smoothing  transactions  with  the  fran¬ 
chisees  that  run  its  hotels.  It’s  also  giving  more  personal  service 
to  both  its  corporate  and  individual  clients.  These  IT  invest¬ 
ments  are  expected  to  add  up  to  more  revenue  from  happier, 
hence  more  loyal,  customers. 


vice.  The  program’s  database  helps  hotel  employees  set  up  golf 
tee  times,  dinner  reservations  or  other  activities  for  guests  before 
they  start  their  vacations. 

Guests  who  sign  up  for  the  program  work  with  a  concierge 
who  arranges  an  itinerary  for  the  trip  and  records  it  in  the 
database.  The  next  time  a  traveler  vacations  at  a  Marriott 
resort,  concierges  there  can  use  the  information  in  the  data¬ 
base  to  set  up  a  similar  set  of  activities,  if  that’s  what  the  guest 
wants.  Marriott  has  found  that  guests  who  participate  in  the 
program  spend  an  average  of  $100  more  per  day  at  hotel  golf 
courses,  restaurants  and  on  activities  like  guided  tours  for  which 
Marriott  gets  commissions.  Because  guests  don’t  use  the  data¬ 
base  themselves,  Marriott  measures  the  additional  revenue 
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Is  your  network  infrastructure  ready  for  e-business 


Are  you  sure? 


«  x3BK$m 


PREDICTIVE  SYSTEMS 


Business-critical  networks: 

Fast,  reliable,  secure 


The  best  e-business  strategy  is 
only  as  good  as  the  network  it 
runs  on.  When  your  competition 
is  just  a  click  away,  you  need  to 
be  absolutely  certain  that  your 
network  can  deliver  a  positive 
experience  to  your  customers 
every  time. 

Predictive  Systems  has  built 
fast,  reliable,  and  secure  net¬ 
works  for  many  of  the  world’s 
most  demanding  clients.  Data 
providers,  brokerage  firms, 
and  other  companies  whose 
network  is  their  business.  And 
we  have  a  proven  methodology, 
BusinessFirst',"  that  can  quantify 
the  business  value  of  your 
network  investment. 

With  Predictive  Systems, 
your  network  infrastructure 
will  support  your  e-business 
strategy  one  hundred  percent. 
We’re  sure. 

For  more  information 
i  about  our  firm ,  contact 
800-770-4958  ext.  5454 

www.prcdictivc.com 
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against  what  it  spends  on  the  entire  program,  not  just  its  invest¬ 
ment  in  the  database. 

FROM  THE  CUSTOMER’S  POINT  OF  VIEW 

Wilson  says  he  considers  the  return  on  investment  for  informa¬ 
tion  systems  by  itself  only  when  guests  are  the  end  users.  For 
example,  he  measures  how  much  Marriott  earns  from  offering 
high-speed  Internet  access  in  guests’  rooms  (at  a  charge  of  $9.95 
a  day  for  the  service).  Robert  Shaw,  a  marketing  professor  at 
Cranfield  University  in  Bedfordshire,  England,  whose  1998 


book  Improving  Marketing  Effectiveness  is  scheduled  to  be 
published  in  the  United  States,  says  companies  that  understand 
CRM  technology  won’t  generate  returns  on  its  own  are  on  the 
right  track.  “Once  you  know  how  you’ve  changed  the  way 
customers  are  behaving,  you  can  quickly  calculate  the  impact,” 
Shaw  says,  by  examining  whether  that  new  behavior  has 
increased  net  revenues  or  profits.  Often,  however,  companies 
don’t  pair  new  systems  with  new  business  practices  that  affect 
what  customers  do. 


“We  have  hard  evidence  related  to  our  business  processes 
and  the  services  we  provide  that  tell  us  our  customer  relation¬ 
ship  adds  value,”  says  Wilson.  Marriott  asks  customers, 
through  informal  and  formal  surveys,  whether  they  received  the 
treatment  they  wanted.  It  also  measures  the  effectiveness  of  its 
sales  force  through  test  bookings.  “Guests  vote  by  every  dollar 
they  spend  with  us,”  Wilson  says.  The  company  logged 
$8.7  billion  in  sales  last  year,  besting  top  rivals  Hilton,  Hyatt 
and  Starwood. 

Marriott  operates  eight  hotel  chains  and  10  brands  of  res¬ 
idential  properties  in  56  countries  and  territories,  including  the 
Ritz-Carlton,  itself  famous  for  knowing  its  customers  before 
CRM  became  a  tech  buzzword.  Other  Marriott  hotels  include 
the  Renaissance,  Residence  Inn  and  Courtyard  chains.  But 
before  the  company  installed  new  sales-force  automation  soft¬ 
ware  from  Siebel  two  years  ago,  its  sales  force  logged  infor¬ 
mation  about  the  customers  only  at  the  hotels  or  hotel  groups 
to  which  they  were  assigned.  If  a  guest  wanted  to  book  a 
room  or  a  meeting  at  a  hotel  that  was  full,  Marriott’s  sales¬ 
people  had  no  way  of  knowing  whether  a  hotel  belonging  to 
another  Marriott  chain  in  the  same  city  might  be  available. 
Tony  Reid,  vice  president  of  sales  information  and  planning 
systems,  says  he  knows  the  system  has  made  a  difference 
because  Marriott  captured  $55  million  in  cross-chain  sales  last 
year — a  measurement  it  wasn’t  able  to  track  before.  “Prior 
to  us  having  this  system  in  place,  customers  would  hang  up 
and  maybe  go  to  a  competitor,”  Reid  says.  What  the  company 
hasn’t  been  able  to  measure  is  whether  customers  would  have 
made  some  portion  of  those  bookings  anyway.  “One  of  the 
toughest  things  is  to  say  what  we  were  doing  before,”  says 
Reid.  He  adds  that  Marriott  executives  made  “a  leap  of  faith” 
that  being  able  to  send  guests  to  sister  hotels 
would  keep  at  least  some  of  them  from  going 
elsewhere.  Marriott  will  have  more  evidence  that 
the  new  systems  are  effective  if  cross-selling  rev¬ 
enues  continue  to  increase. 

The  new  sales-force  database  also  provides 
salespeople  with  a  companywide  view  of  customer 
accounts.  “Most  customers  do  business  with  mul¬ 
tiple  hotels,”  says  Reid,  and  Marriott  thinks  that  if  its  sales 
reps  know  everything  about  a  customer,  they’ll  understand  bet¬ 
ter  what  each  customer  wants  to  buy,  down  to  whether  they  like 
to  serve  bagels  at  a  breakfast  meeting.  The  company  assumes 
that  if  customer  satisfaction  scores  go  up,  it  will  be  because 
employees  had  access  to  information  that  allowed  them  to 
deliver  better  service.  But  Reid  says  he’ll  also  be  looking  at 
whether  these  happy  meeting  planners  book  more  business  with 
Marriott.  If  current  customers  give  Marriott  hotels  a  larger 


"Guests  vote 

BY  EVERY  DOLLAR  THEY  SPEND  WITH  US.” 

-CIO  Carl  Wilson 
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Make  NetSolve  your  remote  network  management  partner.  With  our  cost-effective  solution, 
you’ll  have  an  experienced  team  of  IT  professionals  to  help  you  design,  implement,  monitor,  manage, 

AND  EVEN  RESTORE  YOUR  NETWORK.  So  YOU  CAN  FOCUS  ON  STRATEGIC  ISSUES,  LIKE  NOT  BECOMING  A  CHEW  TOY 


99.5%  AVAILABILITY  GUARANTEE  THOUSANDS  OF  NETWORKS  SERVED 
WEB-ENABLED  TOOLS  24/7/365  REMOTE  NETWORK  MANAGEMENT 

WWW.NETSOLVE.COM/CIO 


PROVEN  SINCE  1994 
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vacation  starts,  “it’s  a  more  lasting  mem- 


share  of  their  business — a  measure  Marriott  hasn’t  used 
before — Reid  will  know  the  customer-focused  sales  strategy, 
enabled  by  the  new  systems,  is  succeeding.  “The  systems  devel¬ 
opment  on  the  SFA  side  was  part  of  a  bigger  effort  around  the 
way  we  approached  customers.  The  entire  effort  has  an  ROI 
around  it.” 

Marriott  won’t  have  data  on  the  impact  of  its  new  sales  strat¬ 
egy  until  the  end  of  the  year,  after  it  conducts  surveys  and  focus 
groups  with  meeting  planners  this  fall.  But  the  experiences  of 


MORE  THAN  JUST  A  HOTEL 

Robert  Mandelbaum,  director  of  research  information  services 
with  the  Hospitality  Research  Group  in  Atlanta,  says  there’s  not 
much  growth  potential  in  the  lodging  industry  from  building 
and  renting  more  rooms,  so  hotels  have  to  find  ways  to  get 
customers  to  spend  more  when  they  visit.  Industrywide,  non¬ 
room  income  accounted  for  34  percent  of  hotel  company  rev¬ 
enues  last  year,  according  to  Mandelbaum’s  research,  and 
income  from  these  sources,  which  include  restaurants,  grew 

faster  than  revenue  from  room  rentals.  In 
Marriott’s  case,  “there  aren’t  a  lot  of 
markets  left  where  there  isn’t  an  existing 
Marriott  hotel,”  he  observes. 

In  addition  to  using  CRM  systems  to 
help  capture  more  business  from  corpo¬ 
rate  meeting  planners,  Marriott  is  also 
applying  IT  to  create  brand  loyalty  with 
individual  vacationers  and  business  trav¬ 
elers.  Marriott  executives  hope  that  the 
Personal  Planning  Service,  which  is  help¬ 
ing  to  generate  more  revenues  from  each 
guest’s  visit,  will  also  result  in  repeat  busi¬ 
ness  because  guests  have  better  vacations. 

“The  guest  experience  starts  when 
we’re  planning  the  itinerary,  not  when 
they  arrive  on  the  property,”  says  Mike 
Dalton,  senior  vice  president  for  lodging 
systems.  If  a  guest  has  pleasant  dealings 
with  a  hotel  for  three  weeks  before  his 


The  guest  experience  STARTS  WHEN  WE  RE 


PLANNING  THE  ITINERARY,  NOT  WHEN  THEY  ARRIVE  ON  THE  PROPERTY.” 


some  company  salespeople  suggest  to  Reid  that  the  approach, 
and  the  systems  that  enable  it,  have  had  positive  results.  He 
tells  of  two  salespeople  for  different  Southern  California  hotels 
who  were  each  chasing  the  same  customer,  a  meeting  planner 
at  a  large  high-tech  company.  Because  one  salesperson  had 
already  interviewed  the  meeting  planner  about  her  needs,  his 
colleague  didn’t  have  to  repeat  the  process  (and  annoy  the  cus¬ 
tomer  by  wasting  her  time).  Instead,  the  two  salespeople  vis¬ 
ited  the  meeting  planner  together  and  offered  a  joint  proposal, 
which  was  accepted. 


-Mike  Dalton,  senior  ince  president  for  lodging  systems 

ory.”  Although  the  company  hasn’t  yet  analyzed  whether  more 
customers  are  coming  back  to  Marriott  resorts  because  of  the 
service,  Dalton  says  satisfaction  ratings  are  up. 

One  vacationer  wrote  the  concierge  at  the  Desert  Springs 
Marriott  in  Palm  Desert,  Calif.,  that  his  Valentine’s  Day  visit 
there  with  his  wife  “without  a  doubt  will  be  the  highlight  of 
our  year.”  Marriott  employees  had  arranged  restaurant  reser¬ 
vations  and  golf  tee  times  for  the  couple  and  even  sent  a  car  to 
pick  them  up  at  the  San  Diego  airport,  more  than  100  miles 
away,  when  their  flight  was  delayed. 


1  2  0 


CIO  AUGUST  15,  2000 


www.cio.com 


Painting  ®B.Sorge 


WHAT'S  WRONG  WITH  THIS  PICTURE?  At  first  blush  nothing.  But  when  you  look  at  things 
as  carefully  as  we  do  at  CGI,  well,  you  may  be  tempted  to  call  us  perfectionists.  Our 
exhaustive  attention  to  detail  has  helped  us  retain  2,500  clients  and  over  10,000 
employees.  And  as  for  the  picture?  The  painting  is  hanging  1/4  inch  too  low  on  the  right. 


Precision  in  IT. 
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MEETING  THE  METRICS  CHALLENGE 

Even  though  Marriott  executives  say  they  measure  everything, 
there  are  still  some  CRM  investments  that  don’t  lend  them¬ 
selves  to  clear  financial  metrics.  Last  year  Marriott  deployed  new 
systems  that  integrate  all  the  account  information  from  multi¬ 
ple  corporate  departments  about  the  franchisees  and  property 
owners  that  develop  and  run  hotels  for  the  company.  The  system 
helps  Marriott’s  corporate  staff  coordinate  their  work  with  hotel 
operators  and  keeps  them  up-to-date  about  business  matters. 

With  information  about  contracts,  construction  schedules 
and  other  aspects  of  building  and  marketing  its  hotels  at  hand, 


The  Keys  to  Success 


Do. 


Some  dos  and  donts 
for  measuring 
the  return  of  CRM 


Look  for  ways  to  measure  how  customer  behavior  should  change  once  CRM 
systems  are  deployed.  "What  CRM  systems  are  potentially  quite  good  at  is 
keeping  track  of  behavior,"  says  Robert  Shaw,  a  marketing  professor  at  Britain’s 

Cranfield  School  of  Management.  When  you  know 
what  customers  are  doing  differently,  it’s  easy  to 
calculate  how  your  company  is  gaining  financially. 

Take  the  long  view.  If  you’re  using  CRM  to  sup¬ 
port  activities  you've  never  measured  before,  you 
may  not  be  able  to  promise  first-year  returns  from 
your  investments,  suggests  Doug  Holden,  managing  director  for  customer  man¬ 
agement  solutions  with  KPMG  Consulting.  Do  the  project  in  phases  and  use  ini¬ 
tial  results  as  a  benchmark  to  justify  the  next  installation.  “Just  acknowledge 
the  fact  that  you  don’t  have  good  historical  data,”  he  says,  and  decide  what 
measures  will  reveal  whether  your  project  succeeds. 

Focus  on  which  of  the  problems  CRM  is  supposed  to  fix.  If  you  know  what’s 
not  working,  says  Shaw,  it’s  easy  to  come  up  with  metrics  that  show  whether 
your  technology  investments  are  improving  your  financial  picture. 


Don’t... 


Rely  on  cost  savings  to  deliver  value.  They’re  not  irrelevant,  says  Jonathan 
Copulsky,  a  partner  with  Deloitte  Consulting  in  Chicago,  but  they're  not  the 
point.  Focusing  on  efficiency  doesn’t  help  you  get  your  customers  to  buy  more, 
and  cost-cutting  measures  might  even  turn  customers  off. 

Equate  past  customer  satisfaction  with  future  customer  value.  “You  can  be 
delivering  horrible  value  and  recording  100  percent  customer  satisfaction,”  says 
Stephen  Diorio,  president  of  IMT  Strategies,  a  marketing  and  technology 
research  company  affiliated  with  Meta  Group.  Emphasize  measures  that  tell  you 
whether  the  margin  of  revenue  or  profit  of  a  customer  increases  because  you 
used  CRM  technology.  -E.  Varon 


Marriott  employees  can  more  easily  answer  questions  about  the 
status  of  projects  or  solve  problems  that  its  franchisees 
encounter.  If  construction  delays  mean  a  new  hotel  has  to  open 
two  weeks  late,  the  hotel  operator  can  be  more  confident  that 
this  information  gets  passed  on  to  employees  staffing  Marriott’s 
reservation  center.  Dalton  thinks  that  if  his  company  is  more 
responsive  to  its  business  partners,  they’ll  “feel  good  about 
bringing  us  the  next  deal.”  But  the  company  hasn’t  figured  out 
how  to  measure  whether  the  investment  in  the  system  will  really 
result  in  more  deals  to  open  new  properties. 

Instead,  Dalton  expects  a  survey  conducted  in  June  to  show 
that  hotel  owners  are  more  satisfied  with 
how  Marriott  works.  “One  measure  of 
owner  satisfaction  is  whether  the  own¬ 
ers  think  Marriott  employees  are  com¬ 
municating  better  with  them.  We’re  hop¬ 
ing  that’s  an  area  [in  which]  we’ll  see  a 
big  improvement,”  Dalton  says. 

It’s  another  case  in  which  you  just  have 
to  trust  your  instincts,  adds  Wilson.  He 
thinks  hotel  owners  simply  expect 
Marriott  employees  to  have  information 
about  their  accounts  at  their  fingertips, 
making  the  investment  in  the  new  system 
a  necessary  cost  of  doing  business. 

Nevertheless,  Wilson  says,  it’s  not  that 
hard  to  figure  out  the  value  of  most 
CRM  investments  if  you  stay  focused  on 
returns  from  the  business  processes  the 
systems  support.  He  offers  this  example: 

Say  you’re  heading  to  Atlanta  next 
month  and  you  want  to  stay  at  the 
Marriott  Marquis  hotel  in  Peachtree 
Center.  With  Marriott’s  integrated  sales 
database,  “we  may  be  able  to  say,  ‘Sorry, 
the  Marquis  is  filled  up,  but  for  the 
same  rate  we  can  get  you  in  the  Ren¬ 
aissance  that  is  two  blocks  away,”’ 
Wilson  says.  “If  we  didn’t  have  that,  the 
customer  would  be  frustrated  with 
Marriott  and  would  very  likely  stay  at 
a  competitor’s  hotel.  Those  things  are 
easy  to  measure.”  HH 


Senior  Writer  Elana  Varon  would  like  hotels  she 
visits  to  provide  an  espresso  machine  in  her 
room.  Tell  her  what  makes  you  a  loyal  customer 
at  evaron@cio.com. 
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WHAT'S  WRONG  WITH  THIS  PICTURE?  At  CGI  the  answer  is  obvious.  You  see,  we  pride 
ourselves  on  being  thorough.  And  as  we  help  our  clients  maximize  new  opportunities 
in  e-business  we  can't  afford  to  be  anything  less.  You  could  say  we're  mindful  of 
the  details.  Which  is  why  the  chip  on  the  first  vase  from  the  right  hasn't  gone  unnoticed. 


Precision  in  IT. 


consulting/systems  integration/management  of  IT  functions/NYSE:GIB/www.cgiusa.com 


Not  even  your  mother  checks  on  you  this  much 
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Introducing  eSecurityOnline.com 


*  Featuring  the  only  online  vulnerability  service  customized  to  your  network 

*  Over  2,200  vulnerabilities  including: 

operating  systems,  applications,  devices  and  databases 

*  Vulnerabilities  monitored,  researched  and  validated  by  r&d  team 

*  Vulnerabilities  ranked  by  risk 

*  Customized  alerts  and  management  reports  provided  to  you  daily 

*  Leading  portal/research  resource  for  esecurity  professionals 

*  Go  to  eSecurityOnline.com  for  a  free  demo 
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ROYAL  BANK  OF  CANADA  VICE  CHAIRMAN 

and  cio  MARTY  LIPPERT  has  a  crm 

ENVIRONMENT  THAT  IS  FED  BY  REAL-TIME 
ACCESS  TO  CUSTOMER  TRANSACTIONS. 
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CUSTOMER  SEGMENTATION 


Slices  of  Lives 

Underneath  the  motto  “know  your  customer”  lies 
a  tangle  of  systems,  processes  and  huge  data 
warehouses.  Of  course  customer  segmentation  is 
hard.  If  it  were  easy,  everyone  would  do  it. 

BY  MERIDITH  LEVINSON 


n  the  beginning,  there  was  mass  marketing.  Companies  promoted  new 
products  and  services  to  all  their  customers,  regardless  of  whether  those  prod¬ 
ucts  or  services  were  appropriate  for  the  individuals  on  the  company’s  mailing 
list.  When  a  bank  launched  a  mass  marketing  campaign,  a  1  percent  to  3  per¬ 
cent  response  rate  was  considered  successful.  Some  success. 

If  the  average  direct-mail  campaign  costs  a  company  about  598,000  to 
reach  100,000  customers,  according  to  estimates  from  the  New  York  City- 
based  Direct  Marketing  Association,  that  organization  is  netting  a  huge  loss. 

What  a  waste. 


H0N0REES  in  this  story 


ROYAL  BANK  OF  CANADA 

Toronto 

www.  royal  bank,  com 


THE  PRUDENTIAL  INSURANCE 
COMPANY  OF  AMERICA 

Newark,  N.J. 
www.prudential.com 


CHARLES  SCHWAB  &  CO. 

San  Francisco 
www.schwab.  com 
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Today  there’s  customer  segmentation.  Instead  of  devising  one 
campaign  for  thousands  of  disparate  customers,  a  company 
breaks  those  thousands  into  smaller  demographic  segments  and 
tailors  its  campaigns  to  each  of  those  segments.  Technologies 
such  as  data  modeling,  warehousing  and  mining,  and  a  whole 
lot  of  algorithms  enable  businesses  to  look  at  consumer  buy¬ 
ing  patterns  and  channel  preferences  and  to  slice  their  segments 
ever  finer. 

Sounds  great,  right?  The  more  you  know  about  your  cus¬ 
tomers,  the  better  you  can  serve  and  sell  them.  Piece  of  cake. 

Too  bad  it’s  not.  Customer  segmentation  is  hard  work.  It 
involves: 

■  Consolidation  of  customer  information  from  a  variety  of 
systems  that  may  be  integrated  or  siloed  (such  as  in  ERP  or 
legacy  systems) 


■  Brilliant  statisticians  to  define  algorithms  that  will  ana¬ 
lyze  mountains  of  data  in  order  to  sort  customers  into 
various  segments  (for  example,  good  business  analysts) 

■  Collaboration  between  marketing  and  IT  (because  infor¬ 
mation  isn’t  worth  a  damn  unless  you  know  how  to  use  it) 

■  A  robust  infrastructure  for  aggregating,  storing,  pro¬ 
cessing  and  disseminating  information  about  customers 
to  the  appropriate  businesspeople  (hello,  knowledge 
management) 

Analysts  and  practitioners  in  the  marketing  departments  of 
the  Fortune  1000  view  customer  segmentation  as  a  great  way  to 
reach  consumers,  but  few  companies  do  it  effectively  or  can 
boast  much  success. 

Barbara  Bund,  a  senior  lecturer  at  MIT’s  Sloan  School  of 
Management,  believes  that  segmentation  hasn’t  served  compa¬ 
nies  well  because  they  haven’t  thought  through  the  types  of  seg¬ 
ments  that  would  best  serve  their  mission.  “You  have  to  under¬ 
stand  why  you’re  segmenting  your  customers  a  certain  way  and 
why  that  way  makes  sense  for  your  business,”  she  says. 

For  example,  the  MIT  teacher  and  marketing  guru  says  con¬ 
sumer  electronics  companies  tend  to  segment  their  customers  by 
age  and  income.  But  she  doesn’t  believe  that  data  has  much 
bearing  on  the  way  people  buy  items  like  CD  players  and  tele¬ 


visions.  Bund  says  they  should  divide  their  customers  between 
those  who  are  comfortable  with  high-tech  gadgets  and  are 
thinking  about  the  next  generation  of  handheld  computers  and 
those  who  are  watching  the  VCRs  in  their  living  rooms  blink 
12:00... 12:00... 12:00. 

Andy  Main,  a  partner  in  charge  of  e-marketing  with  Deloitte 
Consulting  in  San  Francisco,  believes  the  difficulties  associated 
with  customer  segmentation  are  a  matter  of  business  process. 
“Technology  isn’t  the  obstacle,”  he  says.  “The  obstacle  is  get¬ 
ting  companies  to  realize  that  the  data  really  is  valuable.  A  lot 
of  companies  log  the  fact  that  there’s  a  contact  with  the  customer, 
but  they  don’t  log  the  fact  that  there  are  insights  about  con¬ 
sumers’  behavior  from  these  interactions.  They’ve  got  to  do  a 
better  job  of  learning  from  each  interaction.  And  that  may 
mean  asking  the  customer  questions  about  their  satisfaction  with 

the  product  when  they  call  in  for 
help.” 

Another  difficulty,  according  to 
Main,  is  releasing  “data  from  data 
jail.  These  warehouses  are  like  big 
prisons  for  data.”  In  other  words, 
the  challenge  for  CIOs  is  connect¬ 
ing  the  data  with  the  folks  in  mar¬ 
keting  who  need  to  use  it.  On  top 
of  that,  they  have  to  make  sure  the 
data  is  consistent  and  accurate,  because  it  often  comes  from  a 
variety  of  sources  and  systems.  Often,  says  Main,  the  systems 
in  the  sales  department  are  different  from  those  in  the  cus¬ 
tomer  service  department.  A  customer  may  be  referred  to  by 
their  full  name  in  the  sales  system,  and  their  first  initial  and 
last  name  in  the  service  system.  The  marketing  department  has 
to  know  that  Meridith  Jill  Fevinson  and  M.  Fevinson  are  the 
same  person. 

Customer  segmentation  is  so  difficult  to  do  and  do  well  that 
companies  are  extremely  hush-hush  about  their  customer  seg¬ 
mentation  practices  and  the  IT  infrastructures  required  to  sup¬ 
port  them.  Happily,  three  CIO- 100  honorees  with  robust  cus¬ 
tomer  segmentation  schemes — the  Royal  Bank  of  Canada,  The 
Prudential  Insurance  Co.  of  America  and  Charles  Schwab  & 
Co. — offered  to  explain  how  they  do  it  and  describe  the  role 
IT  plays  in  enabling  them  to  understand  their  customers’  needs 
and  interests. 

ROYAL  BANK  OF  CANADA:  The  Profitable  Mr.  Patrincus 

At  least  once  a  month,  business  analysts  at  Toronto-based  Royal 
Bank  of  Canada  use  data  modeling  to  segment  the  bank’s  10 
million  customers  according  to  their  credit  risk;  their  current 
and  future  profitability;  their  life  stage  (whether  they’re  young 


(  FOR  CIOS  IS  CONNECTING 
rHE  INFORMATION  LOCKED  IN  DATA  WAREHOUSES  WITH 
THE  FOLKS  IN  MARKETING  WHO  NEED  TO  USE  IT. 
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people  in  a  period  of  intensive  borrowing 
or  seniors  approaching  retirement,  for 
example);  attrition  (how  likely  they  are 
to  leave  the  bank);  channel  preference 
(whether  they  like  to  use  the  call  center, 
the  branch  or  the  Internet);  product  acti¬ 
vation  (getting  a  customer  to  use  a  prod¬ 
uct  they’ve  bought,  such  as  a  line  of 
credit);  and  propensity  to  purchase 
another  product. 

“Gone  are  the  days  where  we  had 
mass  buckets  of  customers  that  would 
receive  the  same  treatment  or  same  offer 
on  a  monthly  basis,”  says  Shauneen 
Bruder,  Royal  Bank’s  senior  vice  presi¬ 
dent  for  North  American  markets.  “Our 
marketing  strategy  is  much  more  per¬ 
sonalized.  Of  course,  it’s  the  technology 
that  allows  us  to  do  that.” 

Royal  Bank’s  customer  segmentation 
practice  is  so  good  that  the  company’s 
response  rate  to  marketing  campaigns 
and  sales  programs  has  ranged  as  high 
as  30  percent,  compared  to  the  banking 
industry’s  average  of  3  percent,  accord¬ 
ing  to  Bruder. 

The  main  source  of  customer  data  the  analysts  study  is  stored 
in  the  marketing  department’s  marketing  information  file  (MIF). 
This  data  mart  contains  information  on  the  products  customers 
hold  with  the  bank,  the  channels  they  use,  past  campaigns,  as 
well  as  restrictions  on  soliciting  customers,  and  transactional 
data.  It  is  fed  by  the  enterprise  data  warehouse,  which  stores 
information  from  every  document  a  new  or  existing  customer 
fills  out.  The  MIF  is  also  fed  by  the  bank’s  legacy  (checking 
accounts,  credit  cards)  and  operational  (ERP,  billing)  systems. 

The  business  analysts  extract  customer  information  from 
the  MIF  and  the  data  warehouse  to  do  their  analyses.  Data 
modelers  download  this  information  directly  into  SAS  Insti¬ 
tute  files.  Royal  Bank’s  systems  and  technology  department 
has  created  tools — essentially  user-friendly  graphical  inter¬ 
faces — that  the  analysts  use  to  query  the  marketing  database 
and  obtain  lists,  for  example,  of  customers  according  to  the 
products  they  hold. 

To  query  the  database,  analysts  run  data  models  directly 
against  the  data  in  the  MIF  (as  opposed  to  having  to  run  batch 
programs  overnight).  These  data  models  are  complex  algo¬ 
rithms  supported  by  software  programs  that  the  analysts  run  off 
their  desktops.  The  models  help  the  marketing  department  iden¬ 


ROYAL  BANK  OF  CANADA  SENIOR  MANAGER  OF  MARKETING 
STRATEGY  CHRISTINE  SIBLEY  (LEFT)  AND  SENIOR 
VICE  PRESIDENT  FOR  NORTH  AMERICAN  MARKETS 

SHAUNEEN  BRUDER  have  a  customer  segmenta¬ 
tion  PRACTICE  THAT  HAS  ENABLED  MARKETING  CAMPAIGNS  TO 
REACH  RESPONSE  RATES  AS  HIGH  AS  30  PERCENT. 


tify  the  products  a  customer  might  need  or  be  likely  to  buy, 
and  the  likelihood  that  he  or  she  will  leave  the  bank.  They  are 
also  based  on  data  about  customers’  attitudes,  behaviors  and 
demographics — information  that  the  bank  obtains  from  com¬ 
panies  that  provide  demographic  information  and  from  study¬ 
ing  its  own  transactions. 

Here’s  how  it  works:  During  a  study  of  its  customers,  the 
analysts  find  that  Jim  Patrincus’s  (a  hypothetical  customer)  bal¬ 
ance  is  low,  his  credit  card  payments  are  slow  and  his  deposits 
have  recently  become  sporadic.  All  of  this  indicates  that  he 
may  be  leaving  the  bank.  Using  different  models,  they  also  find 
that  he  has  been  a  profitable  customer  and  that  he  has  the 
potential  to  be  even  more  valuable  based  on  his  banking  pat¬ 
terns  in  the  past  and  the  products  he  currently  holds.  The  folks 
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in  the  marketing  department  know  they’d  be  fools  to  let 
Patrincus  slip  through  their  fingers  and  move  to  the  bank’s  com¬ 
petitor,  the  Canadian  Imperial  Bank  of  Commerce. 

His  profitability  and  risk  profile  aren’t  the  only  things  the 
analysts  know  about  Patrincus.  They  know  from  his  product 
portfolio  that  he  has  a  car  loan,  a  line  of  credit  and  a  checking 
account  with  Royal  Bank,  and  they  can  therefore  infer  that  he  is 
in  a  phase  of  his  life  where  he  has  high  borrowing  needs.  By 
assessing  the  channels  he  currently  uses  and  employing  a  model 
the  bank  has  developed  to  predict  future  channel  preference, 
they  know  that  Patrincus  likes  the  Internet. 

The  analysts  are  also  able  to  determine  that  he’s  highly  likely 


to  buy  a  package  of  banking  services  (for  example,  for  $9.95 
a  month  he  gets  Internet  banking,  bill  payment,  unlimited  access 
to  ATMs  and  call  centers,  and  a  limited  number  of  branch 
transactions  for  free  each  month).  The  bank  has  found  that 
customers  who  hold  service  packages  stay  with  the  bank  an 
average  of  three  years  longer  than  customers  who  don’t  and 
that  customers  with  packages  tend  to  be  more  profitable. 
Armed  with  all  this  information,  the  marketing  department 
comes  up  with  a  personalized  strategy  for  Patrincus,  which 
includes  trying  to  sell  him  a  package  of  services. 

“[Patrincus]  would  see  that  we  understand  his  needs  and 
that  we’re  putting  a  service  package  offer  out  there  for  him,” 
says  Christine  Sibley,  Royal  Bank’s  senior  manager  of  mar¬ 
keting  strategy  and  performance  management  for  North 
American  markets. 

The  marketing  department  enters  the  actions  it  wants  to 
take  with  particular  customers  in  a  central  database  that  is  fed 
to  the  desktops  of  all  its  personal  bankers  and  customer  ser¬ 
vice  and  call  center  representatives.  The  entire  customer  rela¬ 
tionship  management  (CRM)  environment,  consisting  of  the 
enterprise  data  warehousing  system  and  the  marketing  infor¬ 
mation  file,  are  linked  via  application  programming  interfaces 
(APIs)  that  provide  real-time  access  and  updates  to  customer 
information,  according  to  Marty  Lippert,  Royal  Bank’s  vice 
chairman  and  CIO.  “The  Canadian  banking  system  can’t  take 
advantage  of  any  float.  It’s  all  same-day  settlement,”  he  adds, 
pointing  out  that  Canadian  law  forbids  banks  from  doing 


overnight  batch  updating.  The  real-time  APIs  link  Patrincus’s 
activity  on  the  site  with  the  call  center  systems,  so  if  he  were 
to  phone  the  Royal  Bank  call  center  to  check  on  a  transaction, 
the  reps  would  know  all  about  it. 

Of  course,  Royal  Bank  is  able  to  capture  information  its 
agents  get  from  clients  as  they  talk  to  them  at  branches  or  over 
the  phone  and  get  the  outcomes  of  those  interactions  back  into 
the  information  file. 

The  reps  make  notes  about  the  conversation  on  their  desk¬ 
tops.  If  Patrincus  refused  an  offer  the  marketing  department 
deemed  appropriate  based  on  its  modeling,  the  reps  would 
indicate  that.  The  marketing  department  uses  this  information 

the  next  time  it  does 
its  modeling  to  devel¬ 
op  future  campaigns. 
Because  all  of  the  sys¬ 
tems  are  updated  in 
real-time,  if  a  branch 
agent  pulled  up  Patrin¬ 
cus’s  profile  immedi¬ 
ately  after  his  conver¬ 
sation  with  the  call  center  rep  during  which  he  declined  the 
offer,  the  branch  agent  would  know  not  to  offer  the  same  pack¬ 
age  again.  The  agent  might  want  to  ask  Patrincus  what  was 
wrong  with  the  package  and  what  the  bank  could  do  to  make 
it  more  attractive  to  him. 

In  the  fall,  reps  will  be  able  to  log  why  a  customer  said  no 
to  an  offer  by  selecting  reasons  from  a  pull-down  menu.  By 
mid-2001,  the  Royal  Bank  will  be  implementing  technology 
from  Redwood  City,  Calif.-based  BroadVision  to  link  its  legacy 
systems  and  data  warehouse  to  the  Internet.  The  BroadVision 
software  will  enable  the  bank  to  track  Patrincus’s  activity  on  the 
site  after  he  logs  in.  So  if  he’s  checking  the  status  of  his  account, 
Royal  Bank  will  be  able  to  put  an  offer  out  to  him  about  a  ser¬ 
vice  package  right  then  and  there;  it  will  pop  up  while  he’s  vis¬ 
iting  the  Royal  Bank  site. 

“The  whole  idea  here  is  the  consistent  client  experience, 
whether  the  client  is  talking  to  us  via  a  call  center  agent  or  face 
to  face  at  a  branch,”  says  Sibley. 

But  what  if  Patrincus  wasn’t  so  profitable?  What  if  he  were 
a  drag  on  resources  and  the  bank  knew  that  he  was  always 
whining,  complaining  and  tying  up  tellers?  Would  Royal  Bank 
say,  “Sayonara,  Mr.  Patrincus”? 

“For  some  clients  with  whom  you  have  low  current  value 
and  low  potential,  your  strategies  are  more  around  reducing 
your  cost  and  [incentivizing]  them  to  use  lower-cost  channels  or, 
in  some  cases,  reducing  their  credit  risk,”  says  Bruder.  “The 
fact  is,  when  50  percent  of  your  customers,  as  is  the  case  in  all 


What  if  Patrincus 


WASN’T  SO  PROFITABLE? 
WOULD  ROYAL  BANK  SAY,  “SAYONARA,  MR.  PATRINCUS”? 
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NEFAB  North  America,  Midwest  “Go  Live”  with  Intentia 


Schaumburg,  IL  -  NEFAB  North  America,  Midwest  Division  recently  celebrated  a  successful  implementation  of  the 
Enterprise  Application  Solution,  Movex.  Richard  Steele,  Controller  of  NEFAB  North  America,  Midwest  accepted  the 
“Go  Live”  award  on  behalf  of  the  implementation  team. 

“Since  going  live  in  the  U.S.,  our  lead  time  has  been  cut  by  a  week  and  we  have 
been  able  to  reduce  our  materials  inventory  by  20  to  25  percent”  said  Richard 
Steele.  Steele  adds  that  the  Company  is  well  positioned  for  e-business  initiatives. 
“The  ability  to  configure  and  enter  customized  product  orders  on-line  opens  the 
door  to  faster  order  processing  and 
transaction  cycles.  This  will  enable  NEFAB 
to  sell  direct  to  customers  as  well  as 
third-party  logistics  providers.” 


NEFAB  North  America,  Midwest  is  the  U.S. 
division  of  Sweden’s  NEFAB  AB,  a  global  leader  in  the  production  of  customized 
packaging  solutions  for  secure  shipping  of  transport-sensitive  goods,  such  as 
electrical  and  electronic  components  and  equipment,  automotive  parts,  heavy 
machinery,  and  recreational  vehicles. 

To  experience  a  “Go  Live”  celebration  with  Intentia,  call  us  at  800.SW.MOVEX,  Extension  51784. 


1700  East  Golf  Road,  Suite  900  Schaumburg,  IL  60173  800.SW.MOVEX  Fax:  847.762.0901  www.intentia.com 
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retail  banks,  are  unprofitable,  you  can  do  as  much  to  enhance 
the  bottom  line  by  improving  or  reducing  the  loss  on  those 
relationships  as  you  can  in  enhancing  the  profitability  of  cur¬ 
rently  profitable  customers.” 

PRUDENTIAL:  No  Wizardry,  Just  Work 

Violet  Lang  (also  a  hypothetical  customer)  is  36  years  old.  She 
lives  in  a  small  house  outside  of  Hoboken,  N.J.,  with  her  hus¬ 
band  and  two  sons  and  earns  $60,000  a  year.  Her  initial  pur¬ 
chase  with  Prudential  was  for  life  insurance,  which  she  bought 
through  an  agent.  Later  she  bought  property  and  casualty  cov¬ 
erage  through  that  same  agent,  as  well  as  a  mutual  fund.  Six 
months  later,  her  agent  quit  his  job. 


“One  issue  that  plagues  insurance  companies  is  volatility  in 
the  agent  workforce.  They  come  and  go,”  says  Peter  Lacovara, 
Prudential’s  vice  president  of  IS  and  chief  IT  architect.  “We  do 
a  lot  to  try  to  ameliorate  the  loss  of  an  agent  on  the  relation¬ 
ship  between  the  company  and  the  customer.” 

The  information  about  Lang  and  the  products  she  owns  is 
stored  in  the  Newark,  N.J.-based  company’s  data  warehouse. 
The  warehouse  takes  real-time  feeds  from  65  systems  or  oper¬ 
ational  databases  and  crunches  them  on  a  monthly  basis  using 
mainframe  DB2  technology  for  processing  and  IBM  SP2  mas¬ 
sively  parallel  processing  technology  for  storage,  according  to 
Luane  Kohnke,  Prudential’s  vice  president  of  marketing  per¬ 
formance  and  information.  The  marketing  department  uses 

the  data  warehouse  as  a  decision  sup¬ 
port  system  to  help  marketing  staffers 
determine  how  to  fashion  their  cam¬ 
paigns  in  response  to  customer  needs  and 
to  “understand  customers’  potential 
behavior,”  she  says. 

The  majority  of  the  information  feed¬ 
ing  the  warehouse  comes  from  Pru¬ 
dential’s  administrative  and  customer  ser¬ 
vicing  systems,  and  its  customer  informa¬ 
tion  directory,  an  index  of  all  the  products 
-p'ww  ■  Prudential  customers  own.  The  company 
I  supplements  this  information  with  demo- 

graphic  data  and  information  on  cus¬ 
tomers’  assets,  which  it  purchases  from 
Acxiom  Corp.  in  Little  Rock,  Ark.,  and 
Pittsburgh-based  Innovative  Systems. 


PRUDENTIAL  VICE  PRESIDENT  OF  I.S.  AND  CHIEF  I.T.  ARCHITECT 

PETER  LACOVARA  (left),  vp  of  marketing  performance 
AND  information  LUANE  KOHNKE  AND  CIO  WILLIAM  D. 
FRIEL  (RIGHT)  BELIEVE  THAT  THE  HARDEST  PART  OF  CUSTOMER 
SEGMENTATION  IS  "SCRUBBING  THE  DATA"  SO  THE  ANALYSTS  CAN  USE  IT. 
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The  winner  in  analog  is 
now  the  winner  in  digital. 


Pivot  enabled 
for  landscape 
or  portrait 
viewing 


Ergonomic  panel 
design  with  tilt, 
swivel  and  height 
adjustments 


Detachable  screen 
for  wall  mount 
applications 


Composite  video  picture 
in  picture  for  use  with 
cable  TV,  video  recorders, 
or  DVDs.  Image- 
adjustable 
size  and  position 


High  brightness  LCD 
digital  panel  with  2 
digital  inputs  • 


Kensington®  security 
cable  port 


User  convenient  buttons 
activating  OnView* 
digital  controls 


Two  2  watt  speakers 


*  Analog  base  with  2  analog 
inputs  and  1  video  input 


-•  “Dual  USB  hubs  for 
convenient  peripheral 
connections 


2  audio  inputs  and  • 
microphone  loop-through 
for  multimedia  support 


May  2000 


(800)  888-8583  •  Specifications  subject  to  change  without  notice.  •  Copyright©  2000,  ViewSonic  Corporation.  •  Corporate  names  and 
trademarks  stated  herein  are  the  property  of  their  respective  companies.  •  ‘ViewSonic  ranks  as  United  States'  #1  best  selling  flat  panel  display  by 
DisplaySearch  (Q4  '99)  and  the  leading  non-captive  monitor  brand  by  Stanford  Resources.  Inc.  (Monltrak  Q4  ’99).  •  All  rights  reserved. 


Introducing  the  VP151 
ViewPanel®  with  OptiSync M 
technology.  PC  Magazine's 
Editors'  Choice. 

The  verdict  is  in.  The  editorial  staff  of  PC  Magazine 
award  their  prestigious  Editors'  Choice  award  to 
ViewSonic's  VP151  ViewPanel.  With  it's  unique 
analog  and  digital  Optisync  technology,  the  VP151 
was  chosen  ahead  of  Sony®  NEC!  IBM®  and 
others.  Here's  a  sample  of  what  the  editors 
had  to  say: 

"In  digital  mode  the  VP151  had  the  highest 
contrast  ratio  in  the  group" 

"Uniformity  looked  perfect" 

"Analog  images  were  rock-steady" 

The  VP1 51  displays  a  full  15"  viewable  screen, 
supports  1280  x  1024  maximum  resolution  and 
features  a  160°  horizontal  and  vertical  viewing 
angle.  The  same  award  wining  technology  and 
1600  x  1200  maximum  resolution  is  available  in 
the  18"  VP181.  Both  models  are  TCO '99  certified 
and  come  with  a  pair  of  built  in  2-watt  speakers. 
The  ViewSonic  VP151  is  backed  by  our  limited 
3-year  warranty  on  parts  and  labor.  Plus  we  offer 
24/7  customer  support  and  an  Express  Exchange® 
service  option  is  also  available. 

At  ViewSonic®,  we  offer  the  #1  best 
selling  monitors  and  flat  panel 
displays  in  the  USA*  Buy  with  confidence 
from  the  company  that  has  won  over  600 
industry  awards. 

For  more  information,  visit  our  website  at: 

www.ViewSonic.com/vpl  51 


OPTISYNC 


BEYOND  DIGITAL. 


The  Visual  Technology  Company™ 
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Analysts  in  Kohnke’s  department  develop  models  using  SAS 
Institute’s  Enterprise  Miner  to  rummage  through  the  warehouse 
in  hopes  of  finding  which  customers  might  leave  Prudential  or 
which  ones  might  be  likely  to  buy  additional  products.  Then 
they  sort  and  rank  the  customers  from  highly  likely  to  leave  or 
buy  to  unlikely  to  leave  or  buy. 

In  the  case  of  Lang,  the  analysts  notice  in  studying  the  trans¬ 
action  files  from  customer  service  representatives  and  the  pay¬ 
ment  files  that  come  in  with  the  remittance  process  that  Lang 
has  inquired  about  the  cash  value  of  her  policy  and  that  her 


insurance  payments  have  been  lagging,  both  of  which  indicate 
that  she  might  leave  Prudential.  When  they  determine  who  her 
agent  was,  they  locate  all  of  the  departed  agent’s  former  clients 
in  order  to  put  programs  together  to  try  to  keep  them  happy. 

At  the  same  time,  the  analysts  find  that  based  on  her  behav¬ 
ior,  Lang  is  likely  to  be  looking  into  buying  another  mutual 
fund.  They  score  her  as  likely  to  leave  the  bank  and  likely  to  buy 
another  product. 

The  systems  operations  group  that  supports  marketing  has 
access  to  the  coding  that  Kohnke’s  group  developed  to  score 
customers.  They  pull  from  the  customer  warehouse  the  list  of 
customers  most  likely  to  leave  and  to  purchase  a  mutual  fund, 
and  they  give  it  to  the  marketing  program  managers  who 
develop  programs  for  Prudential’s  sundry  segments. 

Then  the  systems  operations  group  prepares  the  files  and 
sends  them  on  a  tape  drive  to  the  fulfillment  house,  which  pro¬ 
duces  the  materials  for  a  direct  mailing.  Of  course,  one  of  the 
brochures  with  information  on  mutual  funds  finds  its  way  to 
Lang’s  mailbox.  She  calls  the  800  number  provided  on  the  bro¬ 
chure.  When  she  gives  her  name  and  phone  number  to  the  call 
center  agent,  he  sees  that  it  matches  the  information  in  the  cus¬ 
tomer  warehouse  and  knows  exactly  which  campaigns 
Prudential  has  mailed  to  her.  He  logs  Lang’s  call  into  Pruden¬ 
tial’s  call  center  tracking  system  and  notes  the  nature  of  their 
conversation  and  whether  she  wants  to  be  contacted  by  a  sales¬ 
person  or  mailed  a  prospectus.  The  log  automatically  triggers 


a  lead,  which  is  sent  to  the  sales  department  via  Prudential’s 
Lotus  Notes  database. 

If  the  salesperson  opens  a  new  mutual  fund  for  Lang,  the 
application  gets  keyed  into  the  business  system  for  mutual 
funds,  which  is  one  of  the  65  feeds  that  create  the  customer 
warehouse  each  month,  so  the  information  about  Lang  opening 
a  new  mutual  fund  eventually  reaches  the  customer  warehouse. 
The  salesperson  also  files  the  outcome  of  his  call  in  a  database 
that  the  systems  operations  group  extracts  to  find  out  what  hap¬ 
pened  with  the  lead. 

“It’s  a  closed  loop,”  says  Kohnke,  refer¬ 
ring  to  the  new  world  of  CRM.  “It’s  much 
more  dynamic  than  in  the  past.  It’s  building 
your  systems  and  processes  around  the  cus¬ 
tomer.  It’s  a  much  different  relationship 
between  marketing  and  other  parts  of 
the  organization,  and  it’s  really  enabled  by 
technology.” 

Of  course,  closing  this  loop  is  no  easy  feat. 
Nitty-gritty  work  has  to  be  done  each  step 
of  the  way.  The  hardest  part,  according  to 
Prudential  Senior  Vice  President  and  CIO 
William  D.  Friel,  is  scrubbing  the  data.  Chief  IT  Architect 
Lacovara  agrees.  He  explains  that  as  the  systems  feeding  the 
data  warehouse  are  updated  (as  often  as  once  a  week),  “they 
change  to  some  extent  the  data  that  is  coming  in.”  IT  has  to  find 
ways  to  translate  different  file  layouts  across  different  systems 
and  get  terms  like  balance  and  premium  to  mean  the  same  thing 
so  that  when  they  are  put  into  data  models,  analysts  can  get 
accurate  results. 

“We  use  rules  about  the  structure  and  translation  of  files 
and  set  a  rigorous  process  for  people  to  inform  us  of  changes 
in  the  data  sources,”  says  Lacovara.  “It’s  a  job.  There’s  no 
magic,  just  a  lot  of  work.  You  need  to  impose  discipline.  You 
can’t  leave  things  up  to  wizardry.” 

CHARLES  SCHWAB:  Closing  the  Loop 
Dolores  O'Riordan  (another  hypothetical  customer)  was  not  a 
Schwab  client  when  she  first  called  the  company  to  inquire 
about  an  IRA.  During  that  initial  contact,  the  call  center  agent 
captured  her  name,  address  and  request  in  Schwab’s  central 
database  (a.k.a.  the  core  production  system)  so  that  the  mar¬ 
keting  department  could  send  her  information  about  retire¬ 
ment  funds.  The  call  center  rep  also  asked  her  if  she  owned 
any  other  stocks  or  equities  and  whether  she  considered  her¬ 
self  a  beginning  investor. 

All  business  transactions,  including  the  call  between 
O’Riordan  and  the  agent,  are  processed  and  stored  on  the 
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There’s  no  magic , 


JUST  A 

LOT  OF  WORK.  YOU  NEED  TO  IMPOSE  DISCIPLINE. 
YOU  CAN’T  LEAVE  THINGS  UP  TO  WIZARDRY.” 

-Prudential  VP  of  IS  Peter  Lacovara 
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A  leading  Java-based  personalization  and  e-commerce  platform. 
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A  network  of  more  than  150  of  the  world’s  best  technology  and  solution  partners 
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Over  400  worldwide  customers  including  Benetton,  BlueLight.com,  Eastman  Kodak,  and  J.Crew. 
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ATFORM 


Do  you? 


e-Business  isn't  about  building  a  Web  site;  it’s  about  running  your  business.  ATG  understands  that.  For  more 
than  five  years,  we’ve  provided  a  software  and  application  platform  that  helps  businesses  build  and 


manage  online  relationships  with  customers,  suppliers,  and  partners.  Our  solution,  ATG  Dynamo, 
offers  everything  from  multilingual  and  wireless-Web  support  to  a  scalable  platform  that  grows  with 
your  business.  Introduce  your  e-business  team  to  our  platform  by  visiting  us  online  at  www.atg.com/platform 
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CHARLES  SCHWAB  SENIOR  VICE  PRESIDENT  OF  RETAIL 
TECHNOLOGY  BETH  DEVIN’S  ANALYSTS  PREDICT 
CUSTOMER  NEEDS  AND  PREFERENCES  USING  INFERENCE 
ALGORITHMS,  A  TOOL  SHE  CONSIDERS  “WAY  POWERFUL." 

core  production  system,  according  to  Beth  Devin,  senior  vice 
president  of  retail  technology  for  the  San  Francisco-based  bro¬ 
kerage.  Devin’s  team  customized  applications  from  Siebel 
Systems  to  track  Schwab’s  business  development  activity  with 
individual  investors  on  this  production  system.  The  next  time 
O’Riordan  phones  the  call  center,  the  agent  knows  exactly 
what  took  place  during  her  first  flirtation  with  Schwab  and 
has  an  idea  of  her  needs  based  on  the  information  the  ana¬ 
lysts  pulled  out  of  the  data  marts  and  brought  back  up  to  the 
production  system.  Similarly,  a  sales  manager  can  find  out  if 
one  of  her  staff  is  following  up  with  O’Riordan’s  request  for 
information  on  IRAs. 

The  information  about  O’Riordan,  and  all  of  Schwab’s  7.1 
million  active  accounts,  is  replicated  in  the  company’s  data  ware¬ 
house,  which  serves  as  the  data  distribution  house  for  the  data¬ 


base  marketing  systems  in  retail.  Devin  explains  that  analysts  use 
the  data  warehouse  for  reporting,  analysis  and  what-if  trend¬ 
ing.  It  is  fed  by  multiple  production  systems,  including  the  com¬ 
pany’s  one  customer  production  database.  The  data  warehouse 
feeds  different  data  marts  inside  each  of  Schwab’s  business  units. 
Marketing  analysts  work  off  these  data  marts  to  do  their  mod¬ 
eling  and  sort  Schwab’s  customers  into  different  groups  accord¬ 
ing  to  gender,  affluence,  trading  activity,  channel  preference  and 
the  frequency  with  which  they  deal  with  Schwab. 

When  the  modelers  analyze  the  customer  data,  they  also  try 
to  make  inferences  about  customers’  needs  and  preferences 
using  so-called  inference  algorithms,  a  tool  Devin  considers 
“way  powerful.”  If  they  find  that  O’Riordan’s  call  for  infor¬ 
mation  on  IRAs  was  echoed  by  hundreds  of  others  who  share 
similar  characteristics  (for  example,  they  are  all  in  their  late 
20s  and  earn  between  $40,000  and  $60,000),  the  marketing 
department  will  ramp  up  its  efforts  to  market  IRAs  to  that  seg¬ 
ment.  The  information  about  which  customers  fall  into  vari¬ 
ous  segments  is  fed  into  the  production  system  so  that  all  of 
the  different  touch  points  (Internet,  call  center  or  branch  office) 
have  access  to  it.  These  different  channels  interface  with  the  core 
production  system,  making  the  transfer  of  data  from  one  system 
to  another  and  from  business  analysts  to  the  call  center  reps 
virtually  seamless. 

“It’s  a  loop,  really,”  says  Devin,  explaining  the  way  infor¬ 
mation  about  customers  is  aggregated,  stored,  processed  and 
disseminated.  “As  customers  do  business  with  Schwab,  we 
capture  information  about  these  interactions  in  our  one  cen¬ 
tral  customer  database.  We  feed  this  information  down  to  the 
data  mart,  and  it  gets  in  the  hands  of  the  marketing  analysts, 
who  have  tools  to  analyze  the  data.  After  the  analysis,  they 
create  new  data  and  feed  it  back  up  to  the  database  weekly  or 
nightly,  depending  on  how  much  information  we  have,  com¬ 
pleting  the  loop  up  to  the  production  system.  Because  of  the 
way  our  systems  are  architected,  all  of  our  channels  interface 
with  the  same  production  database. 

“We  have  some  basic  infrastructure  in  place  and  a  number 
of  initiatives  under  way  that  are  going  to  make  our  customer 
segmentation  strategy  even  more  robust,”  says  Devin.  “It’s  not 
just  about  data  marts.  It  permeates  all  of  our  operational  and 
touch-point  systems.” 

All  three  financial  service  providers  agree  that  although  tech¬ 
nology  plays  a  fundamental  role  in  enabling  customer  segmen¬ 
tation,  the  key  to  really  making  it  a  success  is  believing  that,  as 
Royal  Bank’s  Lippert  puts  it,  “understanding  the  customer  is 
something  you  can  translate  into  value.”  BE] 


Staff  Writer  Meridith  Levinson  can  be  reached  at  mlevinson@cio.com. 
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Visit  the  Exhibit  Hall  and  hear  industry  visionary  keynotes  at  OpenWorld  2000. 


Exhibits  Showcase 
Interact  with  over  300  of  Oracle’s 
strategic  partners  presenting  the  latest 
e-business  solutions. 

Keynote  Speakers 

Hear  the  industry’s  leading  visionaries 
talk  about  the  future  of  e-business. 


MOSCONE  CENTER , 
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EXHIBIT  HALL 
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check  www.oracle.com/openworld  for  updates. 
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ORACLE  OPENWORLD  2000  KEYNOTE  SPEAKERS 
Some  of  the  featured  speakers  are: 


Larry  Ellison 
Chairman  and  CEO 
Oracle  Corporation 
Tuesday,  October  3 


Craig  Barrett 
President  and  CEO 
Intel  Corporation 
Tuesday,  October  3 


Mike  Ruettgers 

CEO 

EMC 

Wednesday,  October  4 


Scott  McNealy 
Chairman  and  CEO 
Sun  Microsystems 
Thursday,  October  5 


Duane  Zitzner 
President,  Computer 
Systems  Organization 
Hewlett-Packard 
Monday,  October  2 


Don’t  miss  other  key  industry  visionary  speakers  at  OpenWorld  2000. 
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ORACLE 

WORLD 


October  1  -  5,  2000 

Moscone  Center 

San  Francisco,  California 


GO  BEYOND  THE  ORACLE  OPENWORLD  2000  EXHIBIT  HALL 
Full  conference  highlights  include: 

•  More  than  500  technical,  keynote,  educational  and  hands-on  sessions 

•  Insights  from  today’s  leaders  and  visionaries 

•  An  inside  look  at  the  newest  technologies  and  e-business  solutions 

•  Unrivaled  networking  opportunities  and  events 

REGISTER  NOW  AND  SAVE! 

Go  online  for  complete  conference  details,  including  agenda,  sessions, 
exhibits  and  networking  opportunities.  Visit  www.oracle.com/openworld 
or  call  1.888.933.4634.  International  calls  please  use  +1.972.349.7686. 

Check  back  often  for  continued  updates  on  special  events. 
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GO  ONLINE  FOR  A  FREE  EXHIBIT  HALL  PASS 
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SOFTWARE  POWERS  THE  INTERNET 


CONFERENCE  AND  EXHIBITION 

ATLANTA  Sept.  24-29,  2000 


Connect  with 


E-BUSINESS  SOLUTIONS 


Featuring  the 


at  the  Southeast  s  Leading  High-Tech  Event 


SUMMIT 


Conference 


In  today's  hyper-competitive  new  economy,  your  company  is  only  as  strong 
as  its  e-infrastructure.  Success  and  survival  depend  on  constant  innovation. 
Meet  your  infrastructure  needs  to  advance  your  e-business  goals  at 
NetWorld+Interop  2000  Atlanta — the  Southeast's  leading  high-tech  event. 


Register  online 
for  your 

FREE 

exhibits 

pass. 


Learn  to  maximize  the  value  of  your  technology  investment  at  the  two-day 
Strategic  Interop  conference,  part  of  700+  hours  of  world-class  education. 
Meet  more  than  500  leading  vendors  and  start-ups  with  solutions  to  help  you 
transform  your  information  infrastructure  into  a  competitive  asset. 


Join  50,000+  professionals  capitalizing  on  the  convergence  of  voice,  data 
and  video.  At  NetWorld+Interop,  leaders  and  decision-makers 
from  top  enterprises  and  service  providers  come  together  to 

Keynote  by  strategize,  innovate  and  see  where  the  industry  is  going. 

Cariy  Fiorina 

of  Hewlett 
Packard 


Connect  uiith  success 


Register  Today  at  uiuiui.interop.com 

888-886-4057  u*e  i 


ey3M edi a  Event 


ie,  Start-Up  City,  ENT  Zone,  Interop  Insider,  and  related  design  marks  and  logos  are  trademarks 
in  the  United  States  and  other  countries.  NetWorld  is 
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Now  it’s  time  for  an  industry 
standard  to  manage  them. 


Let's  face  it.  You  have  to  be  on  the  Leading  edge  of  what  has  become 
known  as  e-business.  But  you  cannot  afford  to  Lose  saLes,  customers 
and  brand  reputation  because  of  faiLed  transactions.  So  your  systems 
must  be  more  than  exceLLent.  They  must  be  faiLsafe. 

ReLax.  Tonic  has  arrived. 

?  Now  you  can  feeL  comfortabLe  about  your  company's  dependence  on 
web  appLications.  Because  the  Tonic  enterprise  soLution  heraLds  a 
new  era  of  web  appLications  management. 

Load  testing  and  integrity  assessment  before  going  Live.  And 
on-going  monitoring  of  systems  beyond  anything  previousLy  offered 
by  a  singLe  company.  That's  Tonic. 

Active  within  hours,  not  days.  Easy  to  use  with  no  retrofitting  of 
your  systems  required.  But  with  the  scaLabiLity  to  simuLate  miLLions, 
not  just  thousands,  of  simuLtaneous  users.  After  aLL,  you  pLan  to  be  that 
successfuL,  right? 


SuddenLy  the  Leading  edge  is  a  much  more  comfortabLe  pLace  to  be. 

www.tonic.com 


TONIC 


Guaranteeing  Your  Net  Works. 
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PROFILE 

SOCIAL  SECURITY 
ADMINISTRATION 

Location  Baltimore 

URL  www.ssa.gov 

Business  Social  insurance 

Commissioner  Kenneth  Apfel 

CIO  John  Dyer 

Revenues  $514. 8B 

Employees  80,000 


Government  offices  are  notorious  for  bad 
customer  service.  Social  Security  is 
leading  efforts  to  ruin  that  reputation. 

BY  SARAH  D.  SCALET 

ven  a  woman  who  owes  Social  Security  money  isn’t 
grumbling  as  she  leaves  the  Social  Security  Administration’s  (SSA) 
field  office  in  downtown  Framingham,  Mass.  “They’re  great; 
they’re  taking  care  of  me,”  she  says,  explaining  that  a  little  of  the 
money  the  agency  overpaid  her  is  being  taken  out  of  her  disability 
check  each  month.  A  younger  customer  remarks  that  his  visit  to 
the  office  to  get  a  replacement  Social  Security  card  was  surpris¬ 
ingly  quick.  “I  was  expecting  something  like  the  Registry  of 
Motor  Vehicles.  But  it  was  painless.”  One  after  the  other,  satisfied 
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SOCIAL  SECURITY’S  CIO 
JOHN  DYER  ifHvERY 

AMERICAN  TAXPAYER 

FOR  A  CUSTOMER. 
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customers  stream  out  the  door  of  an  agency  that  provides  a 
safety  net  for  disabled  workers,  retirees  and  survivors — and 
whose  customers-for-life  include  every  working  citizen  of  the 
United  States.  People  don’t  go  into  details — this  is  personal  busi¬ 
ness — but  when  asked  how  their  experience  was,  they  say  good, 
good,  good. 

That’s  what  the  SSA  wants  to  hear.  Faced  with  an  uncertain 
future,  the  agency  is  focusing  on  using  IT  to  better  serve  and 
educate  its  customers,  both  current  beneficiaries  and  the  public 
at  large.  Through  automation,  SSA  hopes  its  employees  can 
better  serve  a  growing  number  of  beneficiaries,  customers  can 
better  serve  themselves,  and  the  agency  can  gain  public  support. 
“One  way  people  come  to  trust  us  is  when  they  do  business 
with  us  and  we  do  a  good  job,”  says  Antonia  Lenane,  senior 
adviser  to  the  commissioner  on  customer  service  integration. 
“And  getting  the  American  public’s  trust  is  everything.” 


MOTIVATION 

Social  Security  has  been  a  charged  issue  since  its  creation  in 
the  1930s,  when  politicians  were  divided  over  whether  the 
government  should  provide  such  benefits  at  all.  Today,  advo¬ 
cating  the  elimination  of  such  a  popular  program  would  be 
political  suicide;  debate  focuses  instead  on  how  to  solve  the 
agency’s  long-term  financial  challenges  and  reform  the  system. 

Andy  Landis,  author  of  Social  Security:  The  Inside  Story , 
puts  his  finger  on  the  implicit  promise  the  agency  makes  to 
American  workers  with  every  paycheck  deduction.  “ Social 
meaning  we  all  go  into  it  together,  and  security  meaning  it’s 
secure.  It’s  a  safety  net,  not  high-flying  benefits.” 

Some  fear  that  this  safety  net  is  tom  and  can’t  be  mended. 
They  have  reason  to  worry.  The  General  Accounting  Office 
(GAO)  recently  reported  to  Congress  that  today’s  longer  life 
expectancy,  lower  birth  rates  and  the  coming  retirement  of  baby 
boomers  means  that  by  2030  there  will 
be  only  2.1  workers  for  every  beneficiary, 
compared  with  3.4  today  and  5.1  in  1960. 
Once  SSA’s  trust  funds  are  depleted  in 
2037,  revenue  will  cover  only  72  percent 
of  promised  payments.  While  politicians 
and  pundits  wrangle  over  whether  to 
mend  the  net,  reweave  it  or  throw  it  out, 
SSA  seeks  to  serve  a  growing  pool  of  ben¬ 
eficiaries  with  a  minimum  increase  in 
administrative  costs. 

Customer  service  has  always  been 
sewn  into  the  agency’s  culture.  But  there 
are  new  incentives  to  providing  good  ser¬ 
vice  to  people  who  have  to  be  customers. 
“[The  SSA]  risks  a  lot  if  it  alienates  cli¬ 
ents,”  says  Landis,  who  worked  on  Social 
Security’s  front  lines  from  1977  to  1990 
before  turning  his  focus  to  writing  and 
speaking  about  retirement  planning.  “It’s 
risking  political  goodwill — the  people  say¬ 
ing,  ‘We’re  going  to  get  the  laws  changed 
so  that  we  don’t  have  to  pay  anymore.’” 

SELF  HELP 

Vice  President  Al  Gore’s  National  Part¬ 
nership  for  Reinventing  Government 
:reated  from  the  National  Per¬ 
formance  Review  in  1993  with  the  aim 
of  making  government  work  better  and 
cost  less — sparked  Social  Security  to 
redouble  its  customer  service  efforts, 


Social  Security  learns 
from  its  mistakes 


For  Your  Eyes  Only 

A  WELL-INTENTIONED  effort  to  put  individual  retirement  estimates  online 
caused  a  hullabaloo  in  1997,  when  public  opinion  resoundingly  nixed  a  feature 
allowing  anyone  with  a  few  details— birthday,  mother’s  maiden  name  and  the 
like— to  access  an  individual’s  complete  earnings  records.  But  bad  publicity 
over  the  failed  online  Personal  Earnings  and  Benefit  Estimate  Statements 

hasn’t  deterred  the  Social  Security  Admini¬ 
stration  from  serving  the  public  though  its 
website.  If  anything,  the  incident  has  sharpened 
the  agency’s  focus  on  keeping  private  the  earn¬ 
ings  records  of  125  million  American  workers. 
“Do  we  want  to  have  an  online  statement?  Of  course  we  do,”  says  Commis¬ 
sioner  Kenneth  Apfel.  “Will  we?  Of  course.  But  not  until  the  adequate  safety  and 
security  systems  are  put  in  place."  Right  now,  public  key  infrastructure  is  not 
an  affordable  way  for  Social  Security  to  deal  with  individual  customers,  he  says, 
so  the  statements  will  not  be  available  online  until  costs  come  down  and  the 
public  demands  that  statements  are  delivered  that  way. 

In  the  meantime,  the  agency  found  a  creative  way  to  make  estimates 
available  at  its  website  ( www.ssa.gov ).  Workers  can  choose  from  three  calcula¬ 
tors  for  estimating  retirement  benefits,  none  of  which  link  to  Social  Security 
databases.  The  quickest  one  gives  a  rough  estimate  based  on  current  age 
and  income,  and  the  standard  calculator  has  entry  fields  for  annual  income 
since  1951.  The  most  detailed  calculator  is  a  small  program  that  a  user  must 
download  and  run  separately  from  the  browser.  Not  only  do  the  calculators 
bypass  many  security  concerns,  individuals  can  see  how  estimates  change 
when  they  fiddle  with  numbers  such  as  planned  retirement  age. 

-S.D.  Scalet 


(NPR) 
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Lenane  says.  By  many  accounts,  the 
efforts  have  paid  off  at  this  behe¬ 
moth,  which  last  year  tallied  26 
million  customer  visits  to  its  1,300 
field  offices,  70  million  calls  to  its 
toll-free  number  and  10  million 
visitors  to  its  website. 

In  the  University  of  Michigan’s 
1999  American  Customer  Satis¬ 
faction  Index  Survey,  SSA’s  courtesy 
and  professionalism  ratings  were 
comparable  to  the  best  private  com¬ 
panies.  In  the  1999  Government 
Performance  Project  conducted  by 
Syracuse  University  and  Govern¬ 
ment  Executive  Magazine,  the 
agency  received  the  only  A  (well,  an 
A-)  awarded  to  the  federal  govern¬ 
ment,  for  the  use  of  technology  to 
improve  transactions.  In  the  mid- 
’90s,  Boston-based  financial  services 
research  firm  Dalbar  ranked  the 
SSA’s  call  center  the  best  in  the 
nation  for  courteous  and  efficient 
service. 

Twelve  years  ago,  when  the 
agency  established  one  of  the  gov¬ 
ernment’s  first  toll-free,  nationwide 
call  centers,  “Social  Security  led  the 
charge  for  showing  that  you  can 
create  customer  service  solutions 
using  new  technology,”  says  Morley  Winograd,  director  of 
NPR,  Gore’s  interagency  task  force.  “Once  again,  it’s  leading 
the  way  in  trying  to  think  of  the  things  that  it  can  do  over 
the  Net.” 

Social  Security  Online  ( www.ssa.gov )  is  already  a  big  part 
of  the  agency’s  strategy  for  disseminating  information.  Visitors 
can  go  to  a  “Top  10”  section  that  reflects  what  most  people 
do  at  the  site.  They  can  download  two  dozen  forms,  sign  up 
for  an  electronic  newsletter,  find  the  hours  and  location  of  the 
nearest  field  office  and  calculate  estimated  retirement  benefits. 
Ultimately,  SSA  executives  want  customers  to  be  able  to  con¬ 
duct  all  Social  Security-related  business  online,  with  full  authen¬ 
tication  and  privacy  guarantees.  They  also  want  to  use  the 
Internet  to  exchange  wage  data  with  employers.  Meanwhile, 
they  are  installing  more  sophisticated  routing  software  for  the 
call  center,  getting  field  office  employees  the  same  automated 
onscreen  answers  that  call  center  agents  have  and  making  sure 


that  information  is  available  in  several  languages,  with  files 
coded  so  that  notices  are  sent  in  the  appropriate  language. 

“We’re  constantly  trying  to  automate  whatever  we  can,”  says 
John  Dyer,  CIO  and  executive  director  to  the  deputy  commis¬ 
sioner.  Not  only  does  automation  speed  things  up,  but  “if  the 
employees  have  good  tools  at  their  disposal,  that  makes  it  eas¬ 
ier  to  be  courteous.” 

OUTREACH 

Fifty  million  Americans  receive  Supplemental  Security  Income 
and  Old  Age,  Survivors  and  Disability  Insurance  payments  each 
month.  But  the  SSA  now  considers  the  entire  taxpaying  public 
its  customers,  too,  and  is  reaching  out  to  them  in  the  form  of 


ssa  commissioner  KENNETH  APFEL  won’t  let  the  agency 

REST  ON  PAST  SUCCESSES. 
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earnings  information  and  benefit  estimates  sent  each  year  to 
workers  age  25  and  older.  Commissioner  Kenneth  Apfel  says, 
“If  we  can  touch  each  person  on  a  yearly  basis,  we  can  help 
them  not  only  think  about  what  else  they  need  to  do  to  pre¬ 
pare  for  retirement  but  also  when  to  retire.” 

In  truth,  retirement  is  the  least  of  SSA’s  concerns.  Benefits 
are  straightforward — a  set  amount  based  on  lifetime  earnings 
and  retirement  age — so  those  systems  have  been  pretty  easy  to 
automate,  administrators  say.  Disability,  however,  is  another 
beast,  one  that  the  GAO  makes  clear  is  hurting  the  agency. 
Although  most  payments  go  to  retirees,  a  disproportionate 
amount  of  administration  is  spent  on  disability.  Situations  are 
harder  to  evaluate,  medical  conditions  change  and  sometimes 
beneficiaries  are  dishonest.  Claims  can  spend  many  months 
backlogged,  tied  up  in  paperwork  or  under  appeal.  The  agency 
is  working  on  software  that  will  streamline  the  process  of  deter¬ 
mining  who  qualifies  for  how  much  disability  and  making  sure 
that  every  single  check  SSA  writes  is  the  right  amount  for  the 
right  person. 


“If  the  employees 


HAVE  GOOD  TOOLS 
AT  THEIR  DISPOSAL,  THAT  MAKES  IT  EASIER 
TO  BE  COURTEOU S.”  SSA  CIO  John  Dyer 


STONES  UNTURNED 

Even  a  model  government  agency  with  a  stack  of  customer 
service  awards  has  a  long  way  to  go.  Author  Landis  says 
younger  people  especially  mistrust  the  agency — fueled  by  op¬ 
ponents  of  government-sponsored  social  services  and  by  invest¬ 
ment  houses  that  stand  to  make  a  profit  if  the  system  is  priv¬ 
atized.  Landis  says,  “In  our  early  years,  we  think,  ‘It’s  just  a 
ripoffi’  As  we  near  retirement,  we  think,  ‘Oh,  it’s  a  valuable  ben¬ 
efit,  and  we’d  better  see  it  preserved.’”  He  adds,  “Every  gener¬ 
ation  has  thought,  ‘It  won’t  be  there  for  me,’  and  it  turns  out 
to  be  there.  [Social  Security]  could  run  dry,  but  only  if  it  doesn’t 
make  changes.” 

Last  September  in  its  annual  report,  the  Social  Security 
Advisory  Board  noted  that  “although  the  agency’s  difficulties 
will  grow  in  the  next  decade,  it  has  a  number  of  service  deliv¬ 
ery  problems  that  need  attention  now.”  Never  mind  getting 
worse — things  are  bad  enough  already,  the  report  seems  to  say, 
citing  problems  with  telephone  hold  times,  crowded  field  offices 
and  heavy  employee  workloads.  A  February  testimony  from  the 

GAO  stressed  the  extent  and  seriousness 
of  Social  Security’s  challenges,  reporting 
that  the  agency  had  “mixed  success”  in 
implementing  IT  initiatives — such  as  a 
failed  seven-year  effort  to  automate  dis¬ 
ability  claims.  (Because  of  software 
development  and  performance  prob¬ 
lems,  they  had  to  start  over.) 

At  headquarters  in  Baltimore,  admin¬ 
istrators  are  undaunted.  “We’re  happy 


In  this,  CIO  Dyer  emphasizes  “matching”:  agreements  with 
sources  such  as  prisons,  funeral  homes,  newspapers  and  other 
government  agencies.  Comparing  its  databases  helps  SSA  find 
beneficiaries  who  can  be  taken  off  the  rosters.  Dyer  says  18  to 
20  new  contacts  are  added  each  year  to  the  5,000  independent 
organizations  already  involved  in  the  program.  “Private  com¬ 
panies  focus  on  selling,  marketing,  improving  the  customer 
interface  and  collecting  the  bills.  We  try  to  make  sure  that  cus¬ 
tomers  are  in  the  situation  they  told  us  they  are,”  Dyer  says. 
“You  don’t  classically  think  of  that  as  customer  service,  but 
we  think  of  it  as  broader  service  to  taxpayers.” 

At  any  government  office,  serving  customers  is  more  com¬ 
plicated  than  just  doing  what  makes  them  happy.  “We  are  the 
stewards  of  the  taxpayers’  money.  Whenever  we  look  at  an 
initiative  to  improve  customer  service,  we  have  to  ask  whether 
there  are  risks,”  says  Lenane — to  avoid  bad  publicity  like  the 
uproar  when  benefits  information  was  put  online  (see  “For 
Your  Eyes  Only,”  Page  142).  “Then  we  have  to  figure  out  how 
we  make  it  happen  with  the  resources  we  have.” 


but  not  satisfied  with  the  results,”  is  how  Deputy  Commissioner 
William  Halter  sums  up  the  agency’s  service  efforts.  Social 
Security  will  keep  finding  new  ways  to  listen  to  customers  and 
to  serve  them  more  efficiently.  SSA  already  has  a  searchable  data¬ 
base  on  its  intranet,  where  employees  can  read  the  results  of 
surveys,  focus  groups  and  interviews  with  customers.  One  out¬ 
side  source  called  these  market  measurement  systems  the  most 
accurate  of  any  she’s  seen.  SSA  is  also  developing  a  uniform, 
automated  system  for  tracking  the  resolution  of  both  individual 
complaints  and  larger,  systemic  problems. 

Commissioner  Apfel  says  the  answers  to  Social  Security’s 
service  challenges  must  come  from  IT.  “The  Internet  has  to  be 
our  way  to  provide  service  to  millions  and  millions  in  the 
future,”  he  says.  “I  think  the  Social  Security  Administration  will 
always  be  part  of  the  fabric  of  this  country,  but  we  could  be  hurt 
if  we  don’t  stay  up  with  the  technology.”  HPl 

Staff  Writer  Sarah  D.  Scalet  hopes  Social  Security  hangs  in  there  for  several 
more  decades.  How  about  you?  E-mail  her  at  sscatet@cio.com. 
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W: 

Autonomy 


Solutions  for  Automating 
Corporate,  E-Commerce,  and 
New  Media  Portals 


There’s  a  name  for  the  Web  pages,  emails,  and  documents  overwhelming  your  company:  e-mess.  And  buried  in  the  e-mess  is 
business-critical  information  -  the  currency  of  the  information  economy.  Fortunately,  there’s  a  way  to  make  sense  of  it  all  -  automatically. 
It’s  called  Autonomy!"  The  only  solution  that  personalizes,  categorizes,  links,  and  delivers  the  gold  buried  in  your  e-mess.  No  more 
manual  tagging.  No  more  junk-laden  keyword  searches.  Just  critical  information  delivered  instantly  and  automatically.  Reduce 
costs,  optimize  efficiencies,  and  clean  up  your  e-mess.  Get  the  only  solution  that  automates  your  e-wortd  -  Autonomy,  www.autonomy.com 
Manage  your  e-mess.  Call  1-877-243-9955  to  get  a  free  demo  CD  and  information  on  a  seminar  in  your  area. 


INTRODUCING  THE 

SECURITY 
DUILT  ON  THE 

"ONE  SIZE 


It’s  called  Symantec  Enterprise  Security.  A  flexible,  confining,  so  you  can  construct  the  solution  that’s! 
modular  solution  for  everyone  who  recognizes  right  for  you.  We’ll  help  assess  your  security  needJ 
that  enterprise  security  isn’t  an  expense,  it’s  an  and  let  you  choose  from  among  our  best-of| 


investment  in  your  future. 
Symantec  Enterprise  Security 
is  comprehensive,  without  being 


Call  us  today  at  800-745-6054,  or  visit 
www.symantec.com/enterprise-security 

for  more  information  or  to  speak  to  a  sales  representative  now. 


breed,  multi-platform  Internet 
security  products.  Along  witfl 
our  world-class  professional 
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services  and  support,  you’ll  also  have  access  to  intrusion  prevention  products  assess,  monitor  and 
Symantec’s  security  partners,  and  to  the  Digital  enforce  predetermined  security  levels.  So  critical 
Immune  System1?'  our  unique  technology  for  detect-  business  and  e-commerce  assets  stay  secure.  With 
ing,  defining  and  curing  viruses.  Symantec’s  Symantec  Enterprise  Security  you’ll  have  the  tech- 
content-filtering  products  let  you  nology  and  the  confidence  you  need 

manage  Internet  usage.  Finally,  our  to  do  business  in  a  connected  world. 


intec  and  the  Symantec  logo  are  U.S.  registered  trademarks,  and  Digital  Immune  System  is  a  trademark  of  Symantec  Corporation.  ©2000  Symantec  Corporation.  All  rights  reserved. 
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CRM  from 


Scratch 


Frustrated  by  the  immaturity  of  current  CRM 
applications?  Build  them  yourself.  Others  have 
done  it  and  done  it  well. 

BY  LEE  PENDER 
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ive  years  ago,  the  Internet  was  still  somewhat  of  a  novelty,  enter¬ 
prise  resource  planning  (ERP)  was  the  technology  of  the  moment,  and  Dell 
Computer  Corp.  was  working  on  a  new  blend  of  technology  and  process. 
The  Round  Rock,  Texas-based  company  and  CIO-1 00  honoree  hatched  a 
concept  to  let  customers  design  and  order  systems  over  the  Internet.  As 
orders  came  in,  Dell  tracked  the  customer  information.  In  doing  so,  Dell 
was  one  of  the  first  companies  to  hit  on  the  concept  that  is  now  called  cus¬ 
tomer  relationship  management  (CRM). 

Fast  forward  to  today:  CRM  strategies  and  technologies  have  become 


KRAFT 

Northfield,  III. 
www.kraftfoods.com 


LANDS’  END 

Dodgeville,  Wis. 
www.landsend.com 

NORTEL  NETWORKS 

Brampton,  Ontario 
www.nortelnetworks.com 

STAPLES 

Framingham,  Mass. 
www.staples.com 
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FOR  LANDS’  END,  VP  OF  I  S.  JOHN  LORANGER  SAYS  CRM 
BUSINESS  PHILOSOPHY  COMES  FIRST-TECHNOLOGY  SECOND. 


the  next  big  thing.  Vendors  are  trying  to  capture  and  sell  the 
type  of  functionality  Dell  created  and  still  uses.  While  CRM 
has  recently  become  a  hot  market  category,  some  of  the  com¬ 
panies  that  have  successfully  automated  customer  relationships 
have  done  so  by  rolling  up  their  sleeves  and  developing  appli¬ 
cations  in-house. 

The  point  of  CRM  is  to  automate  and  ultimately  improve  a 
company’s  relationship  with  its  customers.  If  customers  know 
and  trust  a  company,  they  tend  to  come  back.  If  a  company 
can  create  a  system  that  recognizes  and  serves  customers 
through  multiple  channels — the  Web,  call  centers  and  in  per¬ 
son — it  can  drive  revenue  by  creating  a  loyal  customer  base. 

Refining  the  customer  interaction  process  is  the  first  critical 
step  in  developing  a  CRM  strategy.  Some  companies  have  tried- 


and-true  methods  of  attracting  and 
retaining  customers  and  simply  need  to 
create  a  framework  for  CRM  implemen¬ 
tation.  Others  may  need  to  rethink  cus¬ 
tomer  interaction  if  it  hasn’t  been  suc¬ 
cessful  in  the  past.  Ultimately,  a  CRM 
implementation  should  be  more  about  a 
culture  of  customer  service  than  it  is 
about  technology.  The  technology  is 
there  to  automate  existing  processes. 

John  Loranger,  vice  president  of  infor¬ 
mation  services  at  clothing  retailer  and 
CIO- 100  honoree  Lands’  End  in  Dodge- 
ville,  Wis.,  says  CRM  technology  alone 
is  not  enough  to  successfully  maintain 
customer  relationships.  A  company’s 
customer  culture — developed  through¬ 
out  years  of  service — must  drive  the 
technology.  Loranger’s  company  has 
developed  a  system  called  Lands’  End 
Live  that  lets  customers  click  a  link  on 
a  website  and  talk  directly  to  a  Lands’ 
End  representative  via  the  phone  or  a 
text-based  chat  session.  “Technology 
can  be  of  tremendous  assistance,”  he 
says,  “but  CRM  as  a  philosophy?  The 
business  leaders  have  to  decide  what  the 
philosophy  is.” 

The  technology  typically  comes  as  a 
package  of  applications,  including  data¬ 
base,  e-mail  response  automation  and  customer  tracking.  When 
it  works,  these  systems  help  sales  representatives  sell  additional 
and  higher-end  products — called  cross-selling  and  upselling — 
and  services  to  existing  customers.  While  those  additional  sales 
opportunities  provide  an  immediate  impact  on  the  bottom  line, 
generating  customer  loyalty  is  the  key  benefit. 

Time  is  of  the  essence  right  now,  because  companies  that 
establish  CRM  infrastructures  are  getting  a  jump  on  develop¬ 
ing  loyal  customer  bases.  “People  are  scooping  up  customers 
now,”  says  Peggy  Menconi,  research  director  for  e-business  rela¬ 
tionship  management  at  Boston-based  AMR  Research.  “Where 
the  money’s  coming  from  is  the  loyalty  thing.  The  loyalty  is  [a] 
bigger  piece  than  the  cross-sell  and  upsell.” 

Despite  the  glut  of  packaged  CRM  applications,  however, 
some  large  corporations  have  chosen  to  develop  CRM  appli¬ 
cations  in-house.  Several  such  projects  have  already  produced 
notably  successful  results.  For  instance,  Dell  now  hosts  more 
than  40,000  webpages  customized  for  customers  of  more  than 
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Are  you  really  an  e-business  if  this  is  how  you 

AGGREGATE  CONTENT? 


Content  is  your  ability  to  compete.  How  you  move 
information  from  vendors  and  partners  through  internal 
departments  to  end-users  and  customers  determines 
your  success  in  bringing  goods  and  services  to  market. 
Handle  content  like  so  much  surplus  inventory  from  the 
old  economy,  and  you’ll  see  your  strategic  advantage 
evaporate.  Only  Documentum’s  content  management 
platform  accelerates  critical  e-business  connections  with 
customers,  partners,  and  employees.  Power  your  online 
business  with  trusted  content.  Visit  www.documentum.com. 

documentum 


THE  ADVANTAGE  IS  CONTENT. 
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20,000  companies  in  40  countries.  These  sites  offer  self-service 
applications  that  take  workload  away  from  Dell  salespeople 
and  help  customers  solve  problems  without  picking  up  a  tele¬ 
phone  (see  “Power  to  the  People,”  Page  160).  More  impor¬ 
tant,  Dell  pulls  in  $40  million  per  day  in  Internet  sales,  the 
majority  through  its  customized  pages. 

CIO- 100  honoree  Staples  is  using  its  CRM  applications — 
also  developed  in-house — to  track  customer  activity  across  its 
multiple  sales  channels:  catalog  sales,  retail  stores  and  the 
Internet.  The  Framingham,  Mass. -based  company  did  track 
sales  by  channel  before  realizing  its  best  customers  shopped 
through  multiple  channels.  Now,  Staples  is  working  to  integrate 
information  resulting  from  customer  interactions  and  online 


KRAFT  FOODS  VP  OF  I.S.  MARK  FR0SETH  URGES  CAUTION  WHEN 
EXAMINING  THE  COSTS  OF  IMPLEMENTING  A  CRM  SYSTEM,  WHETHER 
DEVELOPED  BY  A  VENDOR  OR  IN-HOUSE. 


marketing  initiatives  into  its  Customer  Management  Infor¬ 
mation  System  (CMIS)  to  help  the  company  target  specific  cus¬ 
tomers  with  new  products  without  the  risk  of  annoying  them  by 
repeatedly  feeding  them  the  same  information.  Staples  can  also 
analyze  customer  contact  and  activity  in  ways  it  could  not  have 
imagined  before. 


RISKY  BUSINESS 

With  CRM  software’s  potential  for  increasing  revenues  and 
improving  customer  relations  comes  a  potential  for  disas¬ 
ter.  Unlike  ERP,  which  focuses  on  internal  processes  and 
resides  behind  the  corporate  curtain,  CRM  is  designed  for  cus¬ 
tomer  interaction.  Every  system  glitch  is  in  your  customers’ 

full  view.  Therefore,  as  much  as 
CRM  promises  to  help  retain  cus¬ 
tomers,  it  also  risks  confusing  them. 
“You  don’t  want  something  pop¬ 
ping  up  on  an  agent’s  screen  that 
the  customer  doesn’t  need  to 
know,”  Menconi  says.  “Your  web¬ 
site  has  to  be  friendly  or  people 
won’t  come  back.” 

The  potential  pitfalls  of  packaged 
CRM  systems  are  many,  especially 
given  the  relative  immaturity  of  the 
CRM  market.  Although  CRM  ven¬ 
dors  promise  customer-winning  pack¬ 
ages,  some  CIOs  and  analysts  doubt 
those  claims.  CIOs  at  large  corpora¬ 
tions  are  leery  of  sinking  millions  of 
dollars  into  a  relatively  unproven 
technology.  CRM  is,  after  all,  still  a 
new  marketspace. 

“You  have  the  cost,  the  ongoing 
maintenance,  the  implementation — 
that’s  [just]  to  get  you  started,”  says 
Mark  Froseth,  vice  president  of  IS  for 
sales  and  customer  service  at  CIO- 
100  honoree  Kraft  Foods  in  North- 
field,  III.,  of  the  costs  of  signing  on 
with  a  CRM  vendor.  “When  you  up¬ 
grade  to  the  next  version,  there  can 
be  considerable  cost  in  that”  as  well. 
Brian  Light,  executive  vice  presi¬ 
dent  and  CIO  at  Staples,  says  his  company  broke  a  standard 
practice  by  developing  CMIS  in-house,  initially  in  1996.  The 
system  was  revamped  in  1998.  “That  [strategy]  is  inconsistent 
with  what  we  have  historically  done,”  Light  says.  “We  didn’t 
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The  New  Look  of 


Outsourcing 


Powering  up  for  e-business  is 
no  small  undertaking.  Yet  you 
don’t  have  to  be  Einstein  to  know 
why  you’ve  got  to  be  there. 
Corporate  e-business  applications 
are  quickly  moving  from  drawing 
board  to  online  reality,  however, 
that’s  only  half  the  battle. 

Once  these  applications  are 
developed  and  rolled  out,  you 
come  face-to-face  with  the  enigma 
of  many  an  otherwise-decisive 
CIO:  how  to  provide  the  pre¬ 
dictable  service  and  performance 
required  to  ensure  your  successful 
foray  into  the  world  of  e-business. 

Doing  business  online  magni¬ 
fies  all  the  issues  that  have  come 
to  be  synonymous  with  the  high- 

#  IDG 
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E-quipped  to  enable  the  online  business  revolution,  today’s  “netsourcing” 
bears  little  resemblance  to  the  outsourcing  of  old 


WITH  THE  DOT-COM  EXPLOSION  and  the 

Fortune  1 000  clamor  to  re-engineer  for  Web-enabled 
applications,  it’s  clear  that  the  Internet  plays  a 
starring  role  in  doing  business  today.  While  leverag¬ 
ing  the  benefits  of  the  Internet  is  on  the  mind 
of  every  corporate  executive,  what  remains  in 
question  is  the  best  way  to  get  to  that  end  game. 
E-business  can  put  a  company  on  the  road  to  sizable 
rewards,  but  the  path  can  be  fraught  with  peril 
unless  the  underlying  technology  is  robust  enough 
to  handle  the  unique  demands  of  e-commerce. 


pressure  territory  of  distributed  IT 
enterprises — availability,  scalability, 
recoverability,  security  and  all  the 
rest.  Problem  is,  the  complexity  of 
these  critical  management  spheres 
escalates  exponentially  in  an  e-busi¬ 
ness  world. 

Keeping  the  Net  Generation  Happy 

After  all,  it’s  a  given  that  an  electron¬ 
ic  storefront  will  be  open  for  business 
24x7x365.  That  virtual  “always 
open”  sign  is  a  big  part  of  the 
Internet’s  ubiquitous  appeal.  Online 
customers — whether  B2C  or  B2B 
users — are  an  impatient  lot:  make 
them  wait  too  long  or  come  back  later 
and  you  may  never  see  them — or  their 
buying  power — again. 

Special  Advertising  Section 


It’s  a  brutal  reality  of  the  online 
culture  that  a  customer  can  easily 
“shop”  elsewhere  with  just  the  click 
of  a  mouse.  Loyalty  be  damned.  Face 
it:  People  do  business  online  for  the 
immediacy,  and  e-business  is  a  strong 
purveyor  of  instant  gratification. 

No  doubt  that  maximum  uptime 
is  a  must.  Then  factor  in  the  poten¬ 
tial  for  huge  variances  in  customer 
demand.  The  need  to  combine  maxi¬ 
mum  uptime  with  industrial-strength 
scalability  could  easily  cause  a  dor¬ 
mant  ulcer  to  flare  up.  Especially 
considering  that  most  companies  can’t 
ramp  up  the  management  systems 
and  the  number  of  skilled  staff  to 
control  the  nuances  and  complexities 
of  Internet-enabled  business. 


NETSOURCING 


special  advertising  section 


The  Moment  of  Truth  Arrives 

So  you’ve  built  your  online  applica¬ 
tions  and  you’re  ready  to  go  live.  Or 
are  you?  Can  your  e-business  infra¬ 
structure  really  do  the  job,  all  day, 
every  day,  regardless  of 
unpredictable  demand? 
According  to  IDC’s  1999 
Technology  Integration 
Panel  Study  of  North 
American  Businesses,  over 


options  for  harnessing  and  leveraging 
the  power  of  the  Internet.  Not  only 
do  they  want  to  move  e-business 
applications  into  production  as  rap¬ 
idly  as  possible,  they  want  optimum 
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Host-based  Intrusion  Detection  on  Each  Host 
■  Backup  and  Monitoring  Firewall 


An  example  of  the  complex  infrastructure  required  to  support  a  typical  B2B  application. 


OSTLY  AND  COMPLEX,  the  technology  infra¬ 
structure  that  supports  your  e-business  can 
make — or  break — your  e-business.  Building  out  an 
enterprise-class  IT/network  infrastructure  in  house, 

hiring  the  nec¬ 
essary  technical 
skill  sets,  and 
providing  24x7 
operational  sup¬ 
port  is  a  huge 
undertaking — 
one  that  can’t 
be  taken  lightly 
when  support¬ 
ing  mission-crit- 
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Backup  and  Monitoring  Firewall 
based  Intrusion  Detection  on  Each  Hos 


*  DBS  =  Database  Server 
App  Svr  =  Application  Server 
LAN  =  Local  Area  Network 


assistance  with  the  arduous  task  of 
going  from  business  to  e-business. 
Lumped  generally  under  the  term 
“outsourcing,”  these  companies  can 
step  in  and  take  charge  of  some  or  all 
of  your  IT  and  network 
infrastructure  needs. 

By  focusing  on  its  busi¬ 
ness  specialty — managing 
the  infrastructure  which 
underlies  its  clients’  applica¬ 
tions — an  outsourcer 


70  percent  of  network  or 
systems  downtime  is  caused 
by  factors  other  than  appli¬ 
cation  failure. 

If  that  weren’t  sobering 
enough,  all  indications  are 
that  the  problem  is  getting  worse. 
Why?  Because  most  internal  IS 
teams  either  don’t  possess  the  right 
skill  sets  to  work  in  such  a  new 
environment  or  are  already  under¬ 
manned  and  unable  to  retain  quali¬ 
fied  staff  in  a  limited  talent  pool. 

“High  profile  e-failures,”  notes  the 
Yankee  Group  analyst  Chris  Selland, 
“have  proven  that  it  is  not  enough  to 
build  an  e-business — ongoing  success  is 


ical  e-business  applications.  Netsourcing  is  a  viable 
and  cost-effective  solution  that  accelerates  time-to- 
market  and  delivers  a  complete,  reliable  solution  for 
mission-critical  e-business  applications. 


service  and  performance  once  the 
applications  are  rolled  out. 

Beating  the  Resource  Crunch 

This  paradigm  of  the  New  Economy  is 
stretching  IT  budgets  and  staff 
resources  like  never  before,  with  the  e- 
business  model  encompassing  the 
complete  spectrum  of  infrastructure 
components — servers,  networking, 
storage,  performance  management, 


can 


free  a  company’s  in-house 
staff  to  stay  focused  on  core 
business  issues  and  bottom- 
line  goals.  Done  right,  out¬ 
sourcing  delivers  improved 
application  uptime  that 
translates  to  revenue  growth 
and  greater  customer  loyalty 
and  retention — all  for  a  con¬ 
trolled,  predictable  fee. 

Smoke  and  Mirrors 

But  beware:  not  all  out¬ 
sourcing  is  created  equal. 
Many  first-generation 
hosting  providers  offer  a 
piecemeal  infrastructure  comprised 
of  technology  components  that  can’t 
keep  pace  with  the  demands  of  e- 
business.  Typically,  their  customers 
are  left  with  the  burdens  of  not 
merely  application  development,  but 
also  integration,  implementation  and 
equipment  provisioning. 

“We  wanted  a  well-oiled  machine, 
not  a  bunch  of  nuts  and  bolts,”  says  a 
CIO  from  a  leading  Fortune  1000 


“High  profile  e-failures  have  proven  that  it  is  not  enough  to  build  an 
e-business — ongoing  success  is  highly  dependent  on  a  company’s  ability  to 

provide  sustained  performance.” 


highly  dependent  on  a  company’s  abil¬ 
ity  to  provide  sustained  performance. 
Success  with  the  e-business  model  will 
go  to  those  able  to  appropriately  scale 
and  support  an  e-business  infrastruc¬ 
ture  over  the  long  term.” 

With  time-to-market  being  a  huge 
part  of  the  e-business  equation, 
Global  1000  corporations  and  dot¬ 
coms  alike  want  new-and-improved 

S  2 


security  and  much  more.  Building  and 
managing  the  scope  and  complexity  of 
this  kind  of  enterprise-scale  infrastruc¬ 
ture  is  something  that  few  IT  organi¬ 
zations  have  the  capital,  time  or 
expertise  to  completely  handle. 

Fortunately,  there  are  alternatives 
to  the  do-it-yourself  approach.  A 
wide  range  of  service  providers  of  dif¬ 
ferent  types  and  capabilities  offer 


company.  “We  wanted  someone  who 
could  take  care  of  everything  below 
the  application  layer.” 

He’s  not  the  only  IT  executive 
who  feels  that  way.  Ricky  Aaron  is 
CEO  of  myspace,  a  leading  online 
information  management  company. 
“We  were  looking  for  a  provider  who 
had  the  proven  ability  to  support  a 
fast-growing  and  high  functionality 
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NETSOURCING 


site,  as  well  as  a  commitment  to  pro¬ 
vide  solid,  reliable,  scalable  services 
we  could  build  our  business  on  for 
years  to  come,”  says  Aaron. 

A  New  Option:  Netsourcing 

With  its  technical  complexity  and 
performance  challenges,  the  bold  new 
frontier  of  e-business  is  leaving  first- 
generation  hosting  squarely  in  its 
rearview  mirror.  In  its  place  is  a  grow¬ 
ing  demand  for  a  new  breed  of  e- 
business  infrastructure  outsourcing 
called  “netsourcing,”  which  is 
obtained  through  a  single-source 


emerging  as  a  supercharged  alternative 
to  first-generation  hosting  for  a  num¬ 
ber  of  reasons.  Chief  among  them  is 
customers  gain  the  ability  to  obtain  all 
the  services  listed  previously  from  a 
single  provider.  Another  key  difference 
is  the  ability  to  achieve  sustained  per¬ 
formance  and  operational  support  for 
applications  that  demand  the  highest 
levels  of  availability  and  scalability. 

These  two  characteristics  make  net¬ 
sourcing  a  particularly  sound  match 
for  customers  and  applications  with 
high-end,  high-availability  require¬ 
ments  that  go  well  beyond  what  many 


ny’s  e-business  infrastructure.  One  of 
netsourcing’s  biggest  value-adds  is  that 
it  delivers  services  that  are  truly  “appli¬ 
cation  ready” — providing  a  total 
turnkey  approach  to  e-business  infra¬ 
structure.  This  differs  dramatically 
from  a  first-generation  hosting  provider 
who  may  provide  co-location  services 
that  call  for  a  client  to  supply  its  own 
fully  configured  server  that  will  be 
placed  in  a  secured  data  center  cage.  In 
contrast,  a  netsourcer  is  likely  to  pro¬ 
vide  the  servers,  the  storage  systems, 
security  and  network  management  plat¬ 
form  designed  into  the  custom-built, 


“Netsourcing  is  more  than  hardware.  It’s  actually  supporting  your  customer 
relationships.  Your  customer  relationships  come  down  to  availability  of  your 
application,  and  that  comes  down  to  the  netsourcing  provider.  Intira’s  not  only  hosting 

our  back-office,  they  are  hosting  our  customers.” 


service  provider  who  operates,  con¬ 
trols  and  manages  the  entire  infra¬ 
structure — both  IT  systems  and  the 
network. 

The  netsourcing  model  is 
designed  to  proactively  maintain 
business  continuity  by  avoiding  fail¬ 
ure  and  by  providing  a  single  point 
of  accountability.  Netsourcing  focus¬ 
es  on  providing  a  complete  infra¬ 
structure  for  Web-based  e-commerce 
and  other  next-generation  applica¬ 
tions  by  combining: 

•  Network  services 

•  Complex,  mission-critical 
hosting 

•  System  software  and  hardware 
provisioning 

•  Infrastructure  integration  and 
support  services 

•  Business  continuity  services 

“Netsourcers,”  says  Selland  of 

the  Yankee  Group,  which  coined 
the  term,  “provide  a  single-source, 
highly  available,  scalable,  high-per¬ 
formance  platform  for  hosted  busi¬ 
ness,  commerce  and  multimedia 
applications.” 

The  Netsourcing  Advantage 

This  is  definitely  not  your  father’s  idea 
of  outsourcing.  Probably  not  even 
your  older  brother’s.  Netsourcing  is 


network  and  hosting  providers  can 
offer.  Netsourcing  adds  significant 
value  beyond  merely  hosting  an  appli¬ 
cation,  because  it  provides  all  of  the 
requisite  network  and  IT  infrastruc¬ 
ture  services,  the  full  range  of  skilled 
technical  resources,  and  management 
systems  necessary  to  keep  that  applica¬ 
tion  running  and  available  at  maxi¬ 
mum  service  levels. 

Netsourcing  providers  assume  a 
much  greater  percentage  of  a  compa- 


fully  managed  infrastructure  solution. 

Because  of  their  extensive  invest¬ 
ments  in  IT  and  network  technology 
and  professional  expertise,  net¬ 
sourcers  can  significantly  shorten  a 
company’s  time-to-market  for  e-busi- 
ness  applications.  Typically,  compa¬ 
nies  who  use  netsourcing  can  expect 
to  save  two  to  four  calendar  months 
when  deploying  their  e-business 
applications  and  can  plan  to  be  up 
and  running  in  30  days. 


TRAPEZO’S  PARTNER  FUSION  PLATFORM,  a  comprehensive,  Web- 
based  merchandising  and  content  management  service  that  integrates 
and  automates  the  entire  e-business  partnering  process  end-to-end  for 
faster,  more  efficient  and  profitable  online  partnering,  is  critical  to  their  success. 

Trapezo  recognized  that  a  robust  IT 
and  network  infrastructure  was  essential 
for  running  its  mission-critical  business- 
to-business  application.  With  limited 
resources  and  a  commitment  to  out¬ 
source  non-core  operations,  Trapezo 
chose  not  to  build  the  required  infrastruc¬ 
ture  in-house,  but  to  outsource  it. 

Trapezo  researched  the  alternatives  and  chose  a  netsourcing  solution 
from  Intira  Corporation  which  delivered  the  complete  solution  Trapezo  was 
looking  for  —  one  provider  that  could  power  its  Web-partnering  applica¬ 
tion  service  with  a  world-class  integrated  IT  and  network  infrastructure 
managed  and  monitored  around  the  clock,  skilled  in-house  technical 
expertise,  robust  services,  guaranteed  application  availability  and  scala¬ 
bility  to  support  growth. 
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Sntira  Corporation:  Enabling  e-business  with  a 
foundation  you  can  count  on 

Intira  recognizes  that  your  application  is  your  business,  not  the  complex 
IT/network  infrastructure  and  operations  that  support  the  application. 
That's  why  our  Netsourcing  solutions  have  been  built  and  engineered 
from  the  ground  up  to  exclusively  support  mission-critical  e-business 
applications  with  the  highest  levels  of  application  availability. 

Intira  Netsourcing  Solutions  combine  all  the  IT  and  network  elements 
your  e-business  applications  require  to  deliver  successfully  time  after 
time — an  integrated,  world-class  IT  and  network  infrastructure;  highly 
automated,  secure  operations  and  management  systems;  a  broad  set  of 
highly  skilled  technical  resources;  and  a  full  range  of  robust,  value-added 
services.  And,  because  Intira  has  direct  and  immediate  control  of  the 
entire  infrastructure  your  applications  reside  on,  only  Intira  can  offer  a 
comprehensive  SLA  guaranteeing  application  availability  up  to  99.95  per¬ 
cent,  and  provide  you  with  a  single  point  of  accountability  for  the  entire 
Netsourcing  solution. 

At  Intira,  we're  driven  to  be  more  than  just  the  industry's  leading 
Netsourcing  provider.  We  want  to  be  a  full-fledged  partner  in  your  suc¬ 
cess.  That's  why  our  Netsourcing  solutions  are  designed  to  accelerate 
your  time-to-market,  reduce  costly  staffing  and  technology  investments, 
and  enable  you  to  focus  on  building  your  core  business. 

With  Intira,  you'll  get  more — far  more — than  what  traditional,  first- 
generation  network,  hosting,  or  co-location  providers  can  offer.  You'll 
get  a  solid  e-business  foundation  you  can  count  on  today  and  far  into 
the  future. 


For  more  information  about  Intira's 
Netsourcing  Solutions,  please  visit  our 
Web  site:  www.intira.com 
or  call  1-888-350-6290. 
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“Netsourcing  is  more  than  hard¬ 
ware,”  states  Randy  Wilcox,  CEO  and 
president  of  SingleSourcelT,  a  Web- 
based  information  technology  supply 
chain  management  solution  that  serves 
the  Global  2000  in  a  market  estimated 
at  $160  billion,  “it’s  actually  sup¬ 
porting  your  customer  relationships. 
Your  customer  relationships  come 
down  to  the  availability  of  your 
application,  and  that  comes  down  to 
the  netsourcing  provider.  Intira’s  not 
only  hosting  our  back-office,  they  are 
hosting  our  customers.” 

Single  Source  Accountability 

Because  they  take  control  and  opera¬ 
tional  ownership  of  all  IT  and  net¬ 
work  infrastructure  and  provide  com¬ 
prehensive  integration  and  support 
services,  single-source  netsourcers 
have  the  ability  to  offer  a  monumen¬ 
tally  important  benefit:  service  levels. 


Vendors  with  partial  or  alliance- 
based  offerings  or  those  that  broker  a 
set  of  providers  into  a  single  solution 
simply  can’t  achieve  this. 

When  applications  are  truly  busi¬ 
ness-critical,  it  is  imperative  that  com¬ 
panies  insist  upon  a  comprehensive 
service  level  agreement  (SLA)  backed 
up  with  always-accessible  Web-based 
reporting  tools  to  measure  infrastruc¬ 
ture  availability  and  assure  SLA  com¬ 
pliance.  Today,  only  a  few  leading 
netsourcers  can  deliver  this  kind  of 
agreement,  but  its  value  to  an  e-busi- 
ness  is  virtually  priceless. 

Like  outsourcing,  however,  not  all 
SLAs  are  created  equal  either.  If  an 
infrastructure  service  provider  doesn’t 
own  the  entire  infrastructure,  they  are 
relegated  to  offering  numerous  SLAs 
covering  individual  infrastructure 
components.  Only  a  single,  compre¬ 
hensive  SLA  that  looks  at  the  infra¬ 


structure  as  a  whole  can  guarantee 
all-important  application  availability. 
This  is  especially  important  in  the 
high-stakes  realm  of  e-business. 

One  company  that  saw  this  first¬ 
hand  is  Trapezo,  a  Web-based  part¬ 
nering  service  for  e-businesses  and 
their  content  partners. 

“We  searched  for  one,  focused, 
comprehensive  provider  for  our 
infrastructure  needs — one  who 
could  offer  SLAs  ensuring  up  to 
99.95  percent  application  uptime, 
and  24x7  proactive  monitoring  and 
management  of  the  outsourced 
infrastructure  solution,”  recalls 
Satyen  V.  Kothari,  Trapezo’s  CEO, 
president  and  co-founder.  “Intira 
met  all  the  criteria  for  us.” 

Buying  Peace  of  Mind 

Intira  has  quickly  captured  a  leader¬ 
ship  position  in  the  netsourcing  mar¬ 
ket  because  of  its  demonstrated  ability 
to  deliver  on  the  full  promise  of  single¬ 
source  netsourcing.  Intira  provides  a 
turnkey  solution  for  e-business  appli¬ 
cations  that  includes  a  seamlessly  inte¬ 
grated,  highly  automated  and  com¬ 
pletely  secure  technology  infrastruc¬ 
ture — fully  managed  and  operated  up 
to  the  application  layer — that  guaran-  j 
tees  uptime  and  provides  a  single  j 
point  of  accountability. 

The  profit  potential  of  Internet- 
driven  applications  is  immense.  , 
However,  with  the  heightened  com-  ! 
plexity  of  e-business  comes  the  risk  . 
of  underestimating  the  infrastructure 
and  support  effort  it  will  take  to 
actually  cash  in  on  e-business.  No 
one  wants  to  be  the  next  prominent¬ 
ly  publicized  e-failure. 

Developing  and  managing  the 
applications  themselves  is  tricky  j 
enough.  To  tip  the  scales  in  your  favor, 
it  may  be  wise  to  take  a  new  look  at 
your  infrastructure  outsourcing 
options.  Today’s  next-generation  net-  1 
sourcers  offer  high-end  services  to 
ensure  the  availability  of  high-end, 
high-value  applications.  Netsourcing  is 
emerging  as  the  ultimate  weapon  for 
achieving  strategic  market  advantage 
with  your  e-business  applications.  • 
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The  B2B  Network 

Where  buyers  and  sellers  of  IT  solutions  meet.  Globally: 


BUYERS 


SELLERS 


Finding  products  is  easy  —  finding  solutions 
is  not.  B2B  Network  is  an  online  service  that 
helps  those  searching  for  IT  solutions  find 
the  companies  that  can  provide  them.  Work 
smart  —  it's  easy  to  create  an  RFP  and 
post  it  to  the  marketplace  or  browse  the 
expansive  network  of  solution  providers. 

Not  only  can  you  create  an  outline  of  your 
needs, you  are  in  control.  Only  companies 
that  offer  your  requested  services  can 
contact  you.  It's  that  simple. 


Getting  your  IT  solutions  noticed  has 
never  been  easier.  List  your  company — 
at  no  charge  —  with  B2B  Network. 
Whether  you  are  a  global  integrator  or  a 
boutique  e-shop,  this  service  allows  you  to 
be  listed,  by  speciality,  in  the  B2B  Network 
of  solution  providers.  You  will  instantly 
become  accessible  to  IDG's  enterprise  and 
IT  professional  online  communities.  With 
an  average  spending  power  of  over  $30 
million,  you  want  to  be  at  the  fingertips 
of  these  buyers  looking  for  IT  solutions. 


Visit  the  B2B  Network  today  at  www.cio.com/b2h. 
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feel  good  about  the  options  that  were  available.  We  felt  that 
the  [CRM]  space  was  very  immature,  and  to  a  certain  extent 
it  still  is.” 

So  what  is  driving  CIOs  to  in-house  development?  What  do 
CRM  systems  lack?  For  starters,  experts  say,  CRM  packages 
do  not  offer  adequate  tools  for  ERP  integration.  Without  that 
level  of  integration,  critical  data  like  financial  information  can¬ 
not  flow  back  and  forth  between  ERP  and  CRM  systems.  The 
result  is  that  companies  could  have  difficulty  creating  customer 
profiles  that  include  information  like  shipment  performance  and 
customer  spending  habits. 

“What  the  CRM  vendors  fail  to  discuss  and  what  they  fail 
to  deliver  is  the  integration  tools  into  non-CRM  systems,”  says 
Barton  Goldenberg,  president  of  ISM,  a  CRM  consultancy  and 
research  company  in  Bethesda,  Md.,  that  publishes  a  compre¬ 
hensive  guide  to  CRM  applications  and  vendors  called  Guide  to 
CRM  Automation.  “The  vendors  sell  you  the  package,  and  they 


CRM  Off  the  Shelf 


CRM  VENDORS  are  trying  to  horn  in  on  this  hot  market.  Siebel  Systems, 
headed  by  former  Oracle  Corp.  executive  Tom  Siebel,  got  a  jump  on  the 
market  in  1993.  Now  the  acknowledged  market  leader  in  the  CRM  space, 

Siebel  Systems  raked  in  more  than  $790  million  in  revenue  last  year,  twice 
the  company's  1998  revenue. 

Siebel  now  faces  increasingly  stiff  competition. 
Oracle  Corp.  has  a  CRM  package  to  complement  its 
ERP  applications.  ERP  kingpin  SAP  has  also  begun 
to  play  in  the  CRM  space,  as  has  fellow  ERP  vendor 
PeopleSoft,  which  bought  CRM  vendor  Vantive 
Corp.  last  year.  Non-ERP  players  are  also  hoping  to 
cash  in  on  the  CRM  craze— last  October,  communi¬ 
cations  company  and  CIO-100  honoree  Nortel  Networks  Corp.  bought  CRM 
vendor  Clarify. 

In  a  market  still  so  young,  CRM  offerings  come  in  all  shapes  and  sizes.  While 
ERP  vendors  like  SAP  and  Oracle  have  moved  from  creating  larger  ERP  pack¬ 
ages  to  developing  CRM  applications,  vendors  like  GoldMine  Software  Corp.  have 
moved  from  the  less  sophisticated  world  of  contact-management  software  by 
expanding  upon  smaller  applications  and  entering  into  technology  agreements 
with  third-party  vendors. 

ISM  lists  details  on  offerings  from  30  CRM  software  vendors  in  the  eighth 
edition  of  its  Guide  to  CRM  Automation.  With  the  market  still  maturing  and 
some  vendors  falling  behind  the  sales  curve,  consolidation  is  likely  in  the 
CRM  space.  For  now,  though,  CIOs  have  a  bevy  of  choices  when  evaluating 
CRM  software— if  they  don’t  choose  the  in-house  option.  -L.  Pender 


ERP  vendors  are 
now  trying  to  take 
apiece  of  the  CRM 
market. 


fail  to  tell  you  what  can  and  can’t  happen  with  that  software.” 

The  problem  can  extend  beyond  CRM-ERP  integration, 
Goldenberg  says.  Often,  components  within  a  CRM  system 
are  not  even  integrated  with  each  other.  That  problem  arises 
when  CRM  vendors  add  new  functionality  by  acquiring  other 
technology  vendors.  For  instance,  he  says,  a  vendor  may  buy 
a  marketing  automation  tool  and  integrate  that  technology  with 
the  original  system  by  creating  a  middleware  layer.  That  same 
vendor  might  then  integrate  a  customer  service  application  the 
same  way.  If  the  middleware  layers  connect  the  new  tools  to 
the  core  system  but  fail  to  connect  new  tools  to  each  other,  the 
resulting  CRM  system  ends  up  with  tacked-on  components  that 
don’t  share  data.  Ultimately,  that  can  lead  to  confusion  for  cus¬ 
tomers  or  call-center  agents  who,  as  end  users,  cannot  move 
smoothly  from  module  to  module. 

To  get  around  the  integration  problem,  Goldenberg  suggests 
creating  a  data  structure  with  a  publish-and-subscribe  archi¬ 
tecture  to  pipe  data  from  various  sources 
into  the  CRM  system.  That  method  helps 
expedite  CRM  implementations  that  might 
otherwise  get  bogged  down  in  the  integra¬ 
tion  process,  he  says.  After  setting  up  a  data 
structure,  IT  staff  can  turn  to  the  time- 
consuming  work  of  building  direct  inter¬ 
faces  from  CRM  to  other  applications. 

CRM’s  shortcomings  don’t  end  with  inte¬ 
gration  problems,  however.  CRM  vendors 
face  the  same  challenge  that  has  stumped 
large  ERP  vendors:  developing  Internet- 
based  applications.  Several  of  the  most  suc¬ 
cessful  in-house  CRM  implementations, 
including  those  at  Dell  and  fellow  CIO- 100 
honoree  Cisco  Systems,  have  relied  heavily 
on  Internet  components  to  let  customers 
order  products,  handle  service  requests  and 
maintain  accounts. 

The  lack  of  Web  functionality  in  pack¬ 
aged  applications  has  played  a  role  in  some 
CIOs’  decisions  to  build  CRM  applications 
in-house.  Earlier  problems  with  client/server 
software  in  other  categories  has  led  to  skep¬ 
ticism  of  how  well  the  fading  technology  will 
work  in  a  CRM  scenario.  “We  built  just 
about  everything  that  is  customer  facing,” 
says  Peter  Solvik,  senior  vice  president  and 
CIO  at  San  Jose,  Calif.-based  Cisco.  “Our 
experience  with  legacy  client/server  com¬ 
panies  has  not  been  positive.”  These  expe- 
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cio  BRIAN  LIGHT  says  staples  broke  tradition  when 

IT  DEVELOPED  ITS  CRM  SYSTEM  IN-HOUSE. 


For  those  companies  that  saw  the  need  for  CRM  technol¬ 
ogy  early  on,  the  rewards  have  been  significant.  Dell’s  Premier 
Pages,  launched  in  1996,  are  customizable  websites  that  let 
customers  order  products,  troubleshoot,  and  customize  prod¬ 
ucts  and  shipments.  Meanwhile,  Dell  tracks  all  customer  activ¬ 
ity.  Dell  built  Premier  Pages  in-house  and  found  the  technol¬ 
ogy  challenges  took  a  backseat  to  the  challenge  of  breeding 
acceptance  of  the  system  among  customers  and  salespeople. 
Since  the  target  users  for  Dell’s  site  are  often  not  technology  pro¬ 
fessionals,  developing  self-managing,  simple  tools  for  customers 
has  been  important. 

“We’ve  made  the  [user  experience  on  the  Premier  Pages] 
very  consistent,”  Mott  says.  And  that  has  helped  the  learning 
process.  As  we’ve  added  functionality,  [customers]  haven’t  had 
to  learn  new  things,”  he  says. 

The  results  for  Dell  have  been  notable,  and  not  just  because 
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riences  led  Cisco  to  develop  in-house. 

The  key  benefit  of  strong  Internet  function¬ 
ality,  Menconi  says,  is  that  it  lets  CRM  systems 
track  customers  regardless  of  the  channel  they 
use  to  buy  products.  She  also  feels  that  new 
technologies  such  as  voice  recognition  and 
Web-telephony  integration  will  drive  Internet- 
based  CRM  system  development.  Goldenberg 
adds  that  the  increasing  popularity  of  hand¬ 
held  computers  and  other  non-PC  devices  will 
lead  to  investment  from  CRM  vendors  in 
Internet  and  wireless  technology.  Both  Menconi 
and  Goldenberg  agree  that  for  now — and  for 
companies  needing  to  jump  on  the  CRM  train 
before  their  competitors  do — Internet-based 
CRM  technology  from  leading  vendors  is  not 
what  it  should  be. 

Perhaps  the  greatest  drawback  to  packaged 
CRM  software,  however,  is  that  vendors  are 
still  learning  how  to  adapt  their  software  to 
business  processes  and  customer  relationships. 

Tailoring  software  services  to  entice  customer 
loyalty  can  be  far  more  challenging  than  devel¬ 
oping  process  software.  “In  finance,  a  company 
is  legally  bound  to  create  reports  in  certain 
ways,”  Goldenberg  says.  “It’s  a  science.  In 
CRM,  there  are  absolutely  no  rules.  What’s  the 
best  way  to  keep  a  customer  happy  and  loyal? 

There  is  no  best  way.  It’s  an  art.” 

Dell  chose  to  practice  that  art  by  adapting  its  own  customer- 
related  best  practices  to  its  CRM  software.  When  Dell  consid¬ 
ered  the  vendors’  lack  of  understanding  of  business  processes 
and  its  own  carefully  honed  customer  expertise,  the  company 
made  the  strategic  decision  to  develop  CRM  applications  inter¬ 
nally,  according  to  Randall  Mott,  Dell’s  senior  vice  president 
and  CIO.  “[Vendors]  are  trying  to  understand  how  you  develop 
[CRM]  systems  and  set  up  [customer]  relationships;  Dell  has 
been  doing  both  for  16  years,”  he  says. 


CUSTOMIZED  CRM 

In-house  CRM  implementations  have  been  successful  largely 
because  CIOs  and  their  staffs  have  been  able  to  avoid  the  prob¬ 
lems  inherent  in  packaged  applications.  Keeping  a  project  in- 
house  also  makes  it  easier  for  a  company  to  infuse  its  culture 
into  the  technology.  In  some  cases,  individual  companies  got  a 
jump  on  vendors  themselves  in  CRM  development.  In  others, 
IT  departments  outsourced  portions  of  a  CRM  system  but 
didn’t  buy  into  large  CRM  packages. 
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of  the  revenue  haul  the  company  takes  in  through  its  CRM  pro¬ 
gram.  Because  Premier  Pages  give  customers  automated  order¬ 
ing  capabilities,  sales  representatives  are  able  to  have  more 
sophisticated,  high-level  contact  with  customers.  Premier  Pages 
have  drastically  reduced  phone  calls  related  to  simple  processes 
like  checking  on  orders. 

Mott  believes  Dell’s  program  has  succeeded  because 
the  company  let  it  evolve  according  to  user  comments.  The 
company  is  constantly  tweaking  interfaces  and  adding  func¬ 
tionality  based  on  user  requests.  Therein  lies  another  advantage 
of  an  in-house  project:  Dell  controls  its  own  system  using 
its  own  business  processes  and  customer  data  without  having 
to  rely  on  upgrades  or  service  from  a  vendor.  Because  Dell 
built  the  system,  it  is  Internet-based  and  linked  to  Dell’s  back¬ 
end  systems. 

Staples’  Brian  Light  says  keeping  CMIS  in-house  allowed 


“If you  encounter 


ANYBODY  WHO 
TELLS  YOU  YOU  CAN’T  LEVERAGE  YOUR  CURRENT 
INVESTMENTS,  SHOW  THEM  THE  DOOR.” 

-AMR  Research  Director  Peggy  Menconi 


his  company  to  control  application  design.  CMIS  was  designed 
as  a  central  repository  of  customer  information,  including  cus¬ 
tomers  who  were  part  of  the  company’s  Dividends  frequent 
buyer  program.  The  goal,  he  says,  is  to  create  a  central  collec¬ 
tion  point  for  tracking  customer  information  resulting  from  all 
transactions,  regardless  of  the  channel. 

“We  need  to  maintain  relationships  on  an  enterprisewide 
basis  rather  than  on  a  channel-specific  basis,”  Light  says. 
“We’ve  tended  to  operate  each  of  [the  company’s]  different 
business  units  very  independently.  Our  best  customers  are  those 
who  shop  multiple  channels.” 

The  project  hasn’t  been  easy.  Light’s  team  has  faced  chal¬ 
lenges  in  determining  what  data  should  be  tracked  for  each 
customer  and  how  to  format  databases  to  store  and  serve 
that  data.  Staples  used  technology  and  integration  services 
from  Boston-based  xChange  to  sort  out  those  issues  and 
build  CMIS,  much  of  which  is  now  complete.  Staples  also 
plans  to  integrate  its  in-store  kiosks  with  its  e-commerce  web¬ 


site  by  2001.  The  company  expects  most  of  its  900  U.S.  retail 
stores  to  have  kiosks  providing  customer  access  to  www 
.staples.com. 

Staples  also  uses  e-mail  management  technology  from  Palo 
Alto,  Calif.-based  Kana  Communications  to  communicate  with 
customers  and  feed  relevant  information  into  CMIS. 

THE  OTHER  SIDE 

Despite  the  success  of  these  in-house  CRM  developments,  CIOs 
and  analysts  recognize  the  fact  that  not  every  IT  department 
will  have  the  necessary  resources  to  develop  CRM  internally. 
They  also  urge  caution  in  selecting  CRM  vendors.  For 
instance,  AMR’s  Menconi  says  vendors  that  suggest  com¬ 
panies  scrap  legacy  systems  to  implement  CRM  are  proba¬ 
bly  not  good  choices.  “[If  you  encounter]  anybody  who  tells 
you  you  can’t  leverage  your  current  investments,  show  them 

the  door,”  she  says. 

Cisco’s  Solvik  stresses  customer-  and 
Web-centric  design  as  key  architecture 
points.  Many  early  systems  were  de¬ 
signed  with  employees  in  mind,  he  says, 
but  customers  are  the  real  targets.  Ease  of 
use  and  efficiency  are  critical.  “As  you 
Web-enable  those  CRM  applications, 
you’re  asking  customers  to  do  business 
the  way  employees  do  business,”  Solvik 
says.  “If  you  satisfy  the  customer  and 
move  to  the  Internet,  your  cost  [of 
doing  business]  is  going  to  go  down.” 

Solvik,  whose  system  lets  more  than 
80  percent  of  customers  resolve  questions  and  product  prob¬ 
lems  online,  also  notes  that  open  standards  are  important. 
Vendors  that  offer  open  data  standards  will  ease  the  Web 
development  and  integration  process. 

Nevertheless,  with  the  risks  inherent  in  buying  a  CRM  pack¬ 
age,  Goldenberg  suggests  finding  a  vendor  that  will  take  respon¬ 
sibility  for  an  implementation.  Too  often,  he  says,  vendors  and 
systems  integrators  point  fingers  at  each  other  when  an  imple¬ 
mentation  goes  bad — and  the  company  with  the  faulty  system  is 
the  loser.  Companies  that  can’t  develop  in-house  should  look 
for  vendors  that  will  enter  into  a  contract  to  provide  services 
and  iron  out  glitches  in  the  system.  “Who  should  own  a  suc¬ 
cessful  implementation?”  he  says.  “The  vendor  has  to  own  the 
success.  The  vendors  are  beginning  to  understand  they  really 
have  to  guarantee  success.”  tara 

Built  any  of  your  own  CRM  applications  lately?  Tell  Lee  Pender  all  about 
it  at  lpender@cio.com. 
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It’s  no  mystery  why  more  major  corporations,  universities 
and  financial  institutions  rely  on  LANscape®  to  run 
their  day-to-day  business.  You  sec,  only  LANscape’s 
superior  fiber  optic  cabling  solutions  are  flexible 
enough  to  accommodate  everyone’s  specific  needs.  And 
only  LANscape  offers  you  a  complete,  customizable 
fiber  optic  solution  with  a  25-year  warranty.  So  if  someone 
else  claims  to  have  a  better  solution,  you’ll  know  that 
it’s  strictly  science-fiction.  Call  1.800.844.2051  for  your 
customized  LANscape  Solution  Brochure 
and  Fiber  Optic  „ 

Design  Guide.  SC3 P& 

Fiber  Cabling  Solutions  for  Premises  Networks 


MoreBandwidth  MoreChoices  .  MoreExperience ,,  MoreSupport  MoreRe liable  MoreDensity.  MorePerformance  . 
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Instantly,  it  scans  the  latest  IT  news,  white  papers  and  product 
reviews.  Pores  over  thousands  of  enterprise  IT  articles,  highlighting 
the  information  you  need.  Welcome  to  the  ITworld.com  Network,  with 
content  from  CIO  and  seven  other  trusted  sources.  It's  the  one  place  to 
find  everything  you're  looking  for.  From  expert  IT  advice  to  help  with 
training  and  RFPs.  www.ITworld.com 


the  IT  problem-solving  network™ 


CIO  |  Computerworld  |  InfoWorld  |  JavaWorld 
Linux  World  |  Network  World  |  SunWorld 
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DAVE  DEASY,  former  coo 

OF  HPSHOPPING.COM,  SAYS 
CUSTOMER  SELF-SERVICE  WAS 
PART  OF  THE  PLAN  FROM  DAY  1. 
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CUSTOMER  SELF-SERVICE 


Predicting  what  will  appeal  to  customers  can 
be  tricky.  When  it  comes  to  knowing  what  the 
customer  wants,  there’s  no  better  authority 
than  the  customer  himself. 

BY  LOUISE  FICKEL 


ave  it  your  way.”  “Help  yourself.”  These  are  the 
battle  cries  from  the  front  lines  of  today’s  customer  service  cam¬ 
paigns.  When  it  comes  to  knowing  exactly  what  customers  want, 
there  are  no  better  authorities  than  the  customers  themselves.  So  why 
not  make  it  easy  for  them  to  help  themselves?  They’ll  get  the  service 
they  want,  in  just  the  way  that  suits  their  needs. 

That’s  part  of  the  strategy  behind  customer  self-service,  a  growing 
trend  in  customer  relationship  management  (CRM).  For  consumers, 
it  can  mean  service  that  meets  their  expectations  better  than  ever 
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before,  whether  they’re  shopping  for  a  product  or  service  online 
or  in  a  retail  store.  For  companies,  it  can  mean  reduced  costs, 
improved  customer  satisfaction  and  the  ability  to  learn  more 
about  customers’  requirements  and  preferences,  making  it  fea¬ 
sible  to  fine-tune  subsequent  CRM  efforts. 

Technology  is  a  big  piece  of  the  CRM  self-service  puzzle, 
one  that  is  slowly  falling  into  place.  Two  types  of  technology  are 
capturing  the  interest  of  many  companies:  Web-based  and  inter¬ 
active  voice  recognition  (IVR)  products.  Web  technologies  such 
as  search  engines,  chat  functions,  instant  messaging,  call  center 
integration  and  personalization  utilities  that  create  custom 
pages  based  on  customer  preferences  are  already  in  use  and  pro¬ 
ducing  results  at  both  B2B  and  B2C  sites. 

Meanwhile,  recent  developments  in  IVR  technology  by 
Nortel  Networks  and  Siebel  Systems  will  let  users  both  within 
and  outside  the  company  use  the  telephone  to  execute  com¬ 


that  you’ve  got  a  problem  with  that  product.  Then  you  can 
proactively  contact  other  owners  of  the  product  to  see  if  they’re 
also  having  problems.” 

Of  course,  technology  isn’t  an  instant  cure-all.  As  always, 
it’s  important  to  do  your  homework  first.  “You  should  figure 
out  how  important  customer  self-service  is  to  your  company 
and  then  prioritize  your  investment,”  says  Menconi.  (See 
“Listen  Well,”  Page  168,  for  additional  suggestions.)  With  the 
right  planning,  though,  customer  self-service  can  be  a  key  com¬ 
ponent  of  a  successful  CRM  effort. 

Such  is  the  case  at  three  of  this  year’s  CIO-1 00  honorees. 
These  companies  have  made  a  strong  start  with  customer  self- 
service  on  the  Web,  but  all  three  say  they’ve  just  begun — they 
are  constantly  learning  how  to  refine  their  sites  so  that  cus¬ 
tomers  can  do  more  for  themselves.  Though  the  details  of  their 
efforts  vary,  their  stories  provide  excellent  examples  of  customer 

self-service  done  right. 


U 


The  cost  savings 


IS  ONLY  A  SMALL 
PIECE  OF  THE  PUZZLE.  WE  THINK  CUSTOMER  SELF- 
SERVICE  IS  ABOUT  CREATING  A  FEELING  OF  CONTROL 
AND  PREDICTABILITY  FOR  THE  CUSTOMER. 

-Eddie  Bauer  CIO  Michael  Boyd 


plex  transactions  like  transferring  funds  at  a  financial  institution 
or  checking  e-mail  for  incoming  sales  leads  and  then  immedi¬ 
ately  calling  back  the  prospective  customer.  While  this  technol¬ 
ogy  is  still  forthcoming,  current  technology  from  Periphonics 
is  already  in  use  by  airlines  to  deliver  updated  flight  information, 
by  universities  to  let  students  register  for  classes  and  by  insur¬ 
ance  companies  to  let  customers  file  claims.  This  IVR  technol¬ 
ogy  converts  speech  into  word  strings  for  processing  (for  exam¬ 
ple,  finding  a  flight  or  filing  a  claim).  Once  processing  is  com¬ 
plete,  the  information  is  converted  back  to  speech  and  read  to 
the  customer. 

Customer  self-service  on  the  Web  is  one  of  the  hottest  areas 
in  CRM,  according  to  Peggy  Menconi,  research  director  of 
e-business  relationship  management  at  AMR  Research  in 
Boston.  “The  information  you  gather  tells  you,  for  example, 
what  part  of  the  website  customers  are  visiting,”  says  Menconi. 
“Then  you  can  offer  them  similar  products.  Or  if  lots  of  cus¬ 
tomers  are  looking  for  service  for  a  certain  product,  it  tells  you 


THE  PERSONAL  TOUCH 

Presenting  a  consistent  image  across 
multiple  sales  channels  is  a  top  priority 
at  Eddie  Bauer.  As  a  “click-and-mortar” 
company  that  sells  via  catalog,  retail 
stores  and  the  Web,  the  Redmond, 
Wash. -based  vendor  is  creating  a  famil¬ 
iar  customer  experience  for  all  shoppers 
in  all  channels.  “We  have  a  strong  brand 
and  mature  distribution,  and  now  we 
want  to  grow  the  ability  of  those  chan¬ 
nels  to  work  together,”  says  Michael 
Boyd,  director  of  CRM  at  Eddiebauer.com. 

The  company’s  website  features  a  search  engine  customized 
in-house  called  “Ask  Eddie,”  in  the  persona  of  company 
founder  Eddie  Bauer.  The  virtual  Eddie  helps  customers  find 
answers  to  frequently  asked  questions.  As  with  other  search 
engines,  when  the  customer  types  in  a  word  or  phrase,  the 
engine  searches  its  database  for  answers.  But  Ask  Eddie  takes 
it  a  step  further  by  learning  as  it  goes  along.  “Ask  Eddie  learns 
by  measuring  the  success  rate  [of  providing  answers]  and  the 
number  of  clicks  needed  to  drill  down  to  the  answer,”  Boyd 
says.  The  company  then  redesigns  the  hierarchy  so  that  future 
customers  can  reach  the  same  answer  more  quickly.  If  a  ques¬ 
tion  has  no  answer  in  the  database,  Ask  Eddie  suggests  that 
the  customer  send  an  e-mail  to  the  company.  “Right  now,  Ask 
Eddie  is  a  one-size-fits-all  solution,”  Boyd  says.  “We  eventu¬ 
ally  want  to  offer  different  interfaces  to  different  customers  so 
that  we  can  present  product  assortments  differently.” 

Chat  technology  is  also  on  the  horizon  for  Eddiebauer.com. 
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Take  me 

to  the  network 
where  Speed  meets 

Performance. 


Jamie  Thingelstad  -  Chief  Technology  Officer,  MarketWatch.com 

"AT&T  provides  us  with  expert  solutions  to  meet  our  data,  web  hosting, 
transport  and  voice  needs  -  all  from  one  company.  We  no  longer  have  to 
juggle  multiple  vendors  to  get  our  services  to  customers." 


Bypass  all  the  Net  congestion.  CBS  MarketWatch.com,  ranked 

the  #  I  online  financial  news  provider  by  Media  Metrix*  saw  its  bandwidth  consumption 
increasing  by  one  percent  per  day.  They  needed  a  single  provider  offering  faster,  larger  and 
more  reliable  IP,  data  and  web  hosting  capabilities  with  the  highest  level  of  security  for  users. 

AT&T  Data  &  IP  Services  provided  a  solution  of  high-speed  Internet  connectivity, 
dedicated  server  hosting,  ATM  and  private-line  frame  relay  services  CBS 

MarketWatch.com  now  delivers  nearly  ten  million  pages  of  financial  data  and  news  each  day 
to  approximately  a  half  million  people  around  the  world.  If  your  company  needs  speed  and 
performance  without  the  Net  congestion,  let  AT&T  take  you  there  -  now. 


AT&T 


Data  &  IP  Services  |  I  800ATT-3I99  |  www.att.com/business_services 
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CIO  MICHAEL  BOYD  IS  MOVING  EDDIE  BAUER’S  WEBSITE  TO 
ONE-TO-ONE  INTERACTION. 


“Once  that  capability  is  in  place,  the  customer  might  see  a  mes¬ 
sage  that  says,  ‘Hi,  my  name  is  Amy,  and  here’s  an  item  that  you 
might  be  interested  in,”’  Boyd  says.  “At  that  point,  you  move 
from  self-service  to  one-to-one  interaction.”  Besides  receiving 
personalized  messages  based  on  previous  purchases  and  activi¬ 
ties,  customers  will  also  be  able  to  chat  directly  with  customer 
service  representatives. 

The  intent  is  to  use  the  information  gathered  during  these 
interactions,  such  as  product  preferences  and  buying  patterns, 
to  better  target  consumers.  “We  want  to  expand  our  ability  to 
use  consumer  information  such  as  past  purchases  to  differenti¬ 
ate  the  way  we  interact  with  our  customers,”  Boyd  says.  “We  ex¬ 
tract  data  from  each  legacy  system  that  supports  our  daily  oper¬ 
ations  and  merge  that  information  into  a  data  warehouse  for 


analysis.”  The  company  already  uses  the  results 
to  refine  contact  strategies  for  the  1 10  million  cat¬ 
alogs  it  mails  out  each  year  and  plans  to  develop 
additional  product  promotions.  “Our  intention  is 
to  apply  that  information  across  each  touch  point, 
such  as  e-mail  campaigns,  retail  stores  and  the 
Web,”  Boyd  says. 

Since  launching  Ask  Eddie  in  1998,  the  com¬ 
pany  has  used  the  results  to  help  identify  several 
consumer  categories.  For  example,  solution- 
oriented  shoppers  want  to  purchase  items  as 
quickly  as  possible.  This  group  tends  not  to 
worry  about  prices  or  fashion  as  much  as  the 
group  of  consumers  who  simply  love  to  shop 
through  any  channel. 

The  benefits  of  customer  self-service  He  in  the 
big  picture  rather  than  quantifiable  results, 
according  to  Boyd.  “When  you  talk  about  cus¬ 
tomer  self-service,  a  businessperson  will  typically 
talk  about  operational  efficiencies  and  getting  the 
salesperson  out  of  the  loop,”  he  says.  However, 
those  are  not  the  only  positive  outcomes.  “The 
cost  savings  is  only  a  small  piece  of  the  puzzle. 
We  think  customer  self-service  is  about  creating 
a  feeling  of  control  and  predictability  for  the  cus¬ 
tomer.  It’s  also  about  self-directed  interactivity.” 

Although  the  technology  itself  is  relatively 
simple,  addressing  the  business  issues  can  be  prob¬ 
lematic.  “Customer  self-service  is  easy  to  imple¬ 
ment,”  Boyd  says.  “The  biggest  challenge  is  to 
be  disciplined,  to  recognize  this  is  an  iterative  process  and  to 
try  not  to  predict  the  end  results  or  do  it  all  at  once.  There’s 
always  a  desire  to  make  the  maximum  change  possible  to 
increase  revenues  and  shareholder  value.  But  if  you  do  that,  you 
may  not  be  left  with  any  resources  to  take  the  next  step.” 

FROM  THE  PHONE  TO  THE  WEB 

Over  the  past  24  months,  Yellow  Freight  has  expanded  its  cus¬ 
tomer  self-service  from  an  800  number  for  shipment  schedul¬ 
ing  and  tracking  to  self-service  on  the  Web.  “We  want  our  cus¬ 
tomers  to  be  able  to  communicate  with  us  any  way  they  want 
to.  If  we  were  going  to  migrate  to  the  Web,  we  knew  that  it 
had  to  be  as  good  as  or  better  than  working  with  a  customer 
service  representative,”  says  Paul  Marshall,  senior  director  of 
customer  support  for  the  $3  billion  Overland  Park,  Kan.-based 
business-to-business  shipping  company.  By  the  beginning  of  this 
year,  the  number  of  customers  using  the  site’s  self-service  appli¬ 
cations,  which  were  developed  in-house,  had  jumped  from 
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Ever  seen  a  computer  deliver  anything?  Close 
a  deal?  Go  with  its  gut?  It’s  people  -  your 
customers,  employees,  and  suppliers  -  that  run 
your  company.  And  we’ve  designed  PeopleSoft’s 
new  generation  of  e-business  applications  to 
help  your  people  turn  e-business  into  e-profits. 


CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet 


www.peoplesoft.com 
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about  13,000  per  month  in  August  1998  to  about  470,000 
per  month. 

Much  of  the  transition  is  now  complete.  “We  now  have 
almost  all  of  our  applications  on  the  Web — from  robust  report¬ 
ing  and  tracking  to  requesting  pickups  and  costing  shipments,” 
Marshall  says.  When  customizing  the  site  to  create  a  “My 
Yellow”  page,  customers  can  specify  such  parameters  as  regu¬ 
lar  shipping  time  and  pickup  address. 

Chat  capabilities  also  play  an  important  role  in  the  cus¬ 
tomer’s  Web  experience.  “We  put  chat  in  areas  where  customers 
might  run  into  difficulties,”  Marshall  says.  “If  necessary,  we’ll 
hold  the  customer’s  hand.  We  don’t  want  people  to  feel  aban¬ 
doned  on  the  Web.” 

Customers  can  also  access  Yellow  Freight  via  America 
Online’s  instant  messaging.  “We  think  that  this  space  will  be 
big,”  Marshall  says.  “We’re  not  sure  what  to  do  with  it  now, 


SENIOR  DIRECTOR  OF  CUSTOMER  SUPPORT  PAUL 
MARSHALL  DOESN’T  WANT  YELLOW  FREIGHT’S  customers  to 
FEEL  ABANDONED  ON  THE  WEB. 


but  we  can  see  real  possibilities  for  selected  marketing.” 

Yellow  Freight  is  already  banking  on  some  of  the  informa¬ 
tion  about  customers’  Web  habits.  “We’re  starting  now  to  track 
customer  calls  and  spreading  that  information  to  the  rest  of 
the  company  to  understand  customer  behavior  and  cost,” 
Marshall  says.  “If  we  know  a  customer  is  consuming  a  lot  of 
time  at  the  call  center  every  week  to  request  quotes  on  ship¬ 
ments,  we’ll  ask  our  account  manager  to  contact  the  company 
and  suggest  they  try  accessing  the  Web  for  that  information. 
The  next  step  is  to  integrate  the  website  and  call  center  activity 
databases  together  on  the  back  end  and  begin  delivering  this 
information  to  the  sales  force.  When  customers  contact  the 
call  center  next  year,  we’ll  have  a  complete  view  of  all  of  their 
transactions,  including  whether  they  were  just  on  the  website.” 

Customer  self-service  has  given  Yellow  Freight  a  strategic 
advantage,  according  to  Lynn  Caddell,  the  company’s  CIO. 

“Customer  self-service  is  key  to  our  moving  for¬ 
ward,”  she  says.  “It  allows  us  to  provide  better 
service,  develop  new  products  and  target  cus¬ 
tomers  in  a  more  proactive  manner.  Without 
it,  we  would  be  perceived  as  stodgy  and  dated.” 
Based  on  information  gathered  from  its  cus¬ 
tomers  over  the  past  two  years,  for  example, 
the  company  has  developed  two  new  guaran¬ 
teed  on-time  delivery  products  called  Exact 
Express  and  Definite  Delivery. 

Nevertheless,  justifying  the  investment  vis-a- 
vis  ROI  is  still  an  issue.  “Finding  the  financial 
resources  has  been  the  biggest  challenge,”  Mar¬ 
shall  says.  “I’m  not  sure  that  you  can  look  at 
ROI  in  self-service.  We’re  saying,  “This  is  the 
cost  of  doing  business,  and  we  eventually  expect 
a  return.’  We  also  had  major  arguments  about 
deciding  on  a  strategy  and  getting  people 
involved  so  that  application  development  and 
rollout  wouldn’t  be  disjointed.” 

If  he  had  to  do  it  all  over  again,  Marshall  said 
he  would  focus  more  on  speed.  “I  would  try  to 
get  more  of  this  technology  out  there  faster,” 
he  says. 

SELF-SERVICE  FROM  THE  START 

Hewlett-Packard  sat  up  and  listened  two  years  ago 
when  consumers  said  they  would  start  shopping 
elsewhere  if  they  couldn’t  buy  online.  The  company  launched 
HPshopping.com,  a  site  that  sells  PCs,  printers  and  other  hard¬ 
ware  and  software  directly  to  consumers.  The  website  oper¬ 
ates  as  a  wholly  owned  subsidiary  of  HP. 
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PeopieSoft  Customer  Relationship  Management  is  about  knowing  what  your  customers 
want  -  even  before  they  do.  By  tracking  your  customers’  behavior  and  history,  PeopleSoft’s  new 
generation  of  e-business  applications  gets  information  into  the  hands  of  the  people  in  your 
company  who  need  it,  when  they  need  it.  Now,  armed  with  Vantive’s  best  of  breed  CRM  technology, 
everyone  can  proactively  forge  and  develop  profitable  customer  relationships  like  never  before. 
Which  is  exactly  the  competitive  advantage  your  people  need  to  successfully  lead  your  business. 


PeopieSoft  CRM  powered  by 

vantive 


CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet. 


www.peoplesoft.com/crm 


1.888.773.8277 


MASTERS  of  the  CUSTOMER  CONNECTION  I  CUSTOMER  SELF-SERVICE 


From  Day  1,  self-service  has  been  part  of  the  site.  Customers 
can  track  their  orders,  find  answers  to  frequently  asked  ques¬ 
tions,  customize  PCs,  create  a  personalized  printing  supply 
store,  apply  for  financing  and  get  gift  ideas  online.  “Between 
90  [percent]  and  100  percent  of  our  customers  use  self- 
service,”  says  Dave  Deasy,  former  chief  operating  officer  at 
HPshopping.com. 


Listen  Well 

TIPS  FOR  IMPLEMENTING 

customer  self-service  from  CIO-lOO 
honorees  Eddie  Bauer,  Yellow  Freight 
and  HPshopping.com. 

♦  Learn  everything  about  your 
customers. 

♦  Conduct  focus  groups  to  ensure 
that  they  want  self-service. 

♦  Define  clear  business  goals. 

♦  Evaluate  the  technology  for  its 
technical  and  financial  merits.  Does 
it  match  your  customer  base?  Will 

it  boost  profitability? 

♦  Work  as  a  team.  Have  customer 
support,  IT  and  other  departments 
involved  every  step  of  the  way. 

♦  Offer  training  to  employees. 

♦  Expect  this  to  be  an  iterative 
process  that  requires  making 
changes  as  you  learn  more  about 
your  customers. 

♦  Develop  an  effective  way  to 
measure  results. 

♦  Underpromise  and  overdeliver. 

THINGS  TO  AVOID  knowing 
that  customers  want  personalized 
attention,  whether  they’re  contact¬ 
ing  the  website  or  the  call  center. 

♦  Don’t  leave  customers  hanging.  Tell 
them  when  you’ll  respond  to  their 
questions.  And  give  them  an  easy 
way  out  of  the  website. 

♦  Don’t  implement  Web-collaboration 
tools  such  as  chat  until  your  call 


center  representatives  are  adept  at 
using  the  technology. 

♦  Don’t  reduce  everything  to  ROI. 
Look  instead  at  the  bigger 
picture  of  creating  customer  value. 

♦  Don't  try  to  predict  what  the  end 
results  will  look  like. 

♦  Don’t  try  to  do  everything  at  once. 
Implement  in  stages. 

REQUIREMENTS  for  effective 

customer  self-service  from  Eddie 

Bauer,  Yellow  Freight  and 

HPshopping.com. 

♦  Technology,  such  as  a  search 
engine,  that  helps  customers 
find  what  they  need  quickly. 

♦  Knowledge  management  soft¬ 
ware  that  identifies  each  custo¬ 
mer  and  his  lifetime  value  to 
the  company. 

♦  Marketing  tools  like  Epiphany 
that  let  you  track  customers  and 
target  them  with  relevant  offers. 

♦  Tools  like  Silknet  that  integrate  all 
your  communications  channels. 

♦  Links  to  the  back  office  so  that 
you  can  confirm  orders  and 
availability. 

♦  Integrate  everything.  Consider  let¬ 
ting  an  ASP  such  as  eConvergent 
handle  the  integration. 

♦  Make  sure  your  customer  self- 
service  strategy  dovetails  with 
your  overall  service  strategy. 


According  to  Deasy,  HPshopping.com  receives  more  than 
1  million  unique  visitors  each  month.  “That’s  a  jump  of  be¬ 
tween  500  [percent]  and  600  percent  over  this  time  last  year,” 

he  says. 

Although  some  of  the  technology,  such  as  the  configurator 
and  the  search  engine,  were  built  in-house,  the  core  front-end 
technology  for  HPshopping.com  comes  from  BroadVision. 

The  order  tracking  system  is  a  version 
of  Federal  Express’s  tracking  system. 

Over  the  past  year,  the  company 
has  extended  its  self-service  applica¬ 
tions  into  the  call  center  so  that  com¬ 
pany  representatives  can  access  and 
update  the  same  database.  About  80 
percent  of  customers  who  telephone 
the  call  center  have  already  visited  the 
website  and  now  want  additional 
information.  “They  could  be  close  to 
making  a  purchase  or  might  simply 
be  researching  something  on  the  site,” 
Deasy  says. 

As  with  the  other  sites,  HPshop- 
ping.com  encourages  customers  to  call 
or  send  an  e-mail  when  they  can’t  find 
what  they  need  on  the  website.  Call 
center  agents  now  respond  to  shop¬ 
pers’  incoming  messages.  In  the  future, 
HPshopping.com  may  target  cus¬ 
tomers  with  e-mail  reminders  that  it’s 
time  to  replace  their  printer  toner  or 
announcements  of  new  products, 
Deasy  says. 

Predicting  what  will  appeal  to  cus¬ 
tomers  is  tricky.  “When  you  deal  with 
a  wide  range  of  customers,  it’s  diffi¬ 
cult  to  know  how  to  design  services 
that  are  truly  valuable,”  Deasy  says. 
“You  need  to  be  critical  about  defin¬ 
ing  your  users  and  their  needs.  People 
often  come  up  with  ideas  that  are  neat 
but  don’t  add  value  for  the  customer. 
You  can’t  spend  too  much  time  and 
energy  figuring  out  how  to  improve 
the  customer  experience.”  QE1 


Louise  Fickel  writes  about  business  and 
technology.  Based  in  Denver,  she  can  be 
reached  at  RiceKid@ix.netcom.com. 
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Where  talent  and  technology  meet. 


It's  a  simple  idea — take  the  latest  technology 
and  put  it  in  the  hands  of  the  hottest  IT  talent. 

At  Capital  One,  a  world  leader  in  financial  services, 
we've  been  doing  this  for  years.  Thanks  to  our 
explosive  growth,  we  need  more  IT  wizards  to  shape 
our  future  by  working  with  emerging  technologies. 

As  part  of  our  team,  you'll  work  in  a  dynamic, 
casual  environment,  and  get  the  chance  to 
showcase  your  technical  and  analytical  skills  with 
some  of  the  top  people  in  the  field.  Plus,  you'll  be 
rewarded  with  excellent  pay  and  benefits. 


It's  just  what  you'd  expect  from  a  company  that  was 
named  one  of  the  "100  Best  Companies  to  Work  For' 
in  a  recent  survey  in  fortune  magazine,  and  one 
of  the  "100  Best  Places  to  Work  in  IT"  according  to 
ComputerworlcP  magazine. 

For  more  information  on  careers  at  Capital  One, 
e-mail  your  resume  to  LoveMyJob@capitalone.com 
or  visit  our  web  site  at  www.capitalone.com. 

If  you're  ready  to  take  your  career  to  the  next  level, 
you're  ready  for  Capital  One. 

Capital  ()i  ie 

www.  capitalone.  com 


inn 

IBEST  COMPANIES  TO  WORK  FOR 

IUU 

FORTUNE 


Capital  One  is  an  equal  opportunity  employer  committed  to  diversity  in  the  workplace. 
We  promote  a  drug-free  work  environment 
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Chemical 

. 

Attraction 


PROFILE 

THE  DOW  CHEMICAL  CO. 

Location  Midland,  Mich. 

URL  www.dow.com 

Business  Global  manufacturer  of 
chemical,  plastic  and  agricultural 
products 

CEO  William  S.  Stavropolous 
CIO  David  E.  Kepler 
Revenues  $19B  (sales) 

Employees  39,239 


Through  its  B2B  services,  Dow  is 
getting  closer  to  its  customers 

BY  SHARI  WEISS 


—  ompanies  that  sell  products  and  services 
to  other  businesses  rather  than  to  consumers,  now  known 
by  the  ubiquitous  moniker  B2B,  are  capitalizing  on  the 
benefits  of  e-commerce  at  a  furious  rate.  B2B  commerce 
in  the  United  States  alone  will  experience  a  41  percent 
compound  annual  growth  rate  during  the  next  five  years; 
B2B  transaction  volume  will  top  $541  billion  by  2003,  up 
from  $138  billion  in  1999,  according  to  a  report  by  The 
Yankee  Group,  a  Boston-based  consultancy. 
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WHAT  WE  ARE  DOING  IS 


CHANGING  OUR  BUSINESS 


FROM  SELLING  CHEMICALS  TO 


1111 


SELLING  OUR  SERVICES." 

-CIO  DAVID  KEPLER 
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CIO-1 00  honoree  The  Dow  Chemical  Co.  is  poised  to  take 
advantage  of  this  astounding  growth.  This  year,  the  Midland, 
Mich. -based  developer  and  manufacturer  of  chemical,  plastic 
and  agricultural  products  implemented  a  Six  Sigma  program 
to  the  tune  of  $150  million,  thereby  bringing  about  cultural 
changes  that  have  been  instrumental  in  helping  Dow  shape  its 
strategic  plans.  Six  Sigma,  a  business  philosophy  espousing 
goals  and  methodologies  for  achieving  quality  throughout  an 
organization,  now  permeates  all  aspects  of  Dow’s  business. 
Black  belts,  Six  Sigma  parlance  for  employees  who  are  spe¬ 
cially  trained  to  implement  the  tools  of  the  methodology,  are 
leading  the  company’s  efforts  to  increase  profits  by  reducing 
costs,  creating  customer  loyalty  and  improving  productivity. 
As  a  result  of  this  corporate  makeovep  the  company’s  e-business 
philosophy  has  become  decidedly  more  customer-centric. 

“Dow’s  overall  plan  is  to  combine  timely  and  efficient  ser¬ 
vice  with  the  swift  pace  of  technological  advancements  to  make 


On  the  Buying  Side 


it  easier,  faster  and  more  convenient  to  do  business  with  Dow,” 
says  David  E.  Kepler,  CIO  and  corporate  vice  president  of  e- 
business  for  the  company.  “What  we  are  doing  is  changing 
our  business  from  selling  chemicals  to  selling  our  services.” 

Dow  is  making  these  changes  at  a  time  when  the  customer 
has  never  been  more  right.  “The  question  now  is,  what  kind  of 
service  level  do  [companies]  have  to  provide  their  customers,  as 
opposed  to  what  kind  of  technology  are  they  using,”  says 
Kimberly  Knickle,  research  director  at  AMR  Research,  a  Boston- 
based  industry  analysis  company.  “[Customers]  want  more 
options  and  an  easier  way  to  order....  If  [companies]  don’t  pro¬ 
vide  the  highest  level  of  service  to  their  customers,  it  opens  up  a 
window  for  competition.” 

FACE  THE  CUSTOMER 

As  part  of  its  e-business  strategy,  Dow  recently  implemented 
what  it  calls  a  customer  interface  initiative,  led  by  Mack 
Murrell,  global  director  for  the  program, 
which  is  designed  to  enable  Dow  to  get 
information  from  its  customer  interac¬ 
tions  at  all  points  of  contact,  with  a  view 
toward  serving  its  clients  better.  “In  the 
old  days,  departments  set  up  goals  and 


Dow  is  becoming  a 
more  efficient  shopper. 


DOW’S  CORE  BUSINESS  puts  it  in  the  position  of  a  supplier  in  the  business-to- 
business  world,  but  the  company  is  also  on  the  receiving  end  of  this  kind  of 
relationship.  That’s  why,  as  part  of  its  total  e-business  strategy,  Dow  has  taken 
pains  to  make  sure  it  operates  effectively— not  only  as  purveyor,  but  as  pur¬ 
chaser.  The  company  recently  launched  an  intranet-based  electronic  catalog, 

dubbed  Dow  e-Mart,  from  which  Dow  employees 
can  purchase  work-related  goods  and  services, 
choosing  from  more  than  80,000  items  offered  by 
about  50  suppliers.  With  just  a  workstation  and  a 
procurement  card,  employees  can  order  items 
ranging  from  safety  equipment  to  software  peripherals.  The  e-Mart  uses  Ariba’s 
B2B  Commerce  Platform,  which  automates  and  integrates  the  processes  of 
buyers,  suppliers  and  service  providers. 

Late  last  year,  Dow  expanded  its  online  purchasing  capabilities  further 
with  the  advent  of  Dow  e-Vap,  (short  for  electronic  value-added  procurement), 
through  which  the  company  buys  its  raw  materials  and  other  strategic  supplies. 
Dow  e-Vap,  which  connects  to  third-party  exchanges  such  as  ChemConnect, 
has  sped  up  procurement  transactions  and  minimized  order  errors.  As  with 
much  of  its  e-business  strategy,  Dow’s  procurement  decisions  have  been 
arrived  at  via  a  learn-by-doing  philosophy,  according  to  Gary  Veurink,  vice 
president  of  global  purchasing.  "This  [environment]  is  so  dynamic  that  you 
have  to  reposition  yourself  as  business  evolves,”  says  Veurink.  "We  began  with 
nonstrategic  areas,  where  we  bought  [electronically]  so  that  we  could  learn. 
When  considering  companies  to  work  with,  we  have  looked  at  the  technology 
offering  of  each  company  and  [whether  it  was]  scalable.”  -S.  Weiss 


then  tried  to  get  customers  to  meet  them,” 
he  says,  “but  we  are  reversing  that  by 
working  to  understand  customer  needs 
first  and  then  planning  goals.” 

Part  of  the  initiative  involves  building 
what  Murrell  calls  “customer  memory.” 
Dow’s  customers  are  in  touch  with  the 
company  through  the  Web,  call  center, 
field  sales  offices  and  telesales;  Dow  makes 
sure  that  no  matter  what  channel  they  use, 
the  representative  on  the  other  end  will 
have  access  to  a  record  of  that  customer’s 
last  10  transactions  with  the  company.  To 
achieve  that,  Dow  is  implementing  an  inte¬ 
grated  desktop  based  on  a  suite  of  Siebel 
tools,  combined  with  Cisco  switches,  that 
also  draws  information  from  other  Dow 
systems.  This  allows  Dow  employees  to 
see  personalized  data  for  a  specific  cus¬ 
tomer  on  their  computer  screens.  “Having 
done  this,  we  will  be  able  to  hand  off 
questions  better  and  give  better  support 
because  we  have  context  in  which  to 
answer  questions  and  deliver  beyond  our 
customers’  expectations,”  says  Murrell. 
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Seamless 


communications 


Infonet  offers  multinationals 
global  communications  that  are  snag-free. 


Seamless  global  communications  are  an  absolute  necessity  for  a  multinational’s 
mission  critical  applications.  Infonet’s  global  communication  solutions  are  customized, 
innovative,  reliable,  secure,  cost-effective.  And  fully  managed  end-to-end  over  our 
global  multi-service  network.  Infonet  offers  local  support  in  more  than  60  countries 
and  connections  in  over  180.  You  get  snag-free  services  that  let  your  business  run 
as  smooth  as  silk.  Global  communications  services  for  multinationals. 
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www.infonet.com 

Europe  -  Middle  East  -  Africa  +  32  2  627  39  n  Asia  Pacific  +  65  734  1739  North  America  +  1  310  335  2600  Latin  America  +  56  2  368  9400 
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tomers  with  online  access  to  order 
entry,  order  status,  account  history 
and  payment  information,  as  well 
as  technical  support  and  product 
details.  Dow,  meanwhile,  can  use 
information  about  a  customer  to 
decide  what  messages  to  send 
regarding  new  product  develop¬ 
ment,  product  stewardship  or  busi¬ 
ness  news.  Dow  started  the  extra- 
net  as  a  pilot  program  for  200 
client  companies  last  year  and 
expects  at  least  half  of  its  custo¬ 
mers  to  be  registered  users  by  the 
end  of  2000. 

One  of  the  companies  partici¬ 
pating  in  the  pilot  was  Chicago- 
based  USG  Interiors,  a  global  sup¬ 
plier  of  Sheetrock  and  ceiling  tiles. 
Nathan  Berg,  a  clerk  and  unloader 
of  raw  materials  at  USG,  says  using 
MyAccount@Dow  has  made  his 
job  much  easier.  “It’s  a  wonderful 
tool,”  he  says.  “In  today’s  world, 


TO  UNDERSTAND  CUSTOMER  NEEDS  FIRST 
AND  THEN  PLANNING  GOALS.” 

-Mack  Murrell,  global  director 


Dow  analyzes  its  customers’  specific  purchasing  pat¬ 
terns,  then  tailors  offerings  to  them  accordingly.  The 
company  assigns  the  customer  to  a  particular  needs-based 
segment,  such  as  price  buyers,  convenience  buyers  and 
relationship  buyers.  Dow  would  offer  price  buyers  prod¬ 
ucts  at  the  lowest  available  price  but  wouldn’t  extend  to  them 
special  services  that  other  companies  may  receive,  like  technical 
support  or  specialized  delivery.  A  convenience  buyer  is  looking 
for  a  competitive  price  but,  unlike  a  price  buyep  might  not  be 
willing  to  do  a  lot  of  self-service.  For  these  buyers,  Dow  tries  to 
simplify  interactions  with  the  company,  for  example,  by  han¬ 
dling  inventory  replacement,  thus  taking  some  of  the  burden 
off  the  customer’s  purchasing  agent.  A  relationship  buyer  often 
prefers  a  lot  of  personal  attention  from  Dow  and,  in  return, 
represents  a  long-term  sales  opportunity  for  the  company;  Dow 
provides  these  customers  with  a  high  level  of  interaction  from  the 
sales  force. 

Another  aspect  of  the  customer  interface  initiative  is  My- 
Accounts@Dow,  an  extranet  that  provides  registered  Dow  cus- 


you  have  a  lot  of  voice  mail  and  phone  tag.  It’s  nice  to  know 
that  if  you  have  to  order  something,  it  is  right  at  your  fingertips.” 

Berg  says  online  ordering  and  order  tracking  saves  him  time, 
and  he  also  appreciates  the  fact  that  he  still  has  the  option  of 
calling  Dow  directly.  “We  like  the  speed,”  he  says,  “but  there 
are  still  times  when  we  want  the  human  contact.” 

The  underlying  premise  of  all  Dow’s  e-business  activity  is  a 
simple  one:  The  company  wants  to  sell  its  products  and  ser¬ 
vices  to  customers  no  matter  how  they  choose  to  shop.  “E-busi¬ 
ness  is  more  than  just  adapting  to  a  technology  trend,”  says 
Kepler.  “It  is  a  key  component  of  our  future  growth.”  HH 


Shari  Weiss  is  a  freelance  writer  based  in  Oakland,  Calif.  She  can  be 
reached  at  sharisax@aol.com.  Additional  reporting  by  Sara  Shay. 
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If  you’re  a  manufacturer,  your  future  can  hinge  on  a  single  word:  e-business.  With  MAPICS  on  your  side,  you  can  feel  e-lated. 
Our  software  solutions  help  you  use  the  Internet  to  securely  link  your  customers,  partners,  and  suppliers  into  your  enterprise. 
We  enable  real-time  Web-based  collaboration  to  help  you  move  products  from  design  to  delivery  faster  than  ever  before. 
All  while  maximizing  your  efficiency  and  boosting  your  bottom  line.  And  all  MAPICS  products  are  e-business-ready  today, 
so  you  can  deploy  your  e-business  strategy  at  your  own  pace.  For  more  information  or  to  enroll  in  our 
e-Business  for  e-Manufacturing  Seminar  Series,  call  I-888-3MAPICS.  Or  visit 
www.mapics.com  to  learn  more.  And  do  more.  Quicker. 
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PANEL  OF  EXPERTS 


The  panel  of  distinguished  experts  who  participated  in  the  13th 
annual  CIO-100  includes  analysts  and  consultants  with  expertise 
in  a  broad  range  of  industry  and  technology  areas,  particularly 
customer  relationship  management 
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CASSANDRA  MILHOUSE 

Senior  consultant/analyst  at  the  Patricia 

Lead  analyst  at  Ovum,  a  consultancy 

Seybold  Group,  an  e-business  and  tech- 

based  in  London 

nology  consulting  and  research  firm  based 

See  Page  98  for  the 

in  Boston 

ROBERT  MIRANI 

METHODOLOGY  used 

Director  of  CRM  strategy  at  The  Yankee 

in  selecting  the 

VICTOR  HUNTER 

Group,  a  consultancy  based  in  Boston 

CIO-100  honorees. 

President  of  the  Hunter  Business  Group,  a 

consultancy  based  in  Milwaukee 

STEPHEN  PRATT 

Partner  and  coleader  of  the  CRM  practice 

DIMITRI  MANTZOURANIS 

at  Deloitte  &  Touche  Consulting,  a 

Chief  marketing  officer  and  senior  analyst 

consultancy  based  in  Chicago 

for  CRM  software  at  Information 

Systems  Marketing,  a  consultancy  based 

MARTHA  ROGERS 

in  Bethesda,  Md. 

Parmer  at  the  Pepper  and  Rogers  Group, 

a  consultancy  based  in  Stamford,  Conn. 
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Endless  Possibilities. 

Younique  Solutions. 

You  need  to  cultivate  raw  possibilities  into  real  business  productivity. 

But  your  success  depends  on  creating  just  the  right  conditions  for 
your  ideas  to  grow.  Who  can  make  it  happen?  You  can  —  with  the 
help  of  SAVVIS.  Just  go  on-net  with  SAVVIS,  and  you  can  build  an 
affordable  custom  network  in  as  few  as  15  days.  You  choose  the 
parameters,  bandwidth  and  QoS  levels  you  desire  —  and  watch  your 
business  thrive.  Reap  the  fruit  of  your  labors  today  with  the  SAVVIS 
networking  solutions  of  tomorrow. 

a  saw 1 5 

www.savvis.net/golden 


Intelligent  IP  Networking  for  Dynamic  Companies" 


©  2000  SAVVIS  Communications.  All  rights  reserved. 
All  trademarks  property  of  their  respective  owners. 
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Amazon.com  Inc.  Seattle 

Online  merchant 

Richard  L.  Dalzell,  VP  and  CIO 

Jeffrey  P.  Bezos,  Chairman,  President  and  CEO 

Bill  Price,  VP  and  General  Manager  of  Global  Customer  Service 

www.amazon.com 

Revenues:  $1.6B 
Employees:  7,600 

American  Airlines  Fort  Worth,  Texas 

Airline 

Scott  D.  Nason,  VP  of  IT  Services  and  CIO 

Donald  J.  Carty,  Chairman,  President  and  CEO 

John  Samuel,  VP  of  Interactive  Marketing 

www.aa.com 

Revenues:  $18B 
Employees:  100,000 

American  Management  Assoc.  New  York  City 

Business  education  and  management  development  organization 

Bruce  Alper,  CIO 

George  B.  Weathersby,  President  and  CEO 

www.amanet.org 

Revenues:  $280M 
Employees:  1,000 

Antique  Networking  Columbus,  Ohio 

Art/antiques  e-commerce  site 

Jim  Kamnikar,  VP  and  CIO 

Kathy  Kamnikar,  President  and  CEO 

www.antiqnet.com 

Revenues:  Privately  held 
Employees:  40 

Arrow  Electronics  Inc.  Melville,  N  Y. 

Distributor  of  electronic  components  and  computer  products 

to  industrial  and  commercial  customers 

www.arrow.com 

Revenues:  $9.3B 
Employees:  11,000 

David  G.  Westmoreland,  VP  and  CIO 
Stephen  P.  Kaufman,  Chairman  and  CEO 
Fran  Scricco,  President  and  COO 
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Things  change.  There’s  a  golden  opportunity  to  grow  the 
business  globally.  Produce  a  new  product  line  by  collaborating 
with  outside  suppliers,  partners  and  key  customers. 
Objectives:  Attract  new  customers.  Corner  the  market. 
Increase  revenues.  Provide  sensitive  data  while  keeping  it 
secure.  The  solution  is  Tivoli®  SecureWay®-  to  let  the  right 
outsiders  share  applications  and  access  critical  corporate 
information.  Create  a  true  e-business  and  keep  it  safe  and 


secure.  With  quick  and  affordable  implementation.  That’s 


why  leading  businesses  choose  the 
award-winning  Tivoli  SecureWay 
solution  from  Tivoli  Systems 
Inc.,  an  IBM  company.  Mission 
accomplished.  1-888-TIVOU-l 


www.tivoli.com/security 


Manage.  Anything.  Anywhere.” 


yti  Internationa!  Business  Machines  Corporation  In  the  United  States  ang/qr  other  countri 
a  trademark  licensed  from  K^benhavns  Sommer-Tivoli  A/S.  Tivoli  Systemsme.  is  an  IBM  coi 
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MISSION 

Implement  a  secure 
e-business. 


C  1  0 

MASTERS  of  the  CUSTOMER  CONNECTION  1  HONOR  EES 

BabyCenter  Inc.  San  Francisco 

www.babycenter.com 

Internet  parenting  resource 

Revenues:  Privately  held 

Brian  Laliberte,  CIO 

Mari  Baker,  General  Manager 

Employees:  150 

Barnes  &  Noble  Inc.  New  York  City 

Book  retailer 

Joseph  Giamelli,  CIO 

www.barnesandnoble.com 

Revenues:  $3B 
Employees:  29,000 

Baby  center 

Leonard  Riggio,  CEO 

answers  contact 

Capital  One  Financial  Corp.  Falls  Church,  Va. 

Financial  services 

www.capitalone.com 
Revenues:  $3.8B 

center  calls  in  less 

Marge  Connelly,  Senior  VP,  Card  Operations 

Employees:  15,500 

than  a  minute. 

Richard  D.  Fairbank,  Chairman  and  CEO 

Merchandisers  and 

Casa  Automotive  Group  Albuquerque,  N.M. 

www.casanet.com 

buyers  are  seated 

Automobile  sales 

Marcus  Clarke,  Technology  Consultant,  Meridian  Group 

Revenues:  $180M 
Employees:  320 

near  call  center 

Ken  Johns,  President  and  CEO 

representatives  to 

Charles  Schwab  &  Co.  Inc.  San  Francisco 

www.schwab.com 

answer  any  tough 
questions. 

Securities  brokerage  and  related  financial  services 

Dawn  Lepore,  Vice  Chairman  and  CIO 

Charles  R.  Schwab,  Chairman  and  Co-CEO 

Revenues:  $3.9M 
Employees:  18,000 

David  S.  Pottruck,  President  and  Co-CEO 

* 

Janice  Rudenauer,  VP  of  Database  and  Relationship  Marketing 

The  Chase  Manhattan  Corp.  New  York  City 

www.chase.com 

Commercial  banking 

Revenues:  $140B 

Rick  Mangogna,  Executive  VP,  CIO,  Global  Wholesale  Bank 

Carl  Morales,  Executive  VP,  CIO,  National  Consumer  Services 

William  Harrison,  CEO 

Don  Trotta,  Senior  VP,  National  Consumer  Services 

Employees:  74,000 

Cisco  Systems  Inc.  San  Jose,  Calif. 

www.cisco.com 

Networking  solutions 

Revenues:  $17. 2B 

Peter  Solvik,  Senior  VP  and  CIO 

John  T.  Chambers,  President  and  CEO 

Doug  Allred,  Networking  communications 

Employees:  29,000 

City  of  Phoenix  Phoenix 

www.ci. phoenix,  az.  us 

Local  government 

Revenues:  $1.8B 

Danny  W.  Murphy,  CIO 

Frank  Fairbanks,  City  Manager 

Employees:  13,799 
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How?  By  leveraging 
supplier  relationships 
for  bottom-line  savings 
of  up  to  15%  (or  more). 


What  are  you  buying  from  which  suppliers  and  at  what  risk?  Do  those  purchases 
reflect  your  corporate  goals,  values  and  e-strategies?  With  the  SAS  solution  for 
supplier  relationship  management,  you'll  see  B2B  relationships  in  a  whole  new 
light  —  one  that’s  heavily  weighted  in  your  favor.  And  we’ve  combined  the 
expertise  of  Dun  &  Bradstreet  to  make  our  software  even  more  powerful.  So 
you  can  be  even  more  profitable.  A  quick  demo  awaits  you  at  wvm.sas.com/leveragc 


phone:  800.727.0025 
E  -mai  1 :  c  i  o@  sas  .com 

www.sas.com/Ieverage 


The  Tower  to  Know „ 
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EMC  Corp.  boasts 
a  98 percent  customer 
service  satisfaction 
rate ,  and  its  system 
features  the  ability 
to  anticipate  and 
resolve  diagnostic 
problems  invisibly . 


CornerDrugstore.com  New  York  City 

Pharmacy 

Kenneth  Westby,  CIO 

Brett  Johnson,  CEO 

John  Powers,  VP  of  IT 

www.cornerdrugstore.com 
Revenues:  Privately  held 
Employees:  50 

Cox  Communications  Inc.  Atlanta 

Cable  TV,  telecommunications  and 

high-speed  Internet  access  provider 

Scott  A.  Hatfield,  Senior  VP  and  CIO 

James  0.  Robbins,  President  and  CEO 

Kimberly  C.  Edmunds,  VP  of  Customer  Service 

www.cox.com 

Revenues:  $2.3B 

Employees:  15,000 

Current  Analysis  Inc.  Sterling,  Va. 

Competitive  analysis— IT/Telecom 

Mark  Kissman,  Senior  VP  and  CFO 

Jeffrey  L.  Swartz,  President  and  CEO 

Rich  Alires,  Senior  VP  of  Worldwide  Sales  and  Marketing 

www.currentanalysis.com 

Revenues:  $5M 

Employees:  60 

Dell  Computer  Corp.  Round  Rock,  Texas 

Computer  manufacturer 

Randall  Mott,  Senior  VP  and  CIO 

Michael  S.  Dell,  Chairman  and  CEO 

www.dell.com 

Revenues:  $25. 3B 

Employees:  35,800 

Department  of  Veterans  Affairs  Washington,  D  C. 

Veterans  Health  Administration  Office  of  Information 

Medical  care 

Charles  V.  Yarbrough,  Acting  CIO 

Thomas  L.  Garthwaite,  Deputy  Undersecretary  for  Health 

Gail  Belles,  Associate  CIO  for  Customer  Services 

www.va.gov 

Revenues:  NA 

Employees:  170,000 

Discover  Financial  Services  Riverwoods,  III. 

Credit  cards 

Diane  Offereins,  Executive  VP  and  CIO 

David  Nelms,  President  and  COO 

Joe  Yob,  Executive  VP  of  Cardmember  Services 

www.discovercard.com 

Revenues:  S3.5B 

Employees:  14,000 

The  Dow  Chemical  Co.  Midland,  Mich. 

Manufacturer  of  chemical,  plastic  and  agricultural  products 

David  E.  Kepler,  VP  of  E-Business  and  CIO 

William  S.  Stavropoulos,  CEO 

www.dow.com 

Revenues:  $19B  (sales) 
Employees:  39,239 

EarthLink  Inc.  Atlanta 

Internet  access  services  (connectivity),  Web  hosting 

Jon  Irwin,  Executive  VP  of  Operations 

www.earthlink.net 

Revenues:  $670M 
Employees:  5,000 

Charles  “Garry”  Betty,  CEO 

Veronica  Murdock,  Executive  VP  of  Member  Support  and  Services 
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Walker.  We’ve  always  been  at  the  leading  edge  of 
business  technology.  Working  with  the  world’s 
most  successful  enterprises.  Today,  our  new 
Deep  e-business  solutions ™  are  taking  over  the 
online  arena.  After  all,  Walker  is  e-business  to 
the  core. 


e-business  is  our  turf. 
And  you’re  on  it. 


For  over  25  years,  Walker  has  provided  powerful 
software  applications  to  the  world’s  Global  2000 
enterprises.  Now  we’ve  staked  out  our  territory  in 
the  New  Economy  by  offering  Deep  e-business 
solutions  to  companies  of  all  sizes.  Solutions  so 
robust,  that  no  one  comes  close  to  handling  the 
volume  we  do.  Solutions  so  human,  that  your 
staff  and  business  partners  can  collaborate  freely 
and  effectively  anywhere,  anytime,  all  the  time. 

So  if  you’re  intent  on  running  an  e-business, 
you’re  on  our  turf. 

To  schedule  a  meeting  or  for  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 


©  2000  Walker  Interactive  Systems,  Inc.  Walker  and  design,  and  “Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  of  Walker  Interactive  Systems, 
Inc.  All  other  brand  and  product  names  are  trademarks  of  their  respective  owners. 
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E-Trade  Groups 
website  offers  varying 
degrees  of  services 
and  access.  Customers 
with  E-Trmle  accounts 
have  access  to  several 
analytical  and  record¬ 
keeping  tools. 


Eddie  Bauer  Redmond,  Wash. 

Apparel  and  home  furnishings  retailer 

Jack  Sansolo,  Executive  VP  of  Global  Brand  Direction 

Rick  Fersch,  President 

Harry  Egler,  Division  VP  for  Direct  Marketing 

www.eddiebauer.com 

Revenues:  NA 

Employees:  17,000 

EMC  Corp.  Hopkinton,  Mass. 

Data  storage 

Frank  Hauck,  Senior  VP  and  CIO 

Mike  Ruettgers,  CEO 

Joseph  F.  Walton,  Senior  VP  of  Global  Customer  Service 

www.emc.com 

Revenues:  $6.7B 
Employees:  18,800 

Enterprise  Rent-A-Car  St.  Louis 

Car  rental  company 

William  W.  Snyder,  Senior  VP  and  CIO 

Andrew  C.  Taylor,  President  and  CEO 

Dan  Gass,  Assistant  VP 

Jeffrey  Brummett,  VP  of  Rental 

www.  enterprise,  com 

Revenues:  $4.7B 
Employees:  42,000+ 

eResearchTechnology  Philadelphia 

Provider  of  technology  consulting  services 

Vincent  W.  Renz  Jr.,  Senior  VP  and 

General  Manager  of  Research  Network  Solutions 

Joseph  Esposito,  President  and  CEO 

Cynthia  Landry,  VP  of  Customer  Service 

www.eresearchtechnology.com 
Revenues:  $70M 
Employees:  150+ 

E-Trade  Group  Inc.  Menlo  Park,  Calif. 

Online  financial  services 

Josh  Levine,  CIO 

Christos  M.  Cotsakos,  Chairman  and  CEO 

Connie  Dotson,  Chief  Service  Quality  Officer 

www.etrade.com 

Revenues:  $621M 

Employees:  2,500 

Fatbrain.com  Santa  Clara,  Calif. 

Online  bookstore  for  professionals 

Kim  Orumchian,  Executive  VP  of  Product  Development 

Dennis  Capovilla,  President  and  COO 

Jerry  Clarno,  Director  of  Corporate  Sales  and  Customer  Service 

www.fatbrain.com 

Revenues:  $19. 8M 
Employees:  300 

FedEx  Corp.  Memphis,  Tenn. 

Transportation  and  logistics  services  provider 

Robert  B.  Carter,  Executive  VP  and  CIO 

Frederick  W.  Smith,  Chairman,  President  and  CEO 

David  J.  Bronczek,  President  and  CEO  of  FedEx  Express 

www.fedex.com 

Revenues:  $18B 

Employees:  170,000 

Focal  Communications  Corp.  Chicago 

Data,  voice  and  colocation  services 

John  Barnicle,  Executive  VP  and  COO 

www.focal.com 

Revenues:  $126. 9M 

Employees:  747 

Robert  Taylor,  President  and  CEO 
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FREE  APC 

Back-UPS® 
Office  350  to 

ist  100  entrants. 

!|l  entrants  will  receive  APC's 
d  /ver  Protection  Handbook. 


3  one  of  the  first  100  to  mail  or  fax  this 
tiTipleted  coupon  or  contact  APC  and 
iter  to  win  a  FREE  APC  Back-UPS®  Office 
jO!  All  entrants  will  receive  a  FREE  APC 
iwer  Protection  FHandbook.  Better  yet,  enter 
cay  at  the  APC  Web  site! 

Key  Code 

ltp://promo. apcc.com  u854z 

138)  289-APCC  x6140  •  FAX:  (401)  788-2797 


FREE  APC  Back-UPS®  Office  350t>  hu  1 00  entrants. 


All  entrants  will  receive  a  FREE  APC  Power  Protection  Handbook. 


□  YES!  Enter  me  to  win  1  of  100  FREE  APC  UPSs  and 

send  me  a  FREE  APC  Power  Protection  Handbook. 

(See  APC  Web  site  for  complete  promotion  details) 

□  NO,  I'm  not  interested  at  this  time,  but  please  add  me 

to  your  mailing  list. 


Name: 


APC  Back-UPS  Office  350 


Title: _ 

Address: _ 

City/Town: _ 

Phone: _ 

Brand  of  UPS  used? _ 

Brand  of  PC  used?  _ 

Brand  of  Servers  used? 


Company: 


State: 


Zip: 


Country 


# 
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AMERICAN  POWER  CONVERSION 


KEY  CODE:  u854z 
DEPARTMENT:  B 
132  FAIRGROUNDS  ROAD 
PO  BOX  278 

WEST  KINGSTON  Rl  02892-9920 
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Howto 
Contact  APC 

Call:  (888)  289-APCC 

use  the  extension  on  the 
reverse  side 

Fax:(401)  788-2797 

Visit  http://promo.apcc.conr, 
use  the  key  code  on  the  re  vers 
side 


Legendary  Reliability' 


Introducing  APC's  newest  solutions 
for  end-to-end  network  availability 


When  the  power  fails,  APC  prevails. 


NEW!  DC  Power  solutions  and  cables. 


Storms,  blown  fuses,  backhoes...  the  causes  of  power  problems  are  numerous,  and  the 
results  painful;  data  loss  and  damage  to  your  expensive  hardware.  When  power  fails, 
APC  prevails  with  award-winning  surge  suppressors,  battery  backup,  security  enclosures, 
DC  power  equipment,  cables  and  management  software  to  deliver  end-to-end  reliability, 
guaranteed.  So  ask  your  favorite  reseller  about  APC  peace  of  mind  or  visit  our  Web  site 
today  for  an  APC  solution  for  you! 


Notebook  Computers 


•  Notebook  Battery 
cartridges  backed  by  APC's 
legendary  reliability. 

•  Complete  AC,  telephone/ 
modem  surge  protection 
for  notebooks. 

•  Cable  management  devices. 

Solutions  starting  at 

$19.99 


•  Surge  protection  or 
battery  back-up  for 
your  computer  and 
internet  connection. 

•  Data-saving  software 
provides  warnings  and 
safe  shutdown. 

Solutions  starting  at 

$19.99 


•  Battery  backup  with  Web/ 
SNMP  compatibility  for  tower 
and  rack-mount  servers. 

•  PowerChute®  plus  provides  e- 
mail  warnings,  environmental 
monitoring  and  safe  shutdown. 

•  Inventory  Manager  manages 
up  to  10,000  APC  UPSs. 

Solutions  starting  at 

$249.99 


•  DC  Power  Systems  design  and 
installation. 

•  DC  rectifiers  and  power  shelves 
and  rectifiers,  with  advanced  effi¬ 
ciency,  power  density  and  temper¬ 
ature  range  performance. 

•  Hot-plug,  N+1  redundant. 

Call  for  DC  Solutions  pricing 


•  Fiber  optic,  USB,  FireWire  and 
many  more  cables  and  extensions. 


•  Complete  UPS  protection 
for  hubs,  switches  and 
routers. 

•  Managed  enclosures  for 
server  platform  and  inter¬ 
networking  equipment. 

•  Remote  power  manage¬ 
ment,  reboot  and  diagnosis. 

•  Data,  network  and  serial 
line  protection. 

Solutions  starting  at 

$299.00 


•  Site-wide  protection  from 
lOkW  to  infinity. 

•  N+1  redundancy  and  scala¬ 
bility,  modular  expansion 
and  reconfiguration. 

•  Innovative  Delta  Conversion 
On-line™  3-phase  design 
means  unmatched  efficien¬ 
cy  and  low  operating  costs. 

Solutions  starting  at 

$3599.00 


Configuring  your  solution 
is  as  easy  as  1,2, 3. 

Go  to  wwwjpcc.com/sizing  today! 


©2000  American  Power  Conversion.  All  Trademarks  are  the  property  of  their  owners.  APC2E0EF-US  •  PowerFax:  (8001  347-FAXX  •  E-mail:  apcmfo@apcc.com  .  132 


•  KVM  switches  allow  you  to  control 
several  PCs  or  servers  with  one 
keyboard. 

Cables  starting  at  $6.99 
Switches  starting  at  $89.99 


FREE  APC  UPS  100  respondents. 

All  respondents  will  receive  a  Power  Protection  Handbook 

Order  now  Key  Code  u854z 
http://promo.apcc.com 

888-289-APCC  x6140  •  FAX:  401-788-2797 


Legendary  Reliability  " 


Fairgrounds  Road,  West  Kingston.  Rl  02892  USA 


#APCC 

A  Nasdaq-100 
Company 
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Ford  Motor  Co.s 
OwnerCormection.com 
offers  a  response  from 
a  real  person  to  e-mail 
inquiries  within  three 
business  days  and  allows 
users  to  customize  the 
website  for  their  specific 

vehicle. 


Ford  Motor  Co.  Dearborn,  Mich. 

Automobile  manufacturing  and  sales 

Jim  Yost,  CIO 

Jac  Nasser,  CEO 

Shawn  Brozovich,  CRM/OwnerConnection  Manager 

www.ford.com 

Revenues:  $7.2B 
Employees:  345,000 

FultonStreet.com  New  York  City 

Industry  retail  of  seafood,  meats,  gourmet  groceries  and  kitchenware 

Alex  Dameo,  CIO,  Vanguard  Interactive 

Stratis  Morfogen,  President  and  CEO 

Tony  Psaltis,  Consumer  Relations  Director 

www.fultonstreet.com 

Revenues:  $1.2M 

Employees:  20 

Gateway  Inc.  San  Diego 

Computer  manufacturing,  sales,  services  and  training 

James  Pollard,  Senior  VP  and  CIO 

Jeff  Weitzen,  President  and  CEO 

James  Hobby,  VP  of  Client  Care/Consumer 

www.gateway.com 

Revenues:  $8.6B 
Employees:  19,000 

Harbinger  Corp.  Atlanta 

Internet  e-commerce 

Ray  L.  Dicasali,  CIO 

James  M.  Travers,  President  and  CEO 

www.harbinger.com 

Revenues:  $155M 
Employees:  1,100 

Harley-Davidson  Motor  Co.  (Harley-Davidson  Inc.)  Milwaukee 
Motorcycle  manufacturing 

David  J.  Storm,  VP  of  Planning  and  IS 

Jeffery  L.  Bleustein,  Chairman  and  CEO 

Frank  Cimermancic,  Director  of  Business  Planning 

www.harley-davidson.com 

Revenues:  $2.4B 
Employees:  7,000 

Harrah’s  Entertainment  Inc.  Las  Vegas 

Casinos 

John  Boushy,  Senior  VP  Brand  Operations  and  Information  Technology 
Philip  G.  Satre,  Chairman,  President  and  CEO 

Richard  E.  Mirman,  VP  of  Relationship  Marketing 

www.harrahs.com 

Revenues:  $3.5B 
Employees:  38,000 

The  Home  Depot  Inc.  Atlanta 

Home  improvement  retailer 

Ronald  B.  Griffin,  Senior  VP  and  CIO 

Arthur  M.  Blank,  President  and  CEO 

Mark  Baker,  COO  and  Senior  VP  of  Merchandising 

www.homedepot.com 
Revenues:  $38B 
Employees:  220,000 

Honeywell  Morristown,  N.J. 

Technology  and  manufacturing 

William  L.  Sanders,  VP  and  CIO 

www.honeywell.com 

Revenues:  $24B 
Employees:  120,000 

Michael  R.  Bonsignore,  Chairman  and  CEO 
Lucia  Quinn,  VP  of  Marketing 
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Need  help  fast? 


Silverline 

Technologies 


Need  to  manage  eBusiness,  CRM  solutions, 
or  Legacy  Transformation  and  Maintenance? 

Silverline  Technologies  delivers  fast,  high  quality,  cost  effective 
IT  solutions  supported  by  over  1200  dedicated  IT  professionals 
and  SEI  CMM  Level  IV  and  ISO  9001  certified  processes. 
With  development  centers  in  the  US  and  throughout  the  globe,  and 
access  to  an  abundant  pool  of  skilled  resources,  Silverline  has  built  a 
track  record  for  successfully  delivering  mission  critical  applications  to 
Fortune  500  and  major  international  corporations.  Silverline’s 
reputation  for  uncompromising  standards  and  rapid  application 
development  makes  it  the  ideal  IT  solutions  partner  of  choice  for 
clients  on  a  local  or  global  basis.  Find  out  how  Silverline’s 
broad  range  of  services  and  expertise  can  help  your  company 
stay  on  course,  call:  (800)  29S1LVER  (800-297-4583). 

Delivering  SOLUTIONS  WITHOUT  BOUNDARIES 


www.silverline.com 
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Jeep-Daimler- 
Chrysler  Corp.  holds 
a  "summer  camp  for 
Jeep  owners  designed  to 
create  a  community 
and  to  give  tutorials 
on  the  sport  utility 
vehicles  capabilities. 


Household  International  Prospect  Heights,  III. 

Financial  services 

Kenneth  Harvey,  Managing  Director  and  CIO 

William  Aldinger,  Chairman  and  CEO 

Chuck  Colip,  Deputy  Managing  Director  and  COO 

www.household.com 

Revenues:  $9.5B 
Employees:  23,600 

HPshopping.com  Cupertino,  Calif. 

Home  and  home  office  products 

Mike  Bridge,  CTO 

Shen  Li,  General  Manager 

Dave  Deasy,  COO 

www. hpshopping.com 

Revenues:  NA 

Employees:  50 

Human  Resources  Development  Canada  Systems  Branch  Hull,  Quebec 
Government  of  Canada  department 

Serge  Rainville,  Assistant  Deputy  Minister 

Claire  Morris,  Deputy  Minister 

www.hrdc-drhc.gc.ca 

Revenues:  NA 

Employees:  25,000 

InFocus  Inc.  Wilsonville,  Ore. 

Data/video  projectors 

Craig  Friedrich,  CIO 

John  V.  Harker,  Chairman,  President  and  CEO 

Robert  Betts,  VP  and  General  Manager  of  InFocus  Services 

www.infocus.com 

Revenues:  $390. 7M 
Employees:  600 

Intel  Corp.  Santa  Clara,  Calif. 

Server,  client,  networking,  communications  and  services  solutions 

Doug  Busch,  VP  of  IT 

Craig  R.  Barrett,  President  and  CEO 

www.intel.com 

Revenues:  $29. 4B 
Employees:  70,000+ 

Interland  Inc.  Atlanta 

Web  and  applications  hosting  and  other  Web-based  business  solutions 

Ken  Gavranovic,  President  and  CEO 

Rahim  Shah,  Executive  VP 

www.  interland,  com 

Revenues:  $9,1M 
Employees:  .400+ 

International  Piping  Systems  Baton  Rouge,  La. 

Industrial  construction  fabrication 

G.  Patrick  Thompson  Jr.,  CIO,  Turner  Industries 

Dave  Chapman,  President 

www.turner-industries.com 

Revenues:  $120M 
Employees:  32,000 

J.D.  Edwards  &  Co.  Denver 

Enterprise  software 

Mark  Endry,  CIO  and  Senior  VP 

www.jdedwards.com 

Revenues:  $943M 
Employees:  5,000+ 

C.  Edward  McVaney,  President  and  CEO 
Dave  Girard,  COO  and  Executive  VP 
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Remember  when 


It  took  boxing  gloves  to  resolve 
invoice  disputes? 


<t:  >\ 


Stop  getting  beat  up  over  invoice  disputes.  InvoiceLink’s  patented 
technology  completely  Web-enables  invoicing  and  payment,  so  you  can 
present  electronic  statements,  track  disputes,  answer  questions,  maintain 
an  audit  trail  and  view  invoices  with  your  trading  partners  in  real-time.  No 

more  going  toe-to-toe  over  problematic  charges.  No  more  sparring  over 
who’s  been  short-changed.  InvoiceLink  even  lets  your  customers  pay 

invoices  online  —  all  without  writing  a  single  check.  . 

www.mvoicehnk.com 

336.315.9336 


InvoiceLink 

COR  RORATION 

The  currency  of  collaboration. 


InvoiceLink  is  so  collaborative  ...you’ll  resolve  invoicing  issues  without 
bruising  your  business  relationships. 


U.S.  Patent  Number  6,044,362 
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Lands  End  o  ffers 
online  customers 
real-time  human 
assistance  on  a  24/7 
basis.  The  retailer 
also  offers  two  options 
for  contact  with  a 
Lands  End  personal 
shopper,  by  phone 
or  by  e-mail. 


Jeep-DaimlerChrysler  Corp.  Auburn  Hills,  Mich.  www.daimlerchrysler.com 

Automobile  manufacture  and  sale  Revenues:  $64. 5B 

Susan  J.  Unger,  Senior  VP  and  CIO  Employees:  123,900 

James  P.  Holden,  President 

Theodor  R.  Cunningham,  Executive  VP  of  Global  Sales  and  Marketing 


Kraft  Foods  Inc.  Northfield,  III. 

Food  manufacturing  and  marketing 

Steve  Finnerty,  CIO 

Robert  Eckert,  President  and  CEO 

Philip  Pellegrino,  Senior  VP  of  Sales  and  Customer  Service 

www.kraftfoods.com 

Revenues:  $17. 5B 
Employees:  36,500  (N.  America) 

Lands’  End  Dodgeville,  Wis. 

Clothing  retailer 

John  Loranger,  VP  of  Information  Services 

Dave  Dyer,  CEO 

www.landsend.com 

Revenues:  $1.3B 
Employees:  7,000 

Lucent  Technologies  Inc.  Murray  Hill,  N.J. 

Communications  equipment  manufacturer  and  software  developer 
Larry  Kittelberger,  Senior  VP  and  CIO 

Richard  A.  McGinn,  Chairman  and  CEO 

www.lucent.com 

Revenues:  $38. 3B 

Employees:  150,000 

Lucy.com  Portland,  Ore. 

Women’s  athletic  apparel,  footwear  and  accessories 

Bill  Johnson,  CIO 

Sue  Levin,  CEO 

Steve  Hochman,  VP  of  Sales  Operations 

www.lucy.com 

Revenues:  NA 

Employees:  80 

Marriott  International  Inc.  Washington,  D  C. 

Hospitality 

Carl  Wilson,  Executive  VP  and  CIO 

William  J.  Shaw,  President  and  COO 

Mike  Jannini,  Executive  VP  of  Brand  Management 

John  Marriott,  Executive  VP  of  Sales  and  Marketing 

www.marriott.com 

Revenues:  $8.7B  (sales) 
Employees:  145,000 

Maxtor  Corp.  Milpitas,  Calif. 

Storage  solutions 

Scott  Hicar,  Senior  Director  of  Worldwide  Information  Technology 

Michael  R.  Cannon,  CEO 

Paul  Tufano,  CFO 

www.maxtor.com 

Revenues:  $2.5B 
Employees:  6,500 

MediaOne  Englewood,  Colo. 

Cable,  high-speed  Internet  access  and  local  telephone  service 

Trade  Muesing,  CIO 

Jan  Peters,  President  and  CEO 

Mark  Voboril,  VP  of  Consumer  Marketing  and  Information 

www.mediaone.com 

Revenues:  $2.5B 

Employees:  15,196 
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San  Francisco  I  New  York  I  London  I  Tokyo  I  Sao 


I  need  to  know. 


I  Munich  I  Toronto  I  Paris  I  Norwalk 


Understanding  individual  customer  needs.  Conceiving 
e-services  to  meet  those  needs.  Distributing  those  services 
to  the  exact  place  and  time  they’re  needed  most.  That’s 
what  we  call  Me-businessSM.  We’re  Modem  Media,  and 
for  over  12  years,  we’ve  been  helping  some  of  the  world’s 
best  brands  succeed  online. 


Not  just  what  you  want  me  to  know. 
If  you  have  nothing  to  hide  from  me, 
you’ll  have  everything  to  gain,  starting 
with  my  loyalty. 


www.modemmedia.com/listen 
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Northwest  Airlines 
has  become  the 
first  major  carrier 
to  allow  passengers 
to  complete  their 
entire  check-in  process 
on  the  Internet , 
including  printing 
boarding  passes 
directly  from 
their  PCs. 
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Merrill  Lynch  &  Co.  Inc.  New  York  City 

Diversified  financial  services 

John  A.  McKinley  Jr.,  Executive  VP  and  CTO 

David  H.  Komansky,  Chairman  and  CEO 

www.ml.com 

Revenues:  $34. 8B 

Employees:  67,200 

Motherwear  Northampton,  Mass. 

Mail-order  breastfeeding  clothing  and  nursing  resources 

Prakash  Laufer,  CEO 

Jody  Wright,  President 

www.motherwear.com 

Revenues:  $10M 

Employees:  72 

Neighborhood  Health  Plan  Boston 

Managed  health  care 

Craig  Johnson,  CIO 

James  Hooley,  President  and  CEO 

www.nhp.org 

Revenues:  $192M 

Employees:  260 

New  England  Business  Service  Inc.  Groton,  Mass. 

Business  forms 

Jeffrey  W.  Angus,  Senior  VP  of  IS 

Robert  J.  Murray,  Chairman,  President  and  CEO 

Susan  Nawrocki,  Division  VP  of  Marketing 

www.nebs.com 

Revenues:  $470M 
Employees:  3,727 

Nortel  Networks  Brampton,  Ontario 

Telephony,  data,  wireless  and  wireline  solutions  for  the  Internet  industry 

Richard  Ricks,  Senior  VP  and  CIO 

John  Roth,  President  and  CEO 

Eric  Ross,  President  of  Global  Customer  Care  Services 

www.nortelnetworks.com 

Revenues:  $21. 3B 
Employees:  70,000 

Northwest  Airlines  St.  Paul,  Minn. 

Airline 

John  C.  Parker,  VP  of  IS 

John  H.  Dasburg,  President  and  CEO 

www.nwa.com 

Revenues:  $10B 
Employees:  55,000 

Orcom  Solutions  Bend,  Ore. 

Application  service  provider  of  customer  care  and  billing  solutions 

David  Hingham,  VP  of  Product  Development 

Steven  Price,  CEO,  LiveWire  Corp. 

Darren  Brady,  Executive  VP 

www.orcom.com 

Revenues:  Privately  held 
Employees:  530 

Pacific  Edge  Software  Inc.  Kirkland,  Wash. 

Software  development 

Les  Valsquier,  Director  of  IT 

Lisa  Hjorten,  President  and  CEO 

Chris  Broyles,  Director  of  Account  Development 

www.pacificedge.com 

Revenues:  $4.6M 

Employees:  95 

www.cio.com 

CONNECT  YOUR  BUSINESS  TO  EVERY  BUSINESS. 

No  new  hardware  Connect,  integrate  and  exchange 

information  with  everyone  —  suppliers, 
customers  and  digital  marketplaces  — 

No  new  standards.  whether  theV  use  EDI-  ERP'  le9acY 

systems  or  a  simple  Web  browser. 

120  days  or  less.  Now  everyone  can  participate. 

►  ECOutlook.com  bridges  the  gap. 

Register  today  for  a  free  e-seminar  and  multi- 
media  CD  at  www.ecoutlook.com/register20 
or  call  888-525-2490  x20. 


TRADING  PARTNER  CONNECTIVITY 


ecoutlook.com 

the  intelligent  e-business  link. 
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The  Prudential 
Insurance  Co.  of 
America  has  an 
interactive  website 
and  wireless 
communications 
with  its  sales 
force  via 
handhelds. 


PHH  Vehicle  Management  Services  Hunt  Valley,  Md.  www.phh.com 

Automotive  fleet  leasing  (B2B)  and  rental  car  services  Revenues:  $1.6B 

Lawrence  E.  Kinder,  CIO,  Senior  VP  of  ITS  and  E-Business,  Avis  Group  Employees:  2,550 

Mark  E.  Miller,  President,  Avis  Fleet  Companies  and  (Avis  and  Wright  Express:  19,500) 

PHH  Vehicle  Management  Services 

George  Kilroy,  Senior  VP  of  Client  Services  and  Business  Development 


Pitney  Bowes  Inc.  Stamford,  Conn. 

Messaging  management  products  and  services 

Gregory  E.  Buoncontri,  VP  and  CIO 

Michael  J.  Critelli,  Chairman  and  CEO 

Russ  Wilson,  VP  of  CRM  Reengineering,  Pitney  Bowes  Mailing  Systems 

www.pitneybowes.com 

Revenues:  $4.4M 
Employees:  30,000 

ProBusiness  Services  Inc.  Pleasanton,  Calif. 

Outsourcing  of  employee  services  functions 

Jeffrey  Ruger,  VP  of  Technology 

Thomas  H.  Sinton,  CEO 

Jerry  Blalock,  Executive  VP  and  Group  General  Manager 

www.probusiness.com 

Revenues:  $100M  (projected) 
Employees:  1,000 

The  Procter  &  Gamble  Co.  Cincinnati 

Consumer  products 

Steve  N.  David,  CIO 

Alan  G.  Lafley,  President,  Chief  Executive  and  Director 

www.pg.com 

Revenues:  $3.8B 
Employees:  110,000 

The  Prudential  Insurance  Co.  off  America  Newark,  N.J. 

Insurance,  securities  brokerage,  financial  services, 
asset  management  and  real  estate 

William  D.  Friel,  Senior  VP  and  CIO 

Arthur  F.  Ryan,  Chairman  and  CEO 

Peter  Lacovara,  VP  of  IS 

www.prudential.com 

Revenues:  $26. 6B 

Employees:  60,000 

PSS  World  Medical  Inc.  Jacksonville,  Fla. 

Distributor  of  medical  products 

David  H.  Ramsey,  CIO 

Patrick  Kelly,  CEO 

David  A  Smith,  CFO 

www.pssworldmedical.com 

Revenues:  $2B 

Employees:  5,200 

PurchasingNet  Inc.  Lincroft,  N.J. 
eProcurement  solutions  provider 

Laurene  Fielder,  Senior  VP  of  Professional  Services 

Tim  McEneny,  President  and  CEO 

www.purchasingnet.com 

Revenues:  $5M+ 
Employees:  50+ 

Quantum  Corp.  Milpitas,  Calif. 

Mass  storage 

Tama  H.  Olver,  VP  of  IS  and  CIO 

Michael  A.  Brown,  Chairman  and  CEO 

John  Gannon,  President,  Hard  Disk  Drive  Group 

www.quantum.com 

Revenues:  $4.9B 

Employees:  6,200 
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Complex  navigation  is  a  guide  on  how  to  get  lost. 


www.inxight.com 


See.  Know.  Do 


bxigfci  asd  See. 


0?.  are  -'dgisiered  trademarks  or  trademarks  of  ItuugM  Software . 
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SBC  Communications 
launched  the  nations 
largest  deployment  of 
high-speed  DSL  in  1999 
and  provides  online 
tools  to  meet  demand. 


QVC  West  Chester,  Pa. 

Electronic  retailer 

John  Link,  CIO 

Doug  Briggs,  President 

John  Hunter,  Senior  VP  of  Customer  Services 

www.qvc.com 

Revenues:  $2.9B 

Employees:  10,000 

Raytheon  Co.  Lexington,  Mass. 

Defense  and  commercial  electronics,  business  aviation 

and  special  mission  aircraft 

James  Infinger,  CIO 

Dan  Burham,  CEO 

Eric  R.  Singleton,  Director  of  Global  E-Business 

www.boaters.com, www.raytheon.com 

Revenues:  $19. 8B 

Employees:  100,000 

Roadway  Express  Inc.  Akron,  Ohio 

Freight  transportation 

Robert  W.  Obee,  VP  and  CIO 

Michael  W.  Wickham,  Chairman  and  CEO 

Louis  J.  Esposito,  VP  of  Sales 

www.roadway.com 

Revenues:  $2.8B 
Employees:  28,000 

Rosenbluth  Interactive  Philadelphia 

Online  travel  management 

Don  Otterbein,  CIO  and  VP  of  User  Experience 

Neal  Bibeau,  President 

www.biztravel.com, www.travelution.com 

Revenues:  $200M  (projected  sales) 
Employees:  90 

Royal  Bank  of  Canada  Toronto  www.royalbank.com 

Banking  Revenues:  $10. 6B 

Marty  Lippert,  Vice  Chairman  and  CIO,  Royal  Bank  Financial  Group  Employees:  50,000 

John  Cleghorn,  Chairman  and  CEO 

Shauneen  Bruder,  Senior  VP,  North  American  Markets,  Personal  and  Commercial  Banking 

SAS  Institute  Inc.  Cary,  N.C. 

Software  development 

Charlie  Dunham,  VP  of  IS 

James  H.  Goodnight,  President  and  CEO 

www.sas.com 

Revenues:  $1B 
Employees:  7,087 

SBC  Communications  Inc.  San  Antonio 

Telecommunications 

Edward  L.  Glotzbach,  Executive  VP  and  CIO 

Edward  E.  Whitacre  Jr.,  Chairman  and  CEO 

Royce  Caldwell,  Vice  Chairman 

www.sbc.com 

Revenues:  $49B 

Employees:  200,000+ 

Schlumberger  Ltd.  New  York  City 

Technical  services 

Jean  Chevallier,  VP  of  IT 

www.slb.com 

Revenues:  $8.4B 
Employees:  55,000 

D.  Euan  Baird,  Chairman  and  CEO 
Carlos  Lazalde,  VP  of  Customer  Satisfaction 
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Experience  The  Interactive  Broadcast  Platform  For  The  New  Millennium. 

No  one  delivers  Web  content,  streaming  media  and  applications  like  Akamai.  Our 
unique  Edge Advantagesm  platform  integrates  streaming  media  with  a  world  of  dynamic 
content,  personalization  and  customization,  enabling  an  interactive  broadband  media 
experience  for  Akamaized  eBusinesses. 

Akamai’s  powerful,  high-performance  broadcast  delivery  network  opens  doors  to  a 
new  world  of  broadband  and  high  speed  Internet  access,  changing  the  media 
industry  forever.  The  wave  of  the  future  is  brought  to  you  by  Akamai  today. 

www.akamai.com/streaming 


Delivering  o  Better  Internet51"  Say  OH  kuh  my 


Join  the  Akamai  Team:  jobs@akamai.com 
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Seal's,  Roebuck 
and  Co.  has 
integrated  eight 
call  centers 
in  a  single-point- 
of -contact  for 
customers. 


Schneider  National  Inc.  Green  Bay,  Wis. 

Transportation  and  logistics  services 

Christopher  B.  Lofgren,  COO 

Donald  J.  Schneider,  President 

Mark  W.  Deprey,  VP  of  Sales  and  Marketing 

www.schneider.com 

Revenues:  $3B 
Employees:  19,600 

Sears,  Roebuck  and  Co.  Hoffman  Estates,  111. 

Retail  and  home  services 

Jerry  Miller,  Senior  VP  and  CIO 

Arthur  C.  Martinez,  Chairman  and  CEO 

Alan  Lacy,  President,  Services 

www.sears.com 

Revenues:  $40B 

Employees:  300,000 

Social  Security  Administration  Baltimore  www.ssa.gov 

Federal  government-social  insurance  Revenues:  SSA  Trust  Fund  Income— $514. 8B 

John  R.  Dyer,  Executive  Director  to  the  Deputy  Commissioner  and  CIO  Employees:  80,000 

Kenneth  S.  Apfel,  Commissioner 

Antonia  L.  Lenane,  Senior  Advisor  to  the  Commissioner  on  Customer  Service  Integration 

SouthCarolinaBlues.com  Columbia,  S.C. 

Blue  Cross  and  Blue  Shield  of  South  Carolina 

Health  insurance 

Stephen  K.  Wiggins,  CIO 

M.  Edward  Sellers,  President  and  CEO 

Thomas  G.  Faulds,  President  and  COO,  Blue  Cross  and 

Blue  Shield  Division  of  Blue  Cross  and  Blue  Shield  of  South  Carolina 

www.southcarolinablues.com 

Revenues:  $1.3B 
Employees:  10,000 

Southwest  Airlines  Co.  Dallas 

Domestic  airline 

Ross  Holman,  VP  of  Systems 

Herbert  D.  Kelleher,  Chairman,  President  and  CEO 

Colleen  C.  Barrett,  Executive  VP,  Customers,  and  Corporate  Secretary 

www.southwest.com 

Revenues:  $4.7B 
Employees:  29,000+ 

Sprint  PCS  Kansas  City,  Mo. 

Wireless  communications  services 

Sherry  Browne,  CIO 

Andy  Sukawaty,  President 

Keith  Paglusch,  Senior  VP  of  Operations 

www.sprintpcs.com 

Revenues:  $3.2B 

Employees:  20,000 

Staples  Inc.  Framingham,  Mass. 

Office  supplies  and  small  business  services 

Brian  T.  Light,  Executive  VP  and  CIO 

Thomas  G.  Sternberg,  Chairman  and  CEO 

Devon  Whitney  Deal,  Manager  of  Customer  Service 

www.staples.com 

Revenues:  $9B 

Employees:  48,000 

Starbucks  Coffee  Co.  Seattle 

Specialty  coffee  retailer 

Ted  DellaVecchia,  Senior  VP  and  CIO 

www.starbucks.com 

Revenues:  $1.7B 

Employees:  40,000 

Orin  Smith,  President  and  CEO 
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Introducing  the  newly  designed  high-performance  Jaz®  2GB  drive. 


Lightning-Fast  Speed 


Capacity  To  Do  More 


See  your  local  reseller  or  visit:  www.iomega.com 


Complete  Compatibility 


The  latest  jaz  drive  is  available  with  USB  and  FireWire  connectivity  options.  And  it’s 
compatible  with  Mac®  0S8,  OS9,  and  Windows®  2000.  Plus,  the  Jaz  2GB  drive  works 
with  both  Jaz  2GB  and  1GB  disks.  With  over  2.7  million  Jaz  drives  shipped,  you  can 
get  your  work  done  almost  anywhere. 


Iomega 


Copyright  ©  2000  Iomega  Corporation.  All  rights  reserved.  Iomega,  the  stylized  "i"  logo, 
and  Jaz  are  either  registered  trademarks  or  trademarks  of  Iomega  Corporation.  Mac  is 
a  registered  trademark  of  Apple  Corporation  and  Windows  is  a  registered  trademark  of 
Microsoft  Corporation.  All  other  trademarks  are  properties  of  their  respective  owners. 


2GB  of  space  lets  you  store  up  to  2,000  photos  (64ox48o  pixels),  3.2  hours  of 
CD-quality  audio,  or  4o  minutes  of  compressed  video. 


Software  Solutions 


A  complete  software  suite  featuring  Iomega’s  exclusive  Quik  Sync  software  which 
automatically  backs  up  your  files  without  interrupting  your  work. 


Perhaps  the  first  time 
a  remake  is  actually 
better  than  the  original. 


The  Jaz®  2GB  drive  speeds  up  transfer  rates  to  8MBps. 
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State  Farm  Insurance  Cos.  Bloomington,  III. 

www.statefarm.com 

Insurance  and  financial  services 

Revenues:  $44  B+ 

Darrell  Kehl,  Senior  Technology  Officer 

Ed  Rust  Jr.,  Chairman  and  CEO 

Ron  Hartema,  VP  of  Systems 

Employees:  79,000 

State  Street  Corp.  Boston 

Financial  services 

www.statestreet.com 

Revenues:  $3. IB 

The  US.  Mints 

John  A.  Fiore,  CIO 

Marshall  N.  Carter,  Chairman  and  CEO 

Employees:  17,400 

website  is  expected 

Anthony  Perkins,  Senior  VP 

to  make  $150  million 

Tech  Data  Corp.  Clearwater,  Fla. 

www.techdata.com 

in  revenue  this  year. 

Global  provider  of  IT  products,  logistics  management 

John  Lochow,  Executive  VP,  Worldwide  IT  &  Logistics 

Revenues:  $17B  (sales) 
Employees:  9,000 

Via  the  site,  customers 

Steven  A.  Raymund,  Chairman  and  CEO 

can  get  up-to-the-minute 

David  Lafferty,  VP  of  E-Commerce 

information  on  Mint 

Thomson  Multimedia  Boulogne,  France 

www.thomson-multimedia.com 

history  and  current 

Manufacturer  of  consumer  electronics 

Guy  Leonard,  VP,  Thomson  Information  Systems 

Revenues:  $6B 
Employees:  55,000 

and  future  products. 

Thierry  Breton,  CEO 

Jim  Gatman,  VP,  Marketing,  Americas 

United  Airlines  Elk  Grove  Village,  III. 

www.ual.com, www.united.com 

Airline 

Revenues:  $18B 

Andrew  P.  Studdert,  COO  and  Acting  CIO 

James  Goodwin,  Chairman  and  CEO 

Robert  Bongiorno,  Managing  Director,  Applications  Customer  Service 

Employees:  99,815 

UPMC  Health  System  Pittsburgh 

www.upmc.edu 

Health  care 

Revenues:  $2.7B 

Dan  Drawbaugh,  CIO 

Jeffrey  Romof,  CEO 

John  W.  Paul,  Executive  VP 

Employees:  30,000 

U.S.  Coast  Guard  Electronic  Systems  Support  Unit  Boston  Boston 

www.uscg.mil 

Electronics,  telecomms,  IRM  support 

Revenues:  $2M 

Paul  Desisto,  CIO 

Bob  Day,  Commanding  Officer 

Employees:  125 

U.S.  Mint  Washington,  D.C. 

www.usmint.gov 

Circulating  numismatic  coins 

Revenues:  $4.4B 

Jackie  Fletcher,  CIO 

John  Mitchell,  Acting  Director 

David  Pickens,  Associate  Director  for  Numismatics 

Employees:  2,700 
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It's  not  a  fashion. 
It's  a  revolution. 


©XceLorr 


B2B  is  more  than  the  latest  craze,  it's  the  new  way  to  do  business.  Only  eXcelon  allows  you 
to  create  a  truly  collaborative  environment  between  you  and  your  business  partners.  Making 
it  possible  to  manage  all  your  business  content,  not  just  transaction  data.  Integrating  your 
business  processes  with  those  of  your  partners,  into  a  single,  unified  workflow.  Enabling 
all  your  partners  to  participate  regardless  of  size,  communication  language  or  level  of 
technical  skill.  Providing  seamless  connections  to  your  existing  enterprise  systems.  Leveraging 
partnerships  is  the  promise  of  B2B.  eXcelon  makes  it  a  reality,  www.exceloncorp.com. 


B2B.  As  it  was  meant  to  be. 


eXcelon  Corporation  25  Mall  Road  Burlington,  MA  01803  USA  1-800-706-2509 
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The  Xerox  Office 
Printing  Business  boasts 
a  toll-f  ree  contact  center 
that  keeps  customers  on 
hold  for  less  than  two 
minutes.  Customers  can 
also  simultaneously  use 
the  website  and  talk 
to  a  call  center  agent. 


Gale  K.  Caruso,  President  and  CEO 
Eliane  Frye,  Executive  VP  of  Service 


USA  Group  Inc.  Indianapolis 

Guarantor/administrator  of  student  loans 

Greg  Clancy,  Executive  VP  and  CIO 

James  Lintzenich,  Chairman  and  CEO 

Adam  Boornazia,  Senior  VP  of  Call  Center  Operations 

www.usagroup.com 

Revenues:  $514M 
Employees:  3,100 

The  Vanguard  Group  Malvern,  Pa. 

Mutual  funds 

Robert  A.  DiStefano,  CIO  and  Managing  Director  of  IT 

John  J.  Brennan,  Chairman  and  CEO 

James  H.  Gately,  Managing  Director,  Individual  Investor  Group 

F.  William  McNabb,  III,  Managing  Director,  Institutional  Investor  Group 

www.vanguard.com 

Assets:  $561B 

Employees:  10,500 

Wal-Mart  Stores  Inc.  Bentonville,  Ark. 

Retail 

Kevin  Turner,  Senior  VP  and  CIO 

Lee  Scott,  President  and  CEO 

www.wal-mart.com 

Revenues:  $165B 
Employees:  1.1M 

WorldCom  Clinton,  Miss. 

Advanced  global  data  and  Internet  services 

Diane  Duggan,  CIO 

Bernard  J.  Ebbers,  CEO 

Diana  Day,  President  Customer  Service 

www.wcom.com 

Revenues:  $37B 
Employees:  77,000 

Xerox  Office  Printing  Business  Wilsonville,  Ore. 

Manufacturer  of  color  printers 

Rob  Blaskowsky,  CIO 

Gerry  Perkel,  President 

Sue  Grady,  VP  Customer  Support 

www.tektronix.xerox.com 

Revenues:  NA 

Employees:  2,400 

Yellow  Freight  System  Inc.  Overland  Park,  Kan. 

Transportation  services 

Lynn  M.  Caddell,  President,  Yellow  Technologies 

William  D.  Zollars,  Chairman,  President  and  CEO,  Yellow  Corp. 

Greg  Reid,  Senior  VP  of  Sales  and  Marketing 

www.yellowfreight.com 

Revenues:  $2.6B 

Employees:  24,000 

Zurich  Kemper  Life  Long  Grove,  III. 

Life  insurance  provider 

Russ  Bostick,  Senior  VP  and  Chief  Information  Technology  Officer 

www.zurichkemper.com 

Revenues:  $14B+ 

Employees:  1,000 
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Here  —  at  the  first  ASPCON  —  we’re  all  obviously  energized  for  what  the  future  holds  for  the  ASP,  and  I’m  sure  we  share  the  same  commitment  to  ensure 
that  the  market  reaches  its  full  potential.  For  those  of  you  who  don’t  know  Qwest  Cyber  Solutions,  or  “QCS”  as  we  call  ourselves,  we  are  actually  the  largest 

The  ASP  business  is  a  hot  topic 

Few  have  such  tremendous  promise... expected  to  bring  in  as  much  as  $22  billion  by  next  year!  Yet  it  still  lacks  definition.  Now’s  the  time  for  the  industry 
to  stand  and  be  counted.  Because  our  customers  are  counting  on  us.  We  must  ask  what  exactly  is  an  ASP?  What  can  we  deliver?  Really  deliver?  How 
do  we  define  ourselves?  Not  just  for  today,  but  for  the  future?  Today.  I  want  to  discuss  three  important  points  that  will  set  the  stage  for  success  in  this 
market  no  matter  what  side  you  are  on.  The  stakes  of  the  game.  The  definition  of  the  space  and  the  business  models  that  are  likely  to  succeed.  What  the 
future  holds.  When  you  talk  about  point  number  one. ..the  stakes  of  the  game. ..you  go  directly  to  customer  opportunity.  With  all  parts  of  life  seemingly 
locked  on  fast-forward... we  even  have  a  whole  new  measure  of  time. ..internet  time.  The  Internet  has  changed  the  rules  of  the  game  for  all 
businesses — creating  a  whole  new  set  of  challenges  and  measure  of  success.  Enter  the  ASP,  the  remedy  for  what  ails  the  enterprise.  The  ASP  frees  com¬ 
panies  from  building  and  maintaining  technological  infrastructure... installing  and  managing  software... finding  and  keeping  scarce  technological 

s  transformation.  It  takes  clear  goals. .  careful  plann 

mance  and  reliability.. .and  a  seamless  partnership  between  supplier  and  user.  Which  takes  us  right  to  critical  issue  number  two... defining  the  space. 
Here’s  the  way  we  at  QCS  see  it:  Businesses  count  on  certain  mission-critical  applications  to  survive.  Payroll  has  to  be  paid.  Raw  materials  have  to  be 
on  the  dock  at  the  right  time.  Customers  have  to  be  identified,  tracked  and  serviced.  These  things  are  imperative.  So  here’s  the  promise  of  an  ASP: 

to  offer  the  expertise  and  resources  that  allow  customers  to  focus  their  own 

nance  of  an  internal  hosting  technology  infrastructure.  To  add  value,  the  ASP  must  deliver  absolutely  reliable  service  for  the  mission-critical  applications. 
It  must  fit  seamlessly  into  an  organization.  Every  solution  should  aim  to  be  a  turnkey  answer  to  its  challenge.  This  is  a  concept  that  QCS  is  referring 
to  as  “plug  and  play”  for  the  digital  enterprise.  The  enterpri 

seamless  utility,  it  is  also  important  to  recognize  that  different  customers  require  different  solutions.  We  see  demand  for  three  main  types  of  ASP  products. 
And  this  is  how  we  define  the  ASP  space.  First,  there  is  demand  for  a  complete  packaged  solution 

essentially  need  everything.  Here,  the  customer  rents  the  software... services  are  subscription  based... and  the  provider  manages  applications  and  infra¬ 
structure.  These  companies  need  fast  activation,  reliable  service  and  experts  to  keep  them  running.  Today,  this  segment  represents  a  pretty  small  piece  of  the 

and  fc  hosting  of  business-critical  applications.  Many  ASPs  today  a 

not  viewing  the  large  installed  base  of  companies  out  there  as  potential  customers.  But  the  fact  is  that  just  because  they  already  own  the  license  to  a 
particular  ERP  or  CRM  application,  these  companies  still  want  to  gain  the  resources  and  efficiencies  associated  with  a  monthly  rental  model  for  applica¬ 
tion-hosting  and  management  services.  And  the  third  area,  which  actually  accounts  for  the  largest  segment  of  the  market  today  but  is  rarely  discussed  in 
the  ASP  arena,  consists  of  those  companies  that  need  support  in  managing  applications  that  they  already  own 

ing  infrastructure.  They  want  help  in  running  it  all... they  want  help  in  maximizing  the  impact  on  the  business... they  want  help  in  dealing  with  the  com¬ 
plexity.  This  is,  conservatively,  a  $1 5  billion  opportunity  out  there  in  companies  who  really  need  applications  management  but  may  not  be  immediately 
ready  to  move  to  the  hosted  environment.  And,  when  the  time  comes  to  make  choices  about  their  interna!  infrastructure,  they  will  be  making  important 
decisions  about  moving  to  a  hosted  model.  As  an  ASP  that  has  been  there  earning  the  confidence  and  trust  through  excellent  management  of  their  appli¬ 
cations,  you  are  likely  to  find  yourself  with  an  expanded  customer  relationship.  We  believe  an  ASP  has  to  have  the  flexibility  to  meet  all  these  needs... from 
daily  management  help  to  building  and  running  the  whole  thing.  But  no  matter  how  and  when  you  engage  in  the  business... one  thing  is  a  must. The  service 
has  to  be  simple  to  access  and  simple  to  manage  again,  the  plug-and-play  capability  that  lets  the  cu 

The  successful  ASP  mode!  of  the  future  will  package  delivery,  software  and  management  to  provide  value  and  intersect  with  need  at  the  real  pulse  points 
of  the  organization.  Delivery  of  the  often-repeated  promise  of  one-stop  shopping.  The  next  question... and  it’s  always  the  most  important  and  interesting 
one  on  the  table... is  where  do  we  go  from  here?  What  will  shape  the  market?  Reliable  execution  and  service  level  will  set  apart  the  strong  players  very 
soon.  Proving  that  ASP  is  ready  for  prime  time  is  about  execution,  reliability  and  instilling  trust.  The  bottom  line  is  that  we’re  here  to  provide 
first-time-right  infrastructure.  We  need  to  be  ready  to  plug  in  and  go.  If  we  step  back  for  a  minute 
no  further  than  that  management  prime  directive  First  things  first,  second  things  not  at  all  Ne  ASPs 

concentrate  and  focus,  specifically  on  those  critical  core  competencies  that  are  the  ultimate  source  of  any  company’s  competitive  advantage.  We  ASPs 
need  to  provide  support  for  it  so  that  the  customer  can  tackle  core  business  challenges.  We  need  to  be  rock-solid  reliable,  fast  and  running  seamlessly  and 
invisibly.  To  do  this  we  must  commit  to  continuous  improvement  for  our  customers.  We  have  to  invest  in  our  infrastructure  and  provide  the  confidence  that 
our  systems  will  not  fail  the  customer.  ASPs  have  to  invest:  build  the  tools  and  develop  the  new  types  of  technology  solutions  that  keep  ASP  solutions 
humming.  By  delivering  first-time-right,  bulletproofed  solutions,  customers  will  realize  the  true  value  that  an  ASP  has  to  offer.  And,  what’s  next?  Sector- 
oriented  ASP  solutions.  QCS  has  identified  a  few  key  markets  around  which  we  will  focus  on  building  the  first  sector  solutions:  finance,  communications, 
healthcare  and  services.  For  each  of  those  sectors,  we  are  leveraging  our  infrastructure,  industry  experience  and  rapid  activation  templates  and  existing 
suite  of  products  to  build  new  sector-specific  products  that  really  add  value  for  their  needs.  We  will  apply  best  practices  to  those  sectors,  blending  them 
with  industry-centric  technology  that  makes  sense.  Building  solutions  that  are  tailored  toward  certain  industry  sectors  is  a  step  forward  in  providing  the  right 
fit.  And  a  better  fit  means  huge  gains  in  speed  to  engagement,  cost  efficiency  and  more  value.  To  wrap  up,  we  see  the  industry  evolving  in  the  future 
where  enterprise  ASPs  offer  solutions  catering  to  industry  sectors.  This  is  not  the  endgame,  merely  the  beginning  of  something  bigger.  But,  before  I  get 
too  carried  away,  let's  remember  that  this  is  still  a  young  industry  with  a  long  way  to  go.  Focusing  on  the  relationship  between  the  ASP  and  the  customers  — 
and  really  answering  their  needs  —  will  make  the  difference.  We  are  committed  to  raising  the  bar  to  deliver  the  essential  technology  life-support  systems 
required  for  the  21st  century  digital  enterprise  And  we  are  prepared  to  deliver  on  the  promise  now!  For  any  c 

I  would  advise  you  to  ask  some  important  questions  before  making  your  decision.  Ask  those  questions  that  will  reveal  the  true  strength  of  the 
organization.  Find  out  about  the  depth  and  breadth  of  the  company  and  what  it  can  offer.  Find  out  if  they  can  deliver  what  they  promise.  Get  a  real  sense 
as  to  whether  this  company  can  “plug  and  play”  with  the  right  solutions  for  your  business.  I  will  leave  you  all  with  this  to  think  about:  We  all  want  to  build 
a  better  business  for  the  21st  century.  The  right  ASP  can  help  you  get  there.  It  is  simply  a  matter  of  reliability,  results,  strength  and  vision.  Thank  you. 


John  Charters,  CEO  of  QCS 


Is  Your  ASP  Plug  ’n’  Play  Ready? 


QCS — a  company  created  by  Qwest  solutions  designed  to  take  the  distractions  and 

Communications  and  KPMG — is  challenging  the  obstacles  of  IT  off  your  company’s  agenda, 
notion  of  what  an  ASP  is  all  about,  by  intro-  So  now  you  can  be  free  to  concentrate  on  what 

ducing  Plug  ’n’  Play™  solutions.  Simple  IT  you  do  best — your  business. 


PLUG  ’  N  *  PLAY 


©  2000  Qwest  Cyber.Solutions  (QCS).  All  rights  reserved.  Qwest  Cyber.Solutions 
is  a  trademark  of  Qwest  Communications  Inc.  Plug  ’n’  Play  is  a  trademark  of  QCS. 


Call  1-877-CYBR-APP  (1-877-292-7277) 
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Outsourcing  Leadership 


HANDS  ON, 
HANDS  OFF 

TO  SUCCESSFULLY  MAN¬ 
AGE  OUTSOURCING  RELA- 
TIONSHIPS,  YOU  HAVE 
TO  FOCUS  ON  THE  BIG 
PICTURE  WHILE  TAKING 
CARE  OF  THE  DETAILS. 
YOU  HAVE  TO  BE  FLEXI¬ 
BLE  AND  RIGID,  BOTH  A 
FRIEND  AND  A  FOE.  CAN 
ONE  PERSON  DO  IT  ALL? 


BY  REBECCA  LYNCH 


www.cio.com 
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Outsourcing  Leadership 


WHEN  JIM  INFINGER  BECAME  RAYTHEON’S  NEW  CIO,  HE  CAST  A  SKEPTICAL  EYE  AT 

the  company’s  1997  IT  budget.  With  80  percent  of  the  defense  giant’s  dollar 
pie  devoted  to  maintenance  and  just  20  percent  allotted  for  strategic  efforts  such 
as  planning  and  research  and  development,  he  felt  too  much  was  being  spent 
on  non-value-added  jobs.  And  that  wasn’t  just  his  gut  talking.  “The  total  IT  spending  was 
out  of  line  for  the  industry,”  says  Infinger,  who  benchmarked  his  budget  against  other  defense 


companies  and  found  that  the  other  companies 
were  spending  much  more  than  Lexington,  Mass.- 
based  Raytheon  on  development.  So  to  free  up  IS 
resources  and  reduce  his  department’s  costs,  he 
created  a  shared  services  and  outsourcing  team,  one 
that  would  centralize  responsibility  for  and  out¬ 
source  all  of  Raytheon’s  high-volume  transaction 
work,  such  as  its  help  desk  and  desktop  services. 

Then  he  stepped  back  to  let  a  talented  lieutenant 
run  the  show.  Liberated  from  operational  worries, 

Infinger  was  free  to  focus  on  the  company’s  future, 
an  occupation  he  finds  more  congenial  than  day-to-day  management, 
and  a  pursuit  he  believes  is  more  aligned  with  his  unique  talents. 

“I  got  my  time  to  work  on  the  strategic  and  be  creative,”  he  says. 

When  E.P.  Rogers,  vice  president  and  CIO  of  the  Mony  Group, 
looked  the  millennium  bug  in  its  beady  little  eyes,  he  realized  it  made 
financial  sense  to  outsource  Mony’s  Y2K  remediation  effort.  So  he 
threw  himself  into  the  project.  He  contacted  potential  providers.  Once 
he  found  his  outsourcer,  he  devised  a  budget  and  set  up  project  time¬ 
tables  and  a  reward  system  for  meeting  goals.  Then,  after  the  con¬ 
tract  was  signed,  he  met  with  his  staff  monthly  to  go  over  progress 
reports,  making  sure  goals  were  being  met. 

“Our  Y2K  effort  was  nearly  flawless,”  says  Rogers  proudly,  “and 
was  delivered  below  industry  averages  for  cost  per  line  of  code.” 

Two  CIOs.  Two  approaches  to  managing  out¬ 
sourcing  relationships.  Both  big  picture,  but  one  rel¬ 
atively  hands-off,  the  other  very  much  hands-on. 

“I  play  a  prominent  role  in  vendor  manage¬ 
ment,”  says  Rogers.  In  his  view,  a  CIO  has  to.  In 
fact,  in  his  view,  it’s  an  executive  obligation.  “Not 
just  the  CIO,”  says  Rogers,  “but  the  whole  man¬ 
agement  hierarchy  must  understand  the  possibili¬ 
ties  technology  offers.  You  have  to  know  when 
vendors  blow  smoke — because  they  do.  You  have 
to  get  how  to  marry  it  all  up  with  the  business.” 

Although  Infinger  and  Rogers  have  different 
management  styles  and  different  skill  sets,  they 
both  recognize  one  important  truth:  No  matter 


how  it’s  done,  outsourcing  contracts  must  be  man¬ 
aged  by  combining  people  skills  to  create  the  rela¬ 
tionship  with  the  vendor  and  then  setting  up  struc¬ 
tures  to  sustain  it. 

This  is  the  mandate  for  all  CIOs  today  because 
outsourcing  is  here  to  stay. 

A  CIO’S  GOTTA  DO  WHAT  A  CIO’S  GOTTA  DO 

“I  AM  CONVINCED  A  MAJORITY  OF  I.T.  SHOPS  TODAY 
will  be  outsourced  by  2005,”  says  Sam  Albert, 
president  of  IT  industry  analyst  and  management 
consulting  firm  Sam  Albert  Associates  in  Scarsdale,  N.Y.  “People 
are  interested  in  their  core  business,  and  with  IT  being  so  labor- 
intensive,  they  just  don’t  want  to  bother  if  it  doesn’t  push  that  busi¬ 
ness  forward.”  According  to  The  Outsourcing  Institute,  based  in 
Jericho,  N.Y.,  this  year  alone  the  outsourcing  market  is  expected  to 
exceed  $400  billion.  And  now  that  the  ASP  market  makes  outsourc¬ 
ing  increasingly  available  to  small  and  midsize  companies,  virtually 
every  organization  will  have  the  means  to  shop  out  non-core- 
competency  functions  in  the  future. 

Although  careful  vendor  management  may  seem  a  no-brainer  now,  it 
wasn’t  always  that  way.  “Five  years  ago,  a  manager  called  me  after 
his  boss  said,  ‘How  are  we  doing  with  our  outsourcing  project?”’  says 
Frank  Casale,  president  and  cofounder  of  The  Outsourcing  Institute. 

“The  manager  said,  ‘I  dunno.  We  outsourced  it.’ 

“As  more  and  more  organizations  outsource,” 
Casale  continues,  “the  risk  to  the  organization  is 
significant  if  IT  doesn’t  have  people  or  groups  to 
manage  those  relationships.”  Poorly  managed 
outsourcing  can  drain  budgets,  creating  the  equiv¬ 
alent  of  an  IT  money  pit. 

Management  starts  from  the  beginning.  “When 
the  ink  dries  on  the  contract,”  says  Casale,  “it’s 
old.”  Casale  has  watched  the  CIO  role  change 
over  the  past  10  years  and  says  it’s  crucial  for 
modern  CIOs  to  keep  tabs  on  it  all — from 
requests  for  proposals  to  careful  contract  negoti¬ 
ation  to  handling  the  inevitable  day-to-day  prob- 
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Outsourcing  Leadership 


lems  that  crop  up.  “CIOs  need  to  get 
beyond  the  old  days  of  ‘Me  client,  you 
supplier.’  Those  days  are  gone,”  says 
Casale,  who  advocates  for  more  of  a 
partnership  model. 

So  what  skills  does  it  take  to  manage 
outsourcing?  And  can  a  CIO  do  it  all? 

IT  TAKES  TWO 

RAJAN  SRIKANTH,  A  DIRECTOR  IN  THE 
San  Francisco  office  of  New  York  City- 
based  Mercer  Delta  Consulting,  believes 
there  are  two  discrete  sets  of  leadership 
skills  necessary  for  success  in  out¬ 
sourcing  management.  One  set,  which 
belongs  to  what  he  calls  the  mythic 
leader,  includes  the  ability  to  articulate, 
communicate  and  persuade.  These  lead¬ 
ers  possess  a  charismatic  ability  to  con¬ 
nect  with  employees  and  vendors  on  a 
personal  and  emotional  level.  The 
mythic  leader  becomes  the  physical 
embodiment  of  the  whole  company, 
incarnating  the  organization’s  goals  and 
values  in  his  own  body,  representing  the 
business’s  future  in  his  own  person.  He 
is  a  psychological  touchstone  for  his 
employees;  they  feed  off  his  energy.  His 
aspirations  become  theirs,  as  do  his 
fears.  And  once  the  connection  between 
the  leader  and  the  company  is  made  in 
the  minds  of  both  employees  and  ven¬ 
dors,  the  CIO  is  able  to  point  everyone 
in  a  common  direction. 

After  the  mythic  leader  articulates  the  vision,  such  as  spinning  off 
mainframe  computing  or  desktop  maintenance  and  deciding  which 
vendors  will  do  the  work,  processes  need  to  be  built  to  sustain  that 
brave  new  world. 

This  is  where  Srikanth’s  second  leadership  type — the  operational 
leader — comes  in.  “Operational  leadership  creates  the  appropriate 
processes  to  stabilize  the  organization  and  make  it  perform  as  efficiently 
as  it  can,”  says  Srikanth. 

When  it  comes  to  managing  outsourcing  relationships,  that  means  set¬ 
ting  up  incentives  and  penalties. 

In  order  to  establish  procedures  and  then  see  that  they  are  carried 
out,  the  operational  leader  needs  a  firm  grounding  in  the  technology. 
She  needs  good  negotiating  skills,  and  then  she  needs  to  be  some¬ 
thing  of  a  hard  case  to  make  sure  that  promises  are  met  and  prod¬ 
ucts  are  delivered. 

In  our  brave  new  world  of  interdependent  systems,  outsourcing  rela¬ 


tionships  can  reach  new  orders  of  com¬ 
plexity,  providing  challenges  for  even 
the  most  detail-oriented  operational 
leaders.  For  example,  J.P.  Morgan  and 
Co.,  a  global  financial  company  based 
in  New  York  City,  assigned  the  con¬ 
tract  management  role  for  its  Pinnacle 
Alliance  to  Mike  Gotimer,  vice  presi¬ 
dent  for  sourcing  management.  The 
Pinnacle  Alliance  is  made  up  of 
Andersen  Consulting,  AT&T  Solu¬ 
tions,  Bell  Atlantic  Network  Inte¬ 
gration  (BAM)  and  Computer  Sciences 
Corp.  (CSC),  which  together  manage 
about  a  third  of  Morgan’s  annual  IT 
needs.  The  work  includes  mainframes, 
networks,  desktop  and  some  applica¬ 
tions  development.  The  idea  behind 
the  alliance  is  to  tie  the  four  vendors 
and  Morgan  together  from  an  opera¬ 
tional  delivery  standpoint.  Contrac¬ 
tually,  CSC  is  the  lead  vendor  and 
Andersen,  AT&T  and  BAM  are  sub¬ 
contractors,  and  all  of  them  operate 
under  Gotimer’s  sharp  eye. 

Morgan  associates  work  side-by-side 
with  vendors  (some  onsite,  some  off¬ 
site),  keeping  a  close  watch  on  what  gets 
done  and  how.  Does  this  careful,  detail- 
intensive  approach  work?  According  to 
Gotimer,  “It  works  because  you  have 
day-to-day  management  and  constant 
communication.”  Morgan  and  CSC 
put  measurements  in  place  for  all  jobs, 
with  performance  penalties  applied  if  goals  aren’t  met. 

The  operational  leader’s  work  falls  into  three  categories.  She  must 
first  create  the  outsourcing  structures,  such  as  Gotimer’s  Pinnacle  Alliance. 
She  then  builds  processes,  spelling  out  who  does  what,  setting  up  con¬ 
tracts,  defining  how  policy  and  direction  are  set,  and  creating  a  process 
to  monitor  the  vendor’s  performance,  as  well  as  that  of  internal  associates. 
Finally,  the  leader  must  make  sure  the  performance  is  in  line  with  strate¬ 
gic  objectives.  “It  takes  a  leader  skilled  at  technology,”  says  Srikanth,  “and 
in  managing  and  delivering  projects.”  But  the  operational  leader  also 
needs  good  people  skills  to  handle  the  inevitable  problems  that  crop  up 
between  the  organizations,  problems  that  need  to  be  thrashed  out  one-on- 
one  with  the  principals.  To  do  this,  she  has  to  be  able  to  connect  with 
the  vendor,  all  the  while  representing  the  company. 

All  these  skills  needed,  all  these  responsibilities.  It  seems  like  a  lot.  It 
is  a  lot. 

What’s  a  real,  not  a  mythological,  CIO  to  do? 


Mythic 

leaders  possess  a  charismatic  ability 
to  connect  with  employees 
and  vendors  on  a  personal  and 
emotional  level. 
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Before  a  new  technology  can  change 

the  way  people  see  the  world, 


Your  client’s  product  is  ready  to  be  shipped.  But  it  isn’t  going  anywhere  until  the  instruction  manual 
is  updated  and  output.  Can  you  offer  high-volume,  high-speed  digital  printing  that  this  job  demands? 
In  black  &  white  or  color?  You  can  if  you  have  print-on-demand  solutions  from  IKON.  From  electronic 
job  ticketing  and  online  order  entry  to  document  management  and  version  control  to  in-line  finishing, 
IKON  has  the  answer.  We  offer  the  “best-of-breed”  digital  copiers  and  printers  from  Canon  and  Ricoh.  We 
look  for  the  best  solution  for  your  copying  and  printing  needs,  and  back  it  with  superior  local  service  and  support. 
After  all,  helping  your  business  communicate  is  what  we  do.  To  understand  how  we  can  bring  your  business  up  to 
speed,  call  888  ASK-IKON  or  visit  us  at  www.ikon.com. 


©2000  IKON  Office  Solutions,  Inc. 
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LOOK  MA,  NO  HANDS 

SINCE  HE  JOINED  RAYTHEON  IN  1997,  INFINGER  HAS  BEEN  BUSY.  HE 
implemented  an  SAP  ERP  project  to  standardize  business  practices,  a 
PeopleSoft  project  to  manage  payroll,  a  companywide  network  that 
standardizes  everyone’s  LAN  and  WAN  needs,  e-business  initiatives 
associated  with  Raytheon’s  marine,  aircraft  and  other  components 
of  its  aerospace/defense  businesses.  In  addition,  he  completed  Y2K 
remediation — all  the  while  shrinking  the  IT  budget  he  inherited  by 
35  percent  over  three  years.  Infinger  is  a  classic  example  of  Srikanth’s 
mythic  leader,  possessing  the  ability  to  point  everyone  in  Raytheon’s 
IT  units  toward  a  common  goal. 

Infinger’s  particular  skill  set  might  be  more  difficult  to  acquire 
than  the  operational  one  because  successful  mythic  leaders  have 
something  that  can’t  be  acquired  through  books,  training,  debug¬ 
ging  software  or  organizational  meetings:  passion. 

When  Infinger  came  to  Raytheon,  it  was  a  jumble  of  assorted  air¬ 
craft,  construction,  commercial  elec¬ 
tronics  and  other  divisions,  each  with 
its  own  IT  department,  all  cowboys 
blazing  their  own  trails.  In  addition, 

Raytheon  had  recently  acquired  E- 
Systems  and  the  Defense  Electronics 
Business  division  of  Texas  Instruments 
and  merged  with  Hughes  Aircraft. 

Infinger’s  charge:  Make  sense  of 
Raytheon’s  diverse  and  splintered  IT 
needs  and  bring  them  all  together. 

To  build  an  IT  team  in  line  with 
Raytheon’s  goals,  Infinger  took  all  high- 
volume  transaction  work — help  desk, 
desktop  and  data  center — and  central¬ 
ized  them  so  that  all  report  to  the  same 
place.  Then  he  made  the  decision  to 
outsource  these  functions.  Because  the 
person  who  would  run  this  area  could 
make  or  break  his  vision  for  Raytheon’s 
future,  he  looked  carefully  for  a  leader. 

He  chose  Flora  Vance,  one  of  Ray¬ 
theon’s  IT  leaders,  now  a  vice  president 
of  operations  and  infrastructure,  who 
had  a  track  record  of  delivering  proj¬ 
ects  on  time  and  on  budget. 

What  skills  does  Vance  bring  to 
Infinger’s  operation?  She  can  organize, 
set  schedules,  manage  the  people  and 
get  the  work  done.  In  short,  she  has 
operational  leadership  skills.  She  also 
has  previous  experience  outsourcing 
with  the  same  vendor,  CSC,  which 
would  take  over  Raytheon’s  data  cen¬ 


ter,  help  desk  and  network  design/engineering  functions. 

Vance  even  adds  some  mythical  ability.  She  learned  to  focus  more 
on  the  relationship  with  CSC  than  on  the  nuts  and  bolts  of  the  con¬ 
tract.  “The  relationship  must  be  in  place  first.  Details  follow,”  says 
Srikanth.  “It’s  like  Ronald  Reagan  said  about  a  missile  treaty  with  the 
Russians:  Trust,  but  verify.” 

Srikanth  applauds  Infinger’s  decision  to  join  his  mythic  leadership 
with  Vance’s  operational  genius.  It’s  tough,  and  probably  not  profitable, 
for  a  mythic  manager  to  try  to  transform  himself  from  a  passionate 
change  agent  to  a  careful  process  manager.  In  Infinger’s  case,  handing 
off  tasks  unsuited  to  his  visionary  gift  maximized  his  effectiveness. 

THE  PROCESS  PROS 

IF  MYTFUC  LEADERS  ARE  DRIVEN  BY  PERSONAL  EXPERIENCE,  KNOWLEDGE 
and  chutzpah,  operational  leaders  are  challenged  by  a  need  to  set  up 
and  monitor  complex  internal  and  external  processes. 

“Outsourcing  is  a  longer-term  com¬ 
mitment  than  a  consulting  relation¬ 
ship — more  like  a  marriage,”  says  Peter 
Bendor-Samuel,  president  of  Dallas- 
based  Everest  Group  and  CEO  of  the 
Outsourcing  Center  If  consulting  is  the 
dating  scene  of  the  business  world,  out¬ 
sourcing  must  endure  for  better  or 
worse.  These  relationships  will  prospeg 
he  says,  if  care  is  applied.  “You  can 
dump  the  girlfriend,”  says  Bendor- 
Samuel  unchivalrously,  “but  not  the 
wife — it’s  expensive  and  painful.” 

Keeping  the  marriage  going 
requires  that  the  CIO  make  demands 
and  let  the  vendors  sink  or  swim.  “At 
first,  CIOs  tried  to  be  friends  with  the 
vendors,  which  didn’t  work,”  says 
Bendor-Samuel.  “They  used  friend¬ 
ships  to  maximize  profits  at  their 
own  expense.”  But  CIOs  cannot 
afford  lengthy  honeymoons.  Vendor 
relationships  must  be  managed 
through  institutional  vehicles  such  as 
service-level  agreements — and  com¬ 
mon  sense.  Call  it  tough  love. 

Can  a  CIO  develop  both  his  mythic 
and  operational  sides?  Mony  CIO 
Rogers  believes  one  person  can  do  it 
all — or  most  of  it. 

“Not  that  long  ago,  a  CIO  could 
be  successful  if  he  was  charismatic  or 
very  technical  or  had  people  skills,” 
says  Rogers.  “I  think  it’s  changed 


Operational 

leaders  build  processes, 
spelling  out  who  does  what, 
settling  contracts,  defining  how 
policy  and  direction  are  set. 
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to  watch  over  your  e-business? 


one  to  help  gu  I U  G  yUU 
through  the  e-Security  maze 


Only  METASeS'M  gives  you  the  peace 
of  mind  you  need  when  facing  the 
challenges  of  securing  your  IT  infrastructure 
and  e  foundation. 


Our  worldwide  team  of  industry  leading  security  and 
e-commerce  experts,  are  committed  to  helping  you  meet  the 
challenges  of  tomorrow  -  today.  Whether  you  are  a  small,  medium  or 
large  business  we  are  committed  to  helping  organizations  like  yours  harness 
the  power  of  the  Internet, 


Our  revolutionary  enterprise-wide  security  solutions  and  approach  to  threat  and  vulnerability 
management,  intrusion  detection,  security  policy  and  procedure  development  and  compliance,  incident 
response  and  computer  forensics,  make  securing  your  IT  infrastructure  easy.  We  apply  the  best  minds  in  the  industry 
to  ensuring  you  that  your  network  and  e-commerce  solutions  are  prepared  for  the  Inevitable,  not  to  mention  the  unexpected 


For  more  information  on  how  METASeS  can  assist  you  in 
securing  your  e-Foundation  visit  our  website  at  www.metases.com 
or  call  877. 908. META 


Securing  the  e-Foundation  for  Today's  Business  Enterprise 


©  2000  META.Secur  e-COM  Solutions.  Inc.,  All  rights  reserved 
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What  kind  of  leader  are  you?  Take  this  test  to  find  out 


L  You’re  stuck  in  an  airport,  waiting  for  your 
delayed  flight  to  start  boarding.  Do  you 

a.  Stick  your  nose  in  the  most  recent  issue 
of  Data  Warehouse  Digest— free  time  at  last! 

b.  Check  the  status  of  the  latest  performance 
results  and  finish  up  a  performance  review. 

c.  Log  an  epiphany  in  your  Palm  Pilot  about 
creating  new  relationships  with  other 
like-minded  executives  from  competing 
companies. 

2.  You  could  be  best  described  as 

a.  A  clock.  Here  at  8  a.m.,  gone  by  6  p.m. 

b.  A  queen  bee.  You  keep  those  workers 
humming. 

c.  A  hawk.  Strong,  with  one  eye  on 
the  clouds  and  the  other  on  the 
ground,  searching  for  any  mice  in 
your  vicinity. 


3.  How  many  times  this  past  year  have 
employees  run  crying  from  your  office? 

a.  I  don’t  know. 

b.  Once  a  month.  Hey,  we  have  standards, 
and  it’s  my  job  to  make  sure  we  meet  them. 

c.  Never.  They  come  out  of  my  office 
energized  and  inspired. 

4.  How  do  you  want  to  be  remembered? 

a.  I  delivered  on  all  my  commitments. 

b.  I  left  behind  an  institution  that  survives  me. 

c.  People  will  look  back  on  your  tenure  and 
say,  “Man,  that  was  a  turning  point.” 

5.  What  kind  of  relationship  do  you  have 
with  peers  and  subordinates? 

a.  I’m  always  misunderstood. 

b.  I’m  regarded  as  a  solid  citizen. 

c.  They  love  me  to  death. 


6.  The  title  that  best  defines  you  is 

a.  God 

b.  God 

c.  God 

If  you  responded  with  mostly  A’s, 
you’re  probably  a  data-processing  man¬ 
ager  in  CIO’s  clothing.  Better  keep  on 
eye  on  technology  and  the  business  and 
consider  your  role  as  change  agent  for 
your  company. 

If  you  responded  with  B’s,  you’re  an 
organizational  leader— not  that  there's 
anything  wrong  with  that.  Try  shaking  the 
leaves  on  your  tree.  Feels  good,  doesn’t  it? 

If  you’re  C,  you  know  you  are  the 
mythic  leader.  You  need  only  a  chariot  and 
some  lightning  bolts.  Just  remember:  The 
organization  is  bigger  than  you.  -R.  Lynch 


tremendously.  You  can’t  have  one  element.  If  you 
only  have  one,  you  won’t  survive  long.” 

Rogers  is  by  nature  an  operational  manager,  a 
detail  fanatic  with  a  talent  for  managing  multiple 
projects  and  fixing  problems.  “I’m  consumed  with 
being  the  best  I  can  be,”  he  says.  “It’s  a  blessing  and 
a  curse.  You  have  to  manage  it  so  that  you  don’t  go 
crazy.  I  want  to  celebrate  successes.  I  do.  But  I  also 
want  to  avoid  making  mistakes  by  making  process 
improvement  so  that  we  don’t  make  them  again.” 

When  it  comes  to  outsourcing,  Rogers  keeps  a 
sharp  eye  on  five  to  six  vendors.  He  partners  Mony’s 
project  managers  with  them  and  uses  incentives  as 
carrots.  “We  create  a  win-win  situation  with  our 
vendors.  We  both  benefit  from  achieving  the 
results,”  he  says.  When  Mony  outsourced  all  Y2K 
remediation,  it  offered  bonuses  if  the  vendors  delivered.  They  did.  “We 
paid  those  bonuses  gladly  because  they  did  a  good  job.  It  improved  qual¬ 
ity  and  built  credibility  and  respect.” 

Rogers  may  have  stepped  up  to  the  visionary  role — achieved 
through  experience  and  welcoming  change,  he  says — yet  he  still  sees 
himself  as  a  problem  solver.  “The  real  challenge  for  me,”  says  Rogers, 
“is  keeping  pace  with  technology.  You  juggle  so  many  balls  that  find¬ 
ing  time  to  stay  current  is  tough.  You  must  have  discipline  and  com¬ 


mitment  to  do  that.” 

A  good  CIO  finds  a  way  to  lead,  set  up  processes 
and  be  an  effective  businessperson.  In  other  words, 
even  a  careful  process  manager  must  be  able  to  see 
outside  his  IT  world.  “A  CIO  must  understand  big 
culture  relationships,  who  gets  things  done,  who 
doesn’t.  At  the  core,  you  go  into  a  meeting,  and 
you  must  contribute  in  a  meaningful  way  to  the 
business  dialogues.  If  you  aren’t  providing  value,” 
warns  Rogers,  “you  won’t  be  invited  back.” 

Although  Rogers  and  Infinger  set  up  their  depart¬ 
ments  differently,  they  both  recognize  where  their 
natural  abilities  lie,  and  they  either  find  someone  else 
to  handle  tasks  less  suited  to  their  talents  (Infinger) 
or  take  an  active  role  with  the  staff  to  get  it  done 
(Rogers).  Vendors  help  further  both  Raytheon’s  and 
Mony  Group’s  CIOs’  visions  of  how  their  IT  departments  can  best 
support  their  companies’  goals.  They  realize  that  success  demands  both 
a  vision  of  where  outsourcing  can  take  them  and  a  well-tuned  vehicle 
that  will  carry  them  there.  QE1 


If  you  have  thoughts  about  this  kind  of  leadership  dialectic  or  new  models  for  man¬ 
aging  outsourcing  relationships,  write  us  at  letters@cio.com.  Rebecca  Lynch  is  a 
Massachusetts-based  freelancer  who  writes  frequently  on  leadership  issues. 


Mony  Group  CIO 
E.P.  Rogers:  “I  want  to  avoid 
making  mistakes  by  making 
process  improvements.  ” 
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Top  CIOs  like  former  Defense 
executive  Marvin  Langston 

( now  SVP  and  COO  of  Sains 
Media)  can  now  move  to  places 
that  let  them  “ do  ivhat  they  feel 
needs  to  he  done.  " 
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A  dearth  of 
qualified  CIO 
candidates  and 
a  reluctance  to 
IT  to  the 
table  pose  a 
new  threat  to 
old  economy 
businesses 


FEW  TRADITIONAL  BRICK-AND-MORTAR  COMPANIES 
still  deny  that  the  Internet  will  change  the  way  they  do  business, 
and  the  smart  ones  have  figured  out  that  they  need  people  with 
.  .  —  j  both  business  and  technical  skills  to  survive  the  change.  So  why 

bring  1 1  tO  the  do  so  many  companies  still  exhibit  the  behavior  of  pre-e-busi- 

ness  when  it  comes  to  IT  management? 

The  problem,  says  Beverly  Lieberman,  president  of  executive 
recruiter  Halbrecht  Lieberman  Associates  in  Stamford,  Conn., 
is  that  companies  say  they  want  to  change,  but  most  stay  mired 
in  the  traditional  way  of  doing  things.  That  doesn’t  bode  well 
for  their  ability  to  attract  the  kind  of  help  they  need. 

“Lots  of  companies  are  going  to  get  burned  in  the  next  year  or 
so,”  Lieberman  says.  “Maybe  half  of  those  looking  for  quality  candidates  won’t  get  them. 
They’ll  have  to  settle  for  the  B  players  because  the  A  players  won’t  want  to  go  to  them.” 

Marvin  Langston  is  an  A  player.  The  first-ever  CIO  of  the  Navy  Department,  he 
ended  his  government  stint  as  the  deputy  CIO  of  the  entire 
Department  of  Defense.  Langston  was  courted  by  a  number 
of  big  companies  for  traditional  CIO  spots,  but  he  decided 
instead  to  go  to  Salus  Media  in  Carpinteria,  Calif. — a  new 
Web-based  health-care  company  that  offered  him  the  COO 
spot — mainly  because  he  no  longer  wanted  to  battle  the  old 
corporate  mind-set. 

“There  is  a  dearth  of  talent  available  to  the  brick-and-mor- 
tars  now,”  he  says.  “[Top  CIOs]  have  the  ability  to  move  to 

places  that  give  them  the  capa- 
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The  CIO  Role 


Fingerhut  President  and  COO  John  Buck  (left) 
wants  his  CIO,  Gary  Bledsoe,  “to  provide  a 
vision  for  where  the  company’s  business  should 
be  heading.  ” 

to  be  done.  They  just  won’t  go  to  those  out¬ 
fits  [that  bog]  them  down  with  bureaucracy.” 

The  sense  of  urgency  is  palpable.  By 
2005,  investments  in  e-business  applica¬ 
tions  and  infrastructure  will  drive  average 
IT  spending  beyond  10  percent  of  revenue 
in  North  America,  compared  with  5  per¬ 
cent  today,  according  to  a  recent  study  by 
Gartner  Group  in  Stamford,  Conn.  Lead¬ 
ing-edge  adopters  of  IT  will  boost  their 
spending  to  an  average  of  16  percent  of 
revenue,  compared  with  12  percent  today. 
But  these  leading  adopters  make  up  only 
15  percent  of  all  enterprises.  The  rest  will 


still  be  spending  only  1  percent  to 
5  percent  of  revenue  on  IT  by  the 
middle  of  the  decade. 

Regardless  of  spending,  many 
brick-and-mortar  companies  will  be 
marginalized  in  their  industries  by 
their  inability  to  reinvent  themselves 
and  their  threatened  business  models. 
Their  old-style  culture  will  still  prevent 
them  from  taking  advantage  of  what¬ 
ever  IT  investments  they  do  make. 

“Many  companies  still  haven’t  real¬ 
ized  that  information  resources  are  cen¬ 
tral  to  their  business  future,”  says  Frank 
Goldschmidt,  business  development  dir¬ 
ector  for  RHI  Consulting,  a  Menlo 
Park,  Calif.-based  IT  consultancy.  Gold¬ 
schmidt  estimates  that  less  than  half  of 
the  companies  with  more  than  $50  mil¬ 
lion  in  sales  really  understand  this. 


The  Once 
and  Future  CIO 

Traditional  CIOs  are  expected  to  be  techni¬ 
cally  knowledgeable  and  to  know  how  to  fit 
the  current  IT  resources  to  their  companies’ 
business  base.  It’s  basically  a  reactive  posi¬ 
tion,  however,  since  the  executive  decisions 
that  influence  changes  in  IT  are  usually  made 
at  a  level  removed  from  the  CIO’s  office.  The 
CIO  traditionally  reports  to  the  financial  side 
of  the  business,  and  IT  is  viewed  as  a  cost 
burden  rather  than  as  a  strategic  asset. 

It’s  a  mind-set  that’s  been  hard  to  shake, 
even  for  companies  with  business  tightly 
linked  to  technology.  For  example,  Finger- 
hut,  based  in  Minnetonka,  Minn.,  is  a  52- 
year-old,  $2.5  billion  database  marketing 
company  that  already  invests  between 
8  percent  and  9  percent  of  its  revenue  annu¬ 
ally  in  information  technology.  Even  so, 
says  President  and  Chief  Operating  Officer 


Who’s  the  Boss? 

An  increasing  number  of 
CIOs  report  to  the  CEO 
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The  new  role  of  IT 

Information  Technology  is  reshaping 
the  face  of  business  by  enabling  new 
ways  of  interacting  with  customers. 
Now,  more  than  ever,  progressive 
companies  that  use  technology  as 
their  core  competitive  advantage  are 
rocking  entire  industries.  With  this 
development  comes  the  changing 
role  of  IT  in  business,  as  it  places 
different  demands  on  corporate  IT 
departments.  To  remain  competitive, 
IT  departments  must  play  a  new, 
front  line  role  and  actively  participate 
in  delivering  on  what  is  strategic  to 
the  company.  And  in  order  to  do  so, 
IT  departments  must  begin  to 
operate  like  consulting  practices. 


Information  technology 

TURNING  INDUSTRIES 
UPSIDE-DOWN 

Hundred  year  old  business  models 
are  being  challenged  by  “IT  enabled” 
models.  Examples  are  numerous,  but 
consider  banking,  insurance,  or  even 
auctioning.  The  fundamental 
relationship  between  the  buyer  and 
seller  is  being  forever  changed 
through  technology.  Not  minor 
changes,  but  wholesale  shifts  in  core 
business  process  and  practice.  In  the 
case  of  banking,  consumers  can 
secure  a  mortgage,  get  a  loan,  and 
conduct  just  about  any  bank 
transaction  desired  over  the  web.  Ask 
yourself:  ‘Why  would  you  even  want 
to  visit  a  branch?’  These  industries, 


like  so  many  others,  have  been 
forever  changed.  Today’s  pioneers 
look  at  available  technology  and  say, 
“This  is  how  banking  should  be 
done”.  Business  executives  have  a 
choice  to  either  look  at  Information 
Technology  as  a  way  to  lead  change 
in  their  industry,  or  wait  until 
another  organization  shifts  the 
playing  field  and  then  follow  in  their 
path.  Now,  the  IT  Department  will 
no  longer  only  perform  traditional 
support,  but  rather  operate  as  a 
front-line  organization  enabling  new 
relationships  between  company  and 
customer.  In  order  to  take  on  this 
new  and  important  role,  IT 
departments  must  operate  like  a 
consulting  practice. 


Running  your  IT  department 

LIKE  A  CONSULTING  PRACTICE 

The  one  overwhelming  reason  for 
pursuing  the  shift  from  support 
organization  to  consulting 
organization  is  to  bring  technology  to 
the  forefront  when  devising  business 
strategy  and  reforming  the  way  a 
company  relates  to  its  customers. 
Reshaping  an  IT  Department  to 
behave  like  a  consulting  practice 
provides  the  organization  with  a 
focused  unit  aimed  at  increasing 
customer  activity,  improving 
satisfaction  and  increasing  revenue 
and  profit  objectives.  Benefits  to  the 
IT  Department  itself  are  numerous, 
and  include: 

•  a  strategic  and  value-added  work 
environment:  opportunity  to 
radically  improve  the  value  of  the 
company,  not  just  by  improving 
operations,  but  by  changing  the 
business  process; 

•  company  respect  and 
recognition:  other  organizational 
units  realize  the  value  of  IT  and 
respect  the  IT  Department’s 
critical  capabilities;  and 

•  an  improved  organizational 
culture:  staff  retention  is  better  as 
IT  staff  aren’t  constantly  looking 
for  contractor  positions. 
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Making  the  change 

IT  Consulting  firms  and  IT 
Departments  provide,  in  many  cases, 
identical  capabilities  and  services. 
They  both  manage  and  execute  the 
core  processes  in  information 
technology  delivery  including: 
Planning,  Specifying,  Designing, 
Selecting,  Developing,  Implementing, 
Supporting  and  Enhancing.  So  what 
makes  them  so  different?  Simply,  the 
way  in  which  each: 

•  is  paid  or  manages  the  IT  Budget; 

•  measures  performance  -  Metrics; 
and 

•  manages  the  process  of  delivering 
services  -  Systems.  By  changing 
the  way  in  which  an  IT 
Department  handles  budget, 
metrics  and  systems,  the  shift  can 
be  made  from  operating  as  an 
internal  support  organization  to 
an  externally  focused,  client 
facing  consulting  practice.  This 
shift  enables  the  entire  company 
to  better  utilize  IT  as  well 
as  improve  the  working 
environment  of  the  department. 

Budget: 

One  of  the  most  critical  aspects  of 
operating  as  a  consulting  practice  is 
treating  clients  truly  as  clients.  The 
user  community  must  be  in  control 
of,  and  have  responsibility  for, 


Information  Technology  spending  - 
not  the  IT  department.  It  should  be 
incumbent  on  the  IT  department  to 
perform  in  such  a  way  that  the  client 
will  pay  them  for  services.  By  putting 
the  budget  in  the  hands  of  the  user 
community,  IT  Department 
budgeting  activity  changes  from 
developing,  managing  and  taking 
responsibility  to  consulting  with 
various  company  units  on 
appropriate  spending  in  achieving 
their  desired  objectives.  Thus,  all  IT 
spending,  except  the  necessities  of 
the  IT  Department  itself,  must  be 
under  the  control  and  direction  of 
the  entire  organization. 
Surrendering  budget  is  probably  the 
most  difficult  step  that  a  CIO  and  IT 
staff  encounter  in  becoming  a 
consulting  practice.  However, 
without  this  step,  the  transition  is 
really  not  possible.  Without  having 
to  earn  the  money,  it  is  a  difficult  and 
unnatural  act  for  IT  Staff  to 
remember  the  proper  way  to 
conduct  themselves  in  a  true  client  / 
consultant  relationship.  Once  the  IT 
Department  relinquishes  control  of 
the  budget  and  accepts  this 
relationship,  there  are  a  number  of 
cultural  and  operational  benefits: 

•  No  to  Yes  -  The  department  shifts 
from  becoming  the  “No 
department”,  to  the  “Yes,  when 


can  we  begin  department”.  The 
shift  is  complete  when  the  IT 
Department  is  no  longer 
responsible  for  costs  beyond  what 
the  users  approve. 

•  Top  staff  rise  to  the  occasion  -  If  a 
user  is  paying  for  service,  they 
develop  a  strong  notion  of  value 
for  money.  This  introduces  new 
personnel  dynamics  where  clients 
more  often  request  certain  staff. 
This  type  of  behavior  is  both 
desired  and  naturally  supported 
when  the  client  pays. 

By  relinquishing  the  burdens  of 
managing  the  IT  Budget,  the  IT 
Department  is  making  themost 
significant  step  towards  operating 
like  a  consulting  practice. 

Metrics: 

Over  the  years  IT  departments 
have  developed  innumerable 
performance  measures  (e.g., Total 
Cost  of  Ownership  (TCO),  Cost  per 
Mips  (Millions  of  Instructions  Per 
Second),  etc.). Still,  despite  having 
some  intrinsic  value  such  as 
comparing  the  relative  performance 
of  systems  or  possibly  staff,  these 


offer  little  in  measurement  of 
contribution  to  the  business. 
Changing  the  metrics  used  to  gauge 
and  measure  performance  is  the  next 
major  transformation  required  to 
operate  like  a  consulting  practice. 
Fortunately,  the  consulting  industry 
provides  most  of  the  necessary 
metrics  in  easy  to  understand 
business  terms.  These  include: 

Age  of  Accounts  Receivable:  Old  bills 
mean  unhappy  customers  -  the 
ultimate  measure  of  user 
satisfaction.  Users  can  easily 
communicate  their  satisfaction  by 
paying  or  not  paying  invoices. 
Although  very  simplistic,  users  have 
the  opportunity  to  vote  quickly  and 
continuously  throughout  the  year. 
Resource  Utilization:  A  high 
utilization  means  busy  staff. 
Resource  utilization  indicates  the 
percentage  of  staff  time  that  is  being 
spent  on  “revenue  generating” 
functions.  Looked  upon  differently, 
utilization  indicates  what  percentage 
of  a  persons’  time  is  being  spent  on 
user  approved  and  directed 
activities.  This  provides  an  accurate 
means  to  measure  the  demand  on  IT 


staff  from  the  user  community. 
Billing  Ratio:  A  high  billing  ratio 
(hours  paid  for  /  hours  charged) 
means  the  customer  isn’t  disputing 
any  labor  and  expenses  charged  on  a 
particular  engagement  or  service. 
Usually  this  means  users  feel  they  are 
getting  value  for  services  delivered. 
Consulting  practice  metrics  focus  on 
customer  satisfaction  and  staff 
performance.  A  consultative 
approach  is  more  strategic  and 
requires  a  focus  on  customers,  not 
operational  efficiency  measures.  One 
should  consider  creating  a  customer 
management  unit,  complete  with 
client  managers,  formalized 
engagement  processes  including 
contracts,  change  orders  and 
escalation  procedures. 

Systems  (Integrated  and 
Customer  focused): 

With  an  outward  or  customer 
focused  orientation  one  must  have 
systems  to  support  this  way  of 
operating.  Disparate  systems  of  old 
such  as  Budget  Management, 
Project  Management,  Network 
Management,  Help  Desk 
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Management,  Software  Configuration 
and  Asset  Management,  while  in  many 
cases  are  necessary,  do  not  support 
a  consultative  approach  to  service 
delivery.  To  run  as  a  consulting  firm  one 
must  equip  oneself  as  such.  Consider 
implementing  systems  that  allow  one  to 
run  as  a  business  by  enabling: 


Customer  Management: 

These  systems  are  what  some  would 
call  sales  force  automation.  They 
provide  the  ability  to:  manage  client 
relationships; 

•  track  client  information  such  as 
billing  arrangements  and  service 
level  agreements; 

•  manage  client  action  items  and 
correspondence;  and 

•  forecast  future  resource  demands. 


Time  and  Expense  Management: 

In  order  to  run  like  a  business  one 
must  charge  clients  for  work 
performed.  In  the  world  of  services 
this  means  tracking  time  and 
expenses  spenton  tasks  by  staff 
members.  T&E  tracking  systems 
provide: 

•  time  entry  via  electronic  timesheets; 

•  time  approval  rules;  and 

•  expense  tracking  and  approval 
workflows. 


Issue  and  Change  Control: 

Left  unchecked,  change  orders  can 
guarantee  projects  will  be  over 
budget.  Change  and  issue  tracking 
systems  provide  the  ability  to: 

•  track  issues  raised  with  workflows 
to  notify  project  managers;  and 

•  track  change  requests  with 
workflows  for  approval  or 
rejection  from  project  managers. 


Resource  Planning  & 
Management: 

Resource  management  software 
allows  one  to: 

•  monitor  important  statistics  like 
utilization; 

•  search  on  skill  and  availability; 
and 

•  keep  track  of  hiring  based  on 
future  and  current  demand. 


Knowledge  Management: 

Now  that  a  department  is  operating 
with  efficiency  and 
profitability,  organizational  learning 
is  an  important  contributor  to 
overall  success. 


Knowledge  management  enables 
a  department  to: 

•  collect  and  share  intellectual 
property  for  future  use; 


•  retain  corporate  knowledge  even 
with  staff  turnover;  and 

•  ensure  successful  project 

methodologies  are  re-used. 

Revenue  Management  (Cross 

Charging  or  invoicing):  The  final 
part  of  the  consulting 
business  operations  loop  is  being 
paid.  Invoicing  systems  provide  the 
ability  to: 

•  bill  for  time  spent  and  expenses 
incurred; 

•  route  invoices  for  modification 
and  approval  by  project 
managers; 

•  integrate  with  financial  systems 
(general  ledger);  and 

•  delivery  correct  invoices. 
Changing  the  role  and  impact  of  an 
IT  department  can  be  challenging.  It 
puts  pressure  on  not  just  process,  but 
people  and  systems.  Still,  when  -  and 
only  when  -  one  moves  an 
IT  department  from  support 
organization  to  business  enabler  will 
an  organization  be  reaching  its  full 
potential.  Operating  like  a 
consulting  practice  should  be  the 
new  goal  of  today’s  IT  department. 
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The  CIO  Role 


John  Buck,  only  in  the  past  five  years  has 
Fingerhut  management  realized  the  power 
of  IT  and  how  it  can  influence  the  position 
the  company  occupies  in  the  marketplace. 
The  CIO’s  power  in  the  company  has  grown 
along  with  that  understanding,  Buck  says, 
to  where  the  CIO  is  now  a  critical  position. 
“We  certainly  need  somebody  who  knows 
information  systems  and  has  administra- 

At  the  Chicago  Merchantile  Exchange, 

President  and  CEO  Jim  McNulty  (left)  made 
CIO  Scott  Johnston  one  of  nine  managing 
directors  who  report  directly  to  him. 


tive  abilities.  But  [the  CIO]  must  also  be 
able  to  sit  at  the  same  table  as  the  com¬ 
pany’s  business  leaders  and  be  able  to  pro¬ 
vide  a  vision  for  where  the  company’s  busi¬ 
ness  should  be  heading.” 

The  task  for  Fingerhut  is  “leveraging  our 
technology  assets,”  Buck  says,  by  bringing 
together  all  of  the  systems,  technology  and 
direct-marketing  capabilities  that  were  devel¬ 
oped  for  the  company’s  catalog  business  to 
support  other  direct-to-consumer  business 
channels.  The  Internet  will  likely  be  the  biggest 
part  of  that,  but  the  company’s  management  is 
also  looking  at  channels  such  as  wireless  com¬ 
munications,  interactive  TV  and  others. 


The  strategy  for  making  that  happen  rests 
with  Fingerhut’s  new  CIO,  Gary  Bledsoe, 
and  key  members  of  his  organization.  Bled¬ 
soe  sits  on  the  company’s  executive  commit¬ 
tee,  as  did  former  CIO  Alan  Bignall,  who 
left  recently  to  work  at  a  dotcom. 

Indeed,  raising  the  clout  of  the  CIO 
within  the  organization  is  a  key  ingredi¬ 
ent  in  quickly  coming  to  grips  with  the 
needs  of  the  new  technology  age.  At  the 
Chicago  Mercantile  Exchange  (CME),  for 
example,  Jim  McNulty,  who  took  over  as 
president  and  chief  executive  officer  in 
February,  has  boosted  the  CIO’s  position 
into  the  top  ranks  of  management  under 
a  total  revamp  of  that  venerable  institu¬ 
tion’s  executive  structure.  Scott  Johnston, 
the  new  CIO,  is  now  one  of  a  nine-mem¬ 
ber  slate  of  managing  directors  who  report 
directly  to  McNulty. 

McNulty  says  he  intends  to  work  so 
closely  with  Scott  “that  he  will  be  able  to 
describe  the  exchange’s  business  plan  to  me 
[as  if  he  were  CEO],  while  I  should  be  able  to 
describe  the  plan  to  him  as  the  CIO.” 


“I  feel  a  great  sense 
of  urgency  to  get 
things  moving.  If  the 
CIO  doesn’t  know 
the  financial  world 
and  trading,  even  if 
all  other  things  are 
equal,  it  would  still 
take  a  lot  of  valuable 
time  to  bring  him  up 
to  speed.” 

-Jim  McNulty,  president  and  CEO, 
Chicago  Mercantile  Exchange 
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The  CIO  Role 


Dot  Competencies 

The  skills  an  IT  executive  needs  to  bring  to 
this  elevated  role  are  far  more  extensive  than 
those  required  of  a  traditional  CIO.  If  com¬ 
panies  still  look  at  IT  simply  as  a  cost  cen¬ 
ter  then  they  can  always  find  someone  to  fill 
the  slot,  says  Linda  Pittenger,  CEO  of 
People3  (people  cubed),  a  Gartner  Group  IT 
human  resources  consultancy  based  in  Som¬ 
erset,  N .J.  But  it’s  a  different  matter  if  they 
want  to  transform  themselves  into  “e-capa- 
ble”  organizations.  Then  a  different  set  of 
competencies  are  needed. 

To  start,  she  says,  technical  knowledge 
has  to  go  beyond  simply  knowing  how  to 
maintain  current  IT  resources.  These  new- 
style  CIOs  must  know  what  emerging 
technologies  are  and  how  to  apply  them  to 
a  company’s  business  operations,  which 
also  means  knowing  and  understanding 
what  the  competition  is  doing  with  those 
technologies.  They  must  know  how  to  de¬ 
sign  architectures  that  use  those  technolo¬ 
gies  and  how  to  build  systems  based  on 
those  designs. 

These  CIOs  must  also  have  a  broad  set  of 
business  skills,  including  a  knowledge  of  busi¬ 
ness  processes,  the  ability  to  do  competitive 
analysis,  and  an  understanding  of  how  to  pri¬ 
oritize  their  actions  against  the  business  port¬ 
folio  of  the  company.  They  must  have  good 
negotiation  skills,  since  there’s  no  way  they’ll 
be  able  to  do  everything  that’s  needed  on  their 
own  and  will  have  to  convince  the  business 
side  of  the  company  and  others  to  help. 

Pittenger  expects  CIOs  to  display  broad 
agility  and  adaptability  in  pushing  their  agen¬ 
das,  to  display  a  sense  of  urgency  in  doing  so 
and  to  be  an  energetic  advocate  for  change, 
something  that’s  not  easy  to  do  on  a  consistent 
basis  in  an  environment  where  there  might 
be  resistance  to  change.  It’s  these  and  other 
behavioral  competencies  that  are  often  the 
hardest  for  people  to  develop,  she  says. 

Experience  in  the  company’s  industry  is 
also  important,  particularly  given  the  speed  at 
which  organizations  will  be  trying  to  shift  to 
e-business.  McNulty  chose  Johnston  for  the 
CME  in  part  because  Johnston  had  traded  on 


the  floor  of  the  CME  and  intimately  knows 
the  ins  and  outs  of  how  exchanges  operate. 

Up  to  now,  the  CME  has  focused  wholly 
on  its  own  membership,  McNulty  says,  but 
the  future  focus  will  include  many  clients  out¬ 
side  of  the  exchange  as  the  world  moves  to 
electronic  and  online  trading.  Given  the  pace 
at  which  the  trading  world  is  moving,  in 
order  for  the  CME  to  be  competitive,  “I  feel  a 
great  sense  of  urgency  to  get  things  moving,” 
he  says.  “If  the  CIO  doesn’t  know  the  finan¬ 
cial  world  and  trading,  even  if  all  other  things 

When  NewRoads  CTO  Tom  Lesica  went 
job-hunting,  he  wanted  to  report  directly 
to  the  CEO. 


are  equal,  it  would  still  take  a  lot  of  valuable 
time  to  bring  [that  person]  up  to  speed.” 

Does  the  Company 
Get  It? 

Given  all  of  that,  it’s  no  wonder  that  people 
who  meet  these  requirements  are  in  short 
supply.  But  demand  doesn’t  just  flow  one 
way.  Those  who  fit  this  “uber-CIO”  descrip¬ 
tion  have  their  own  list  of  requirements  for 
companies  that  want  to  employ  them.  If  it 
boils  down  to  any  one  thing,  it’s  the  level  of 
commitment  companies  show  in  putting  IT 
at  the  focus  of  their  business  strategy. 

When  Tom  Lesica,  former  CIO  at  Pepsi¬ 
Cola,  was  considering  the  job  of  senior  vice 
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NO  PROBLEM. 
WE’RE  FLEXIBLE. 


It’s  a  dilemma  for  any  company 
starting  up  in  e-business.  How  can 
you  develop  an  effective  strategy  for  an 
area  of  business  that’s  changing  all  the 
time?  Fortunately,  Solomon  and 
Microsoft®  have  teamed  up  to  develop  a 
flexible  e-business  solution  that  you  can 
feel  confident  about. 

Solomon  Internet-ready  business 
and  accounting  software  is  ready  to 
help  your  business  tackle  the 
e-commerce  challenge.  Through  a 
powerful  integration  with  Microsoft 
Windows  2000®  Professional,  you  get 
Internet-enabling  operating  system 
software  that  won’t  let  you  down. 
Together,  we  provide  you  with  an 
efficient,  flexible  e-commerce  solution 
that  can  help  support  your  efforts  to 


reduce  costs,  improve  service  and 
increase  market  share. 

When  it’s  time  to  invest  in 
e-commerce,  make  an  investment  that 
you  can  count  on  for  a  solid  return  - 
Internet-ready  and  enabling  technology 
from  Solomon  and  Microsoft.  It’s  a 
winning  team  with  the  flexibility  to  keep 
your  business  on  top  -  no  matter  what  the 
market  does. 
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The  CIO  Role 


Dividing  Lines 

There’s  a  disconnect  between  what  top  CIOs  want  in  a  job  and  what  some  companies  are  willing  to  offer 

What  All-Star  CIOs  Want  What  Old  Economy  Companies  Offer 


CIO  reports  to  the  CEO  and  has  a  place  on  the 
company's  operating  or  executive  committee. 

Top  CIOs,  knowing  the  complexities  of  technology  decisions, 
want  a  direct  say  in  how  technology  is  used  in  a  company  and 
how  it  can  be  used  to  further  the  company’s  business. 

Technology  is  a  strategic  focus  of  the  company, 
and  funding  for  IT  reflects  that. 

If  companies  are  serious  about  using  technology  to  build  their 
business,  that  will  show  up  in  the  investments  they  commit  to  it. 

The  company  is  committed  to  the  use  of  the 
Internet  as  a  basis  for  an  e-business  future. 

All  top  CIOs  expect  the  companies  they  work  for  to  understand 
that  the  Internet  is  important  and  their  future  is  in  e-business. 

Remuneration  (salary  plus  stock)  reflects  the  true 
worth  of  the  CIO  role  in  the  company. 

While  money  is  not  the  first  reason  most  All-Star  CIOs  go  to  a 
company,  they  are  well  aware  of  their  worth  in  a  tight  market. 


The  CIO  will  be  a  major  player  but  will  report 
to  the  CFO. 

Reporting  to  the  CFO,  it's  tough  for  the  CIO  to 
have  the  influence  necessary  to  get  the  job  done. 

And  politics  and  bureaucracy  can  get  in  the  way. 

Technology  is  important  to  the  company,  but  IT  is  con¬ 
sidered  a  cost  of  operations  rather  than  a  strategic  asset. 

If  IT  is  still  considered  a  cost  center,  then  the  company 
probably  still  views  it  as  a  support  function. 

The  company  has  a  website  and  an  intranet 
but  no  plans  yet  to  expand  that  to  e-business. 

Companies  that  view  the  Web  primarily  as  a  marketing 
venue  won’t  land  top  talent. 

Pay  is  competitive  with  what  CIOs  in  similar  companies 
are  getting. 

If  a  company  is  not  willing  to  pay  top  executive  compensation, 
chances  are  they  are  not  committed  to  empowering  the  CIO. 


president  and  CIO  at  New  York  City-based 
clothing  retailer  J. Crew  in  November  1998, 
he  eyed  a  list  of  things  to  gauge  J. Crew’s 
commitment.  He  looked  for  a  clear  descrip¬ 
tion  of  what  the  technology  agenda  was  at 
the  company  and  whether  that  agenda  had 
been  formally  recognized  at  both  the  board 
and  investor  level.  He  judged  that  partially 
by  what  technology  had  been  funded  on  the 
operations  side  of  the  business  and  by  what 
commitment  had  been  laid  down  for  IT 
against  the  capital  and  expenses  side  of  the 
ledger.  But  perhaps  the  most  important  indi¬ 
cator  was  the  positioning  of  the  CIO  within 
J. Crew’s  management  structure.  From  Les- 
ica’s  point  of  view,  since  the  role  of  the  CIO 
has  shifted  from  taking  orders  from  higher- 
level  executives  to  a  strategic  partnership 
function,  that  has  to  be  confirmed  by  the 
CIO  being  a  full  member  of  a  company’s 
operating  committee,  reporting  to  the  CEO, 


and  actively  participating  at  the  board  level. 

“If  those  things  are  there,  then  I  know  I 
can  start  getting  involved  in  the  technology 
itself  and  working  out  the  balance  of  tech¬ 
nology  execution  alongside  working  with  the 
operations  side  in  laying  out  the  business 
strategy,”  Lesica  says.  “That’s  the  value  I 
want  to  bring  to  the  organization.” 

(Lesica  took  the  job  at  J.Crew  but  left  in 
May  to  join  Greenwich,  Conn.-based  New- 
Roads,  formerly  CyberGistics — a  company 
that  handles  call  center  management  and 
online  order  fulfillment  for  other  organiza¬ 
tions — as  executive  vice  president  of  business 
process  and  technology  and  CTO.) 

Having  the  executive  power  to  make  deci¬ 
sions  was  definitely  the  swing  factor  behind 
Langston’s  move  to  Salus  Media.  Though  he 
has  a  CTO  under  him  to  handle  the  daily  side 
of  the  company’s  IT  operations,  as  COO, 
Langston  is  charged  with  designing  the  tech¬ 


nology  infrastructure  and  building  the  prod¬ 
uct  that  supports  the  company’s  business  strat¬ 
egy.  Being  a  CIO  in  a  traditional  company  and 
having  to  go  through  either  the  CEO  or  COO 
above  him  to  get  decisions  made  was  not 
something  he  wanted  to  deal  with. 

“B  rick-and-mortar 
companies... 
want  the  CIO 
to  report  to  the 
CFO.  That  doesn’t 
cut  it  today.  ” 

-Rich  Brennen,  managing  director, 
SpencerStuart 
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The  CIO  Role 


The  CIO  of  2000 

Do  you  fit  the  mold  of  an  All-Star  CIO ?  See  if  yon  could  answer 
the  following  ad. 

Wanted:  Executive  with  broad  experience  in  managing  enterprisewide  IT,  as  well  as 
extensive  experience  in  developing  and  implementing  strategic  IT  plans  that  will  form 
the  basis  of  the  company’s  expansion  into  e-commerce  and  e-business.  The  successful 
candidate  will  have  broad  knowledge  of  emerging  technologies  and  how  to  apply  those 
technologies  successfully  to  further  the  company’s  competitive  position.  Further,  the 
candidate  will  have  proven  experience  in  implementing  a  wide  range  of  business 
processes  and  in  conducting  competitive  analyses,  and  an  ability  to  balance  invest¬ 
ments  in  technology  against  the  demands  of  the  company's  various  business  areas. 

As  a  member  of  the  company’s  operating  committee,  the  candidate  must  have 
excellent  interpersonal  and  communication  skills  in  order  to  persuasively  detail  tech¬ 
nology  investment  plans  to  the  CEO  and  the  board,  as  well  as  to  outside  observers, 
such  as  investment  analysts  and  the  press.  Since  the  CIO  will  need  to  gather  sup¬ 
port  for  the  technology  strategy  from  across  the  company’s  various  divisions,  the 
candidate  must  also  have  well-developed  negotiation  and  diplomacy  skills.  As  the 
executive  in  charge  of  technology  strategy,  the  CIO  is  expected  to  be  an  energetic 
leader  for  change  throughout  the  company  as  it  moves  into  the  world  of  e-business. 


“My  experience  from  seeing  what  hap¬ 
pens  in  both  government  and  commercial 
companies  is  that  CIOs  don’t  have  much 
power  unless  the  COO  has  some  under¬ 
standing  of  technology,”  he  says. 

Langston  recently  used  his  influence  on 
decision  making  to  convince  the  rest  of  the 
Salus  management  team  to  pull  most  tech¬ 
nology  development  work  in-house.  Al¬ 
though  this  was  a  major  investment  involv¬ 
ing  expanding  the  infrastructure  and  hiring 
new  people,  he  convinced  them  the  trade¬ 
offs  were  worth  it.  As  a  traditional  CIO, 
having  to  work  through  other  layers  of 
management,  Langston  says  he  would  not 
have  been  able  to  exert  the  same  influence. 

The  Great  Divide 

If  this  is  as  hot  an  issue  with  leading  CIO 
candidates  as  they  and  the  recruiters  say  it 
is,  it’s  also  one  of  the  major  problems  for 
brick-and-mortar  companies  looking  to  hire 
this  caliber  of  CIO.  While  recruiters  say  they 
are  seeing  unprecedented  demand  for  CIOs 
from  the  brick-and-mortars,  the  savvy  be¬ 
hind  that  demand  often  leaves  something  to 
be  desired.  Bridging  the  gap  between  what 
the  companies  say  they  want  in  a  CIO  and 


what  the  top  candidates  say  they  will  accept 
will  be  a  long  job. 

“Brick-and-mortar  companies  know  they 
need  a  CIO,  but  they  are  not  particularly 
sure  of  what  it  is  they  need,”  says  Rich 
Brennen,  managing  director  of  the  IT  prac¬ 
tice  for  recruiter  SpencerStuart  in  Chicago. 
“They  need  a  CIO  and  they  need  to  build 
an  e-business,  but  they  also  want  the  CIO 
to  report  to  the  CFO.  That  doesn’t  cut  it  in 
the  recruiting  market  today.  The  very  best 


of  the  CIO  candidates  absolutely  require  that 
they  report  to  the  top  of  the  business.” 

Pettinger  agrees,  “but  there  are  not  that 
many  companies  that  have  that  kind  of  out¬ 
look  yet.  [Many  CEOs  believe  that]  the  cur¬ 
rent  CIO  isn’t  working,  so  they’ll  go  and  get 
some  bigwig  as  a  replacement.  But  it’s  the 


same  problem  if  all  they’ve  got  to  offer  is  the 
traditional  CIO  role.” 

As  a  result,  recruiters  are  spending  a  lot  of 
time  educating  CEOs  about  what  a  CIO  can 
do  for  them,  how  the  role  has  changed,  and 
just  what  it  will  take  to  attract  quality  candi¬ 
dates.  And  if  they  don’t  get  the  message?  At 
least  in  Lieberman’s  case,  they  will  lose  the 
chance  of  hiring  through  her  since  “I  only 
undertake  a  search  if  I  think  the  company  has 
the  ability  to  attract  someone  of  quality.” 


The  situation  is  likely  to  get  worse  before  it 
gets  better.  The  available  pool  of  highly  qual¬ 
ified  e-conomy  CIO  candidates  “is  very,  very 
tiny,”  says  Kazim  Isfahani,  a  senior  industry 
analyst  with  the  Cambridge,  Mass. -based 
Giga  Information  Group,  and  he  expects  the 
situation  to  continue  for  as  long  as  the  next 
five  years  or  so.  The  good  news  for  CIOs  is 
that  even  less-experienced  candidates  will  find 
organizations  willing  to  take  a  chance  on 
them  in  the  hope  that  they  will  grow  into  the 
role.  “On  the  other  hand,”  he  says,  “you  can 
have  the  title  of  CIO,  but  that  doesn’t  mean 
you  necessarily  know  anything.” 

The  recent  decline  of  the  dotcoms,  which 
recruiters  say  have  been  a  large  draw  for 
CIOs,  could  also  loosen  the  supply.  But  it 
may  not  be  enough.  Once  the  good  CIO  can¬ 
didates  have  a  taste  of  the  freedom  that  the 
smaller  companies  offer,  he  says,  they  won’t 
accept  the  old  brick-and-mortar  ways  of 
doing  things.  One  way  or  another,  the  old 
economy  companies  will  have  to  change  or 
get  left  behind.  BE] 


What  is  the  most  effective  way  to  attract  a  top  CIO? 
Let  us  know  at  letters@cio.com.  Brian  Robinson  is 
a  freelance  writer  based  in  Portland,  Ore. 


There  is  a  dearth  of  talent  available  to  the 
brick-and-mortars  now.  Top  CIOs  just  won't 
go  to  those  outfits  that  bog  them  down  with 
bureaucracy.  ” 


-Marvin  Langston,  ClO-turned-COO,  Salus  Media 
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IT  Projects. 
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Project  Success. 

Happy 

Project  Teams. 

Must  Be 

Primavera  TeamPlay 


Introducing  Primavera  TeamPlay  "  —  the  only 
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Work  and  Family 


Careers  and  families  don't 
have  to  be  in  conflict. 

A  new  book  explains  what 
goes  into  a  balanced  life. 


BY  STEWART  D.  FRIEDMAN  JL  nyone  who  has  ever  taken  a  laptop  to  his  or  her  child’s 

A  N  D  soccer  game  knows  there  are  times  when  job  and  family 

#  m  obligations  crash  head-on.  For  30  years,  workers  and 

JEFFREY  H.GREENHAUS 

employers  have  struggled  over  how— and  whether— careers  can 
coexist  with  children. 

For  their  new  book,  Work  and  Family:  Allies  or  Enemies  ?( Oxford 
University  Press,  2000),  authors  Stewart  D.  Friedman  and  Jeffrey 
H.  Greenhaus  surveyed  more  than  800  professionals  about  how 
their  dual  roles  affected  their  careers  and  family  lives.  They  found 
that  men  and  women  who  gave  work  and  family  equal  priority  felt 
most  successful  at  each,  but  only  if  they  had  support  from  both 
their  employers  and  their  partners  at  home. 

The  authors  suggest  ways  that  companies,  family  members  and 
society  as  a  whole  can  make  it  easier  for  employees  to  have  lives 
outside  of  work,  without  sacrificing  productivity  as  many  employers 
fear.  “All  of  us  can  live  happier  and  more  balanced  lives  when 
each  part  of  life  benefits  from  the  other— when  enough  flexibility, 
information,  acceptance  and  self-esteem  are  derived  from  work 
and  family  to  help  us  become  involved,  competent  and  happy  in 
other  parts  of  our  lives.” 
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We  are  convinced  that  work-family  inte¬ 
gration  affords  people  a  greater  opportunity 
to  achieve  personal  goals  and  lead  more  sat¬ 
isfying  lives.  It  can  promote  career  success 
and  more  satisfying  relationships  at  home. 
It’s  a  common  observation  that  reductions 
in  role  conflict  reduce  stress  for  nearly  every¬ 
one — single  men  and  women,  as  well  as  par¬ 
ents  in  the  workforce.  All  of  us  can  have 
more  satisfying  personal  lives  when  work  is 
our  ally. 

[Work-family  integration]  is  a  business 
concern  with  bottom-line  implications.  In  a 
global  economy,  with  heightened  competi¬ 
tion,  American  employers  perhaps  more 
than  ever  need  the  advantage  of  committed 
employees.  That  advantage  can  give  the 
employer  an  edge  in  dealing  with  some  of  the 
features  of  the  new  economic  landscape. 

As  business  professionals  increasingly 
come  to  expect  flexibility  [in  the  workplace], 


they’re  sure  to  seek  out  those  employers  who 
offer  it.  Employers  who  fail  will  experience 
greater  unwanted  turnover.  Parents,  espe¬ 
cially,  are  looking  for  flexible  employers.  As 
one  researcher  puts  it,  flexibility  “is  the 
major  enabler  for  working  parents  to  par¬ 
ticipate  successfully  in  the  labor  force.” 

There  are  other  benefits.  Businesses  should 
view  creating  a  flexible  environment  for 
employees  as  an  investment.  In  this  case,  the 
investment  can  enhance  a  company’s  image 
among  current  and  future  employees,  not  to 
mention  customers,  and  improve  the  quality 
of  the  workforce  now  and  in  the  future. 
Employees  will  not  only  give  a  greater  per¬ 
sonal  commitment  to  employers  who  demon¬ 
strate  a  willingness  to  be  flexible,  they’re 
likely  to  find  ways  to  work  smarter  too. 


An  Action  Agenda 

WE  BELIEVE  THAT  MAKING  ALLIES  OF  WORK 

and  family  requires  that  choice  be  available 
and  supported.  We  also  believe  that  this  inte¬ 
gration  can  be  achieved  only  if  individuals, 
employers  and  society  are  committed  to  see¬ 
ing  that  happen. 

In  her  book,  A  Mother’s  Place:  Taking  the 
Debate  About  Working  Mothers  Beyond 
Guilt  and  Blame  (HarperCollins,  1998), 
Susan  Chira  puts  the  importance  of  choices 
in  perspective.  While  her  book  is  about 
mothers,  the  ideas  behind  what  she  says  can 
be  applied  to  all  working  people — not  to 
mention  employers  and  society  as  a  whole. 

Chira  argues,  as  do  we,  that  there  needs  to 
be  a  broader  range  of  discretion  available 
for  people.  We  believe  this  freedom  of  choice 
must  be  available  to  all  individuals:  freedom 
to  establish  priorities  and  find  the  right  mix 


of  commitments  to  different  life  domains.  It 
implies  that  part  of  clarifying  what’s  impor¬ 
tant,  for  those  who  value  harmony  between 
work  and  family,  is  to  choose  an  occupa¬ 
tion,  employer  or  industry  that  is  supportive 
of  integration.  And  it  implies  further  that  any 
activity  that  helps  us  find  supportive  organi¬ 
zations  is  a  good  thing,  be  it  counseling, 
mentoring,  talking  to  friends  and  so  on. 

Work  and  Family 
Can  Be  Allies 

WORK  CREATES  ASSETS  FOR  PERSONAL  LIFE 

and  vice  versa,  although  sometimes  they’re 
different  for  women  and  men.  Those  assets 
can  affect  integration  between  work  and 


Work  and  Family: 

Allies  or  Enemies? 

By  Stewart  D.  Friedman 
and  Jeffrey  H.  Greenhaus 
Oxford  University  Press,  2000 
$30 

family  and  make  the  two  domains  mutu¬ 
ally  enriching. 

Individuals  and  families  should  seek  new 
and  creative  ways  to  make  this  integration 
a  reality.  Employers  should  strive  to  create 
work  environments  that  promote  integra¬ 
tion  by  respecting  the  whole  person  and 
allowing  for  flexibility.  Society,  too,  has  a 
stake  in  enhancing  opportunities  for  work- 
family  integration. 

The  key  to  making  each  domain  an  ally 
of  the  other  is  to  utilize  partner  support  and 
support  from  coworkers  and  managers. 
Integration  can’t  happen  on  its  own;  each  of 
us  needs  some  help  from  people  who  care 
about  us. 

Employers  ought  to  build  the  concept 
of  partner  and  coworker  support  into  for¬ 
mal  career  development  programs,  as  well 
as  into  mentoring  initiatives.  One  way  is 
to  help  employees  focus  on  their  individ¬ 
ual  life  role  priorities  and  the  role  of  social 
support  in  achieving  integration  of  work 
and  personal  life. 

Managers  should  view  their  employees’ 
lives  beyond  work  as  potential  business 
assets  and  look  for  ways  to  invest  in  what 
people  do  when  they’re  not  on  the  job. 

We  know  of  a  great  example  of  how 
such  an  investment  can  pay  off.  One  com¬ 
pany  turned  the  intense  dedication  of  one  of 
its  sales  reps  to  her  alma  mater  into  a  win- 
win  situation  for  employer  and  employee.  It 
seems  the  sales  rep  spent  much  of  her  free 


Companies  need  to  get  away  from  the  notion 
that  people  who  are  serious  about  their  families 
are  not  serious  about  their  careers. 
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time  actively  fund-raising  for  the  school  and 
recruiting  local  high  school  students.  With 
her  permission,  her  manager  worked  things 
out  so  that  she  could  be  assigned  as  the 
company’s  liaison  to  the  school  in  its 
recruiting  efforts  there.  In  the  end,  the 
employer  benefited  by  recognizing  and  sup¬ 
porting  the  whole  person  in  that  employee. 
The  employee  benefited  as  well.  Recruit¬ 
ment  efforts  improved  substantially  in  the 
hands  of  this  booster  for  the  school  and 
company,  and  the  employee  was  more  com¬ 
mitted  than  ever  to  her  employer. 

Create  Work 
Environments  That 
Value  Employees  as 
Whole  People 

COMPANIES  NEED  TO  GET  AWAY  FROM  THE 

notion  that  people  who  are  serious  about  their 
families  are  not  serious  about  their  careers. 
Charles  Romeo,  the  director  of  employee  ben¬ 
efits  at  ConAgra,  puts  it  well:  “When  we 
make  our  employees  choose  between  work 
and  family,  we  lose  every  time.”  The  Johnson 
&  Johnson  credo  gets  it  right:  “We  must  be 
mindful  of  ways  to  help  our  employees  fulfill 
their  family  obligations.” 

Family-friendly  employers  make  a  tre¬ 
mendous  contribution  in  the  struggle  to 
make  allies  of  work  and  family.  Those  of 
us — men  and  women — who  feel  that  our 
employers  support  our  lives  beyond  work 
experience  less  conflict  and  more  opportu¬ 
nities  for  integration  between  work  and  fam¬ 
ily.  Family-supportive  organizations  create 
greater  employee  commitment  and  career 
satisfaction,  and  everyone  wins. 

Companies  should  take  an  activist 
approach  to  this  recommendation.  Super¬ 
visory  personnel  need  training  if  they  are  to 
become  business  leaders  capable  of  capital¬ 
izing  on  the  skills  people  develop  outside 
work.  They  need  to  be  supportive  supervi¬ 
sors  who  know  the  company’s  work-family 
policies,  apply  those  policies  fairly,  and 
believe  work-family  programs  and  policies 


are  a  legitimate  part  of  the  workplace  and  a 
means  of  creating  long-term  value  for  the 
company. 

Organizations  should  train  managers  in 
the  principles  and  skills  that  will  help  them 
see  that  redesign  of  work  processes — exper¬ 
imenting  with  how  goals  are  achieved — is 
an  opportunity  to  enhance  business  results 
and  the  personal  lives  of  employees.  As  these 
employers  set  on  the  road  to  developing  this 
kind  of  family-friendliness,  they  need  to  ask 
how  work  gets  done  and  what  about  that 
makes  it  difficult  (or  easy)  for  employees  to 
juggle  work  and  personal  life  so  that  neither 
suffers.  These  questions  must  be  raised  in  a 
safe  environment  where  employees  who 
might  acknowledge  their  difficulties  balanc¬ 
ing  involvement  in  the  two  domains  aren’t 
concerned  that  they’ll  be  “branded  as  less 
committed  or  undependable.” 

Training  of  the  sort  we’re  recommending 
can  help  dispel  two  distortions  managers  may 
promulgate.  One  is  that  if  the  boss  doesn’t 
have  a  life,  neither  should  workers.  This  is  a 
costly  error  for  employers.  The  other  is  that 
paying  one’s  dues — through  face  time,  for 
example — equals  results.  It  doesn’t. 


form  as  well  in  less  time — they’ve  experi¬ 
mented  with  how  goals  are  achieved,  and 
now  they’re  working  smarter.  And  they 
bring  greater  commitment  to  the  workplace. 
For  forward-thinking  CEOs  then,  there 
should  be  little  doubt  about  which  is  the  bet¬ 
ter  choice. 

IBM  has  the  right  idea.  Lou  Gerstner,  the 
company’s  CEO,  explains  why  IBM  has 
become  one  of  the  leading  employers  com¬ 
mitted  to  work-family  integration:  “I  don’t 
want  IBMers  worried  about  who’s  watch¬ 
ing  their  children.  I  don’t  want  them  wor¬ 
ried  whether  they’ll  be  able  to  leave  early  to 
attend  their  child’s  first  recital  or  take  elderly 
parents  to  the  doctor.”  That’s  from  an  IBM 
booklet  called  “We  the  people  @  IBM.” 

The  booklet  is  filled  with  great  examples 
of  the  many  initiatives  IBM  is  supporting 
that  are  aimed  at  fostering  integration  of 
work  and  personal  life. 

There  are  a  growing  number  of  concrete 
examples  of  family-friendliness  steps  taken 
by  employers,  big  and  small.  When  Mobil 
Oil  was  losing  more  and  more  employ¬ 
ees  who  didn’t  want  to  relocate,  the  com¬ 
pany  implemented  placement  assistance  for 


If  we  consider  personal  commitments 
to  be  of  value,  we  need  to  give  them  space 
in  our  schedules. 


That  last  point  is  especially  important 
because  employers  have  a  tendency  to  mea¬ 
sure  employees  according  to  how  much  time 
they  are  visibly  on  the  job.  Women  and  men 
do  spend  less  time  at  work  and  more  with 
kids  when  they  work  for  family-friendly 
employers.  At  first  blush,  it  would  seem  that 
we’re  confirming  the  greatest  fears  hard-nosed 
business  people  have  about  introducing  per¬ 
sonal  life  considerations  into  the  workplace. 
But  we  find  that  workers  in  family-friendly 
organizations  perform  just  as  well  as  those  in 
nonsupportive  organizations.  And  they  per¬ 


spouses  and  created  career  development  pro¬ 
grams  at  hub  locations  to  minimize  geo¬ 
graphical  relocations.  Merck,  the  pharma¬ 
ceutical  company,  is  an  innovator  in 
work-life  initiatives.  Early  on,  the  company 
responded  to  growing  work-family  conflict 
by  expanding  child-care  assistance,  flexible 
work  hours  and  parental  leave  policies.  The 
company  inaugurated  lunchtime  seminars 
on  family  matters  and  introduced  training 
programs  to  encourage  manager  sensitivity 
to  family  concerns  and  awareness  of  accom¬ 
modations  they  can  make.  It  has  continued 
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to  lead  with  initiatives  in  work  redesign  and 
a  full  range  of  options  for  flexibility. 

Respect  Boundaries 

THE  TIME  BIND  IS  REAL,  NO  DOUBT,  BUT  A 

more  subtle  and  pervasive  problem  is  the  psy¬ 
chological  interference  of  work  with  family 
and  of  family  with  work.  This  makes  it  criti¬ 
cal  that  we  acquire  the  skills  to  manage  the 
boundaries  between  these  two  spheres  of  life. 

One  way  to  manage  boundaries  effectively, 
to  protect  them  and  thus  reduce  conflict,  is 
to  make  them  less  permeable.  Work  and  fam¬ 
ily  roles  require  different  frames  of  mind  for 
most  of  us.  Managing  the  boundaries  means 
leaving  the  work  frame  at  work — and  in  turn 
being  more  psychologically  available  to  our 
families.  It  also  means  learning  to  be  men¬ 
tally  agile,  with  the  ability  to  move  quickly 
from  one  frame  of  mind  to  the  other,  partic¬ 
ularly  for  those  who  work  at  home.  Parents, 
especially  mothers,  seem  to  acquire  this  skill 
particularly  well.  If  we  don’t  learn  this  skill, 
the  family  is  the  likely  victim. 

In  her  landmark  study,  Ask  the  Children: 
What  America’s  Children  Really  Think 
About  Working  Parents  (William  Morrow 
and  Co.,  1999),  Ellen  Galinsky  found  that 
managing  boundaries  is  important  for  our 
children.  “Kids  said  they  wanted  their  par¬ 
ents  to  come  home  from  work  not  so  wired. 
They  wanted  their  parents  to  really  be  with 
them  when  they’re  at  home  instead  of  being 
there  physically  but  thinking  about  work.” 

What  to  do?  One  relatively  easy  step  is  to 
create  a  schedule  (one  that  allows  for  adjust¬ 
ments)  with  actual  time  off  from  electronic 
and  other  contact  with  work.  Add  personal 
life  commitments  to  our  calendars,  just  as  we 
would  write  down  a  professional  commit¬ 
ment.  If  we  indeed  consider  those  commit¬ 
ments  to  be  of  value,  we  need  to  give  them 
space  in  our  schedules. 

Companies  should  encourage  their  man¬ 
agers  to  respect  the  fact  that  employees  have 
lives  beyond  work — and  to  respect  the 
boundaries  those  employees  set.  When 
employees  feel  they  are  respected  as  whole 


people  and  can  take  care  of  their  families  and 
other  personal  life  interests  when  they  need 
to,  they’re  less  likely  to  be  distracted  at  work. 
In  turn,  they  can  make  a  more  focused  and 
productive  work  effort — not  to  mention 
their  higher  commitment  to  work  and 
greater  career  satisfaction.  It’s  all  part  of  rec¬ 
ognizing  and  supporting  the  whole  person. 


Don’t  Ignore 
Issues  of  Time 

AT  XEROX,  A  PROJECT  TEAM  WAS  REGULARLY 

working  long  hours  but  still  missed  a  lot  of 
deadlines.  And  if  someone  on  the  team  fin¬ 
ished  early,  it  was  assumed  he  or  she  had  not 
been  given  enough  work  to  do.  Managers 
were  constantly  interrupting  the  engineers. 
To  deal  with  this  problem  of  boundary  per¬ 
meability,  the  company  set  up  “library 
hours” — interruption-free  hours  in  the  mid¬ 
dle  of  the  day.  Soon,  the  team  was  meeting 
deadlines  on  a  regular  basis,  without  having 
to  put  in  extra  hours. 

In  the  administrative  department  of 
Amerco,  teams  worked  together  to  schedule 
their  hours  to  meet  individual  needs.  The 
company  learned  that  “team  governance  can 
increase  efficiency  and  worker  morale.... 
Workers  can  organize  both  their  work  lives 
and  their  home  lives  with  an  eye  to  efficiency, 
and  that  they  can  do  so  without  the  inter¬ 
vention  of  a  boss.”  When  ESI,  a  computer 
company  in  Oregon,  was  going  to  lay  off 
part  of  its  workforce,  it  allowed  its  employ¬ 
ees  to  take  a  vote.  The  workers  chose  instead 
to  reduce  their  hours  at  reduced  pay.  There 
was  no  decline  in  productivity,  and  after  the 
crisis  ended,  the  workers  voted  to  continue 
with  the  policy  of  a  four-day,  32-hour  week. 


Authority  on  the 
Job  Is  Essential 

AUTHORITY  OVER  WORK— CONTROL  OVER 

when,  where,  how  and  with  whom  work 
gets  done — has  a  major  impact  on  both 
career  outcomes  and  satisfaction  with  life 


Terms  of  Employment 

Six  ways  company  work 
policies  can  support  families 

Family-friendly  companies  should 
establish  policies  that  govern  the 
conditions  of  what  might  be  called  the 
“contract”  between  employee  and 
employer.  Many  companies  have 
implemented  policies  such  as  those  in 
the  following  list: 

■  Travel  policies  that  avoid  last-minute 
trips  so  that  families  can  plan  ahead  for 
the  absence  of  either  parent.  Use  of 
technology— such  as  videoconferencing— 
to  avoid  travel 

■  Sick-leave  policies  that  allow  either 
parent  to  care  for  children  home  from 
school  or  child  care 

■  Paid  parental  leave  for  both  mothers 
and  fathers  (and  encouragement  to 
fathers  so  that  they  use  the  benefit) 

■  Policies  that  avoid  “macho  meetings" 
at  7  a.m.  or  on  the  weekends  and  that 
concede  that  it’s  poor  management  if 
everyone  must  stay  in  the  office  until 
midnight 

■  Family-friendly  relocation  policies  that 
first  question  whether  relocation  is  really 
necessary,  offer  job  relocation  assistance 
for  spouses  and  guarantee  that  employ¬ 
ees  who  are  reluctant  to  move  don't  lose 
their  prospects  for  future  promotion 

-S.D.  Friedman  and  J.H.  Greenhaus 

beyond  work.  An  essential  component  of  an 
infrastructure  for  flexibility  is  greater  con¬ 
trol  over  work  by  the  people  who  do  it. 

Companies  should  give  employees  the 
opportunity  to  take  responsibility  for  their 
work  as  competent  adults  with  the  capac¬ 
ity  to  choose  and  improve  on  the  ways  they 
get  work  done  within  the  context  of  their 
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Speed.  Clarity.  Direction. 


YOUR  BUSINESS  DEPENDS  ON  IT. 


Real-time  decisions.  It  isn't  about  win  or  lose  at  this  point.  It's  about  survival.  Fortunately,  you  already  have  the 
single  most  competitive  weapon  for  making  it  in  this  fast-paced,  fiercely-competitive  world:  information.  But  it's  what  you  do  with  it 
that  counts. 

Brio  Technology  helps  companies  like  yours  turn  the  vast  amounts  of  raw  information  you  have  stored  all  over  your  organization 
into  decisions  that  will  drive  your  company — so  you  can  accelerate  time  to  market,  turn  on  a  dime,  and  leverage  your  B2B 
partnerships  to  wipe  out  the  competition.  We  call  it  B2B  Analytics — the  sharing  of  information  and  analytics  within  your  organization 
and  among  external  business  partners  so  every  user  up  and  down  your  supply  chain  can  make  intelligent,  faster  business  decisions 
based  on  real-time  information. 

Brio  combines  business  intelligence,  enterprise  reporting,  enterprise  information  portals  and  analytic  applications  to  deliver  a 
real-time  analytics  solution  that  makes  you  and  your  B2B  partners  more  competitive,  customer-centric,  and  able  to  respond — as  a 
group — in  concert  with  market  shifts.  Every  user  across  the  enterprise — inside  and  outside  the  firewall,  from  the  CEO  to  the  shipping 
clerk — has  exactly  the  tools  and  information  they  need  to  align  their  actions  and  make  better  decisions.  It's  what  you  need  to  survive. 
And  it's  from  the  leaders  in  business  intelligence:  Brio  Technology. 

Successful  enterprises  around  the  world,  including  over  half  the  Fortune  500,  already  rely  on  Brio.  Chances  are,  your  competitors 
may  be  using  our  products.  So  you  see,  it  really  is  about  survival.  Learn  more  about  Brio  by  visiting  us  at  www.brio.com  or  for 
immediate  action,  call  877  289  2746  or  email  sales@brio.com. 


Brio 

Technology 
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Book  Excerpt  |  Work  and  Family 

lifestyles.  Employees  so  empowered  become 
entrepreneurial  and  constantly  seek  new 
ways  to  make  a  positive  business  contribu¬ 
tion  to  their  employers. 

We  have  seen  the  start  of  a  shift  by 
employers  toward  greater  recognition  of  the 


work-home  boundary  and  the  need  for  flex¬ 
ibility  and  authority.  First  Chicago  Bank,  for 
example,  requires  managers  to  submit  writ¬ 
ten  plans  for  expanding  job  flexibility. 

Five  years  ago,  we  would  never  have  seen 
recruitment  materials  for  new  MBAs  that 
spoke  of  how  you  can  “have  a  life”  at  some 
large  investment  bank.  Today,  however,  most 
banks  and  consulting  companies  that  recruit 
at  business  schools  place  at  least  some 
emphasis  on  work-family  issues — although 
it’s  still  more  rhetoric  than  reality.  It’s  our 
impression  that  most  students  don’t  believe 
this  rhetoric:  Still,  the  shift  by  companies  is  a 
sign  of  changing  times.  Employers  are  realiz¬ 
ing  that  to  attract  and  retain  the  best  and  the 
brightest,  they  will  have  to  adjust  to  create 
more  options  and  more  flexibility  for  how, 
when,  where  and  with  whom  work  gets 
done.  We  hope  this  new  rhetoric  will  turn 
into  new  reality — sooner  rather  than  later. 

Radcliffe  College’s  Public  Policy  Institute 
is  involved  in  a  well-publicized  initiative  to 
improve  both  work  and  life  outcomes. 
Working  with  Fleet  Financial  Group,  one  of 


the  nation’s  largest  bank  holding  companies, 
the  institute  conducted  a  study  that  focused 
as  much  on  business  outcomes  as  on 
employee  well-being.  Changes  in  work 
design  were  implemented,  geared  toward 
providing  workers  with  greater  flexibility 
and  authority  on  the  job,  in  collaboration 
with  all  key  parties.  The  result:  real  produc¬ 
tivity  gains  and  less  stress  and  a  greater  sense 
of  control  for  employees.  Turnover  rates  for 
employees  who  participated  in  the  study 
were  lower  than  were  those  for  employees 
who  did  not  participate. 


Kids  Are  the  Unseen 
Stakeholders 

parents’  work  experiences  and  career 

values  influence  children’s  health  and  wel¬ 
fare  in  significant  ways.  Corporate  responsi¬ 
bility  to  kids  and  parents  then  must  go 
beyond  providing  child-care  facilities  and 
benefits.  Work  needs  to  be  designed  so  that 
parents  can  be  available — behaviorally  and 
psychologically — to  their  children. 

While  there’s  still  lots  to  be  done,  some 
companies  are  blazing  a  new  trail.  As  one 
among  an  increasingly  wide  array  of  exam¬ 
ples,  John  Flancock  Mutual  Life  Insurance 
Co.  offers  pretax  spending  accounts  for  child 
care  and  elder  care  and  “a  benefit  which 
allows  employees  to  call  home  to  check  on 
family  members  (latch-key  children). ..for 
those  who  don’t  normally  have  access  to  a 
work  phone.”  The  company  also  offers 
“Kids  to  Go” — a  program  of  child  care  dur¬ 
ing  school  holidays  for  school-age  kids — 
under  contract  with  a  local  nonprofit  agency. 


Help  Childless 
Employees  Too 

A  WORD  OF  warning:  recent  initiatives 

by  companies  to  support  employees  with 
families  have  left  some  employees  without 
children  feeling  like  second-class  citizens. 
They  complain  they’re  expected  to  work 
later,  travel  more,  and  forfeit  weekends  and 


holidays.  They  feel  they’re  less  likely  to  be 
granted  flexible  work  schedules,  have  to  jus¬ 
tify  leaving  early,  get  transferred  more  often 
and  pay  health  benefits  that  are  less  subsi¬ 
dized  than  those  of  coworkers  with  families. 
But,  notes  Michele  Picard,  in  a  1997  Train¬ 
ing  article,  “No  Kids?  Get  Back  to  Work!” 
they’re  reluctant  to  speak  out,  lest  they  be 
seen  as  antifamily. 

Family  supports  that  are  essentially  sub¬ 
sidized  by  employees  without  kids  can  cause 
resentment,  as  can  preference  to  parents 
when  approving  leave  or  flex  requests.  It  cre¬ 
ates  a  sense  that  pay  is  not  equitable.  There 
are  fixes,  however.  At  Hewlett-Packard,  for 
example,  everyone  gets  the  same  amount  of 
time  off,  regardless  of  circumstance.  The 
company  has  adopted  “a  need-blind  work 
time  standard.”  And  Eastman  Kodak  has 
domestic  partner  policies  that  extend  benefits 
to  committed  partners  of  either  sex  living  in 
the  same  household. 

Hope  for  the  Next 
Generation 

we’re  encouraged  by  recent  studies 

showing  how  young  people  see  their 
futures — with  changing  values  and  expecta¬ 
tions  for  men  and  women. 

The  Swedish  organization  Universum 
conducts  an  annual  survey  of  MBA  students 
from  around  the  world,  asking  about  career 
goals  and  other  issues.  When  asked  to 
choose  three  from  among  16  alternatives  in 
response  to  the  question,  “Which  career 
goals  do  you  hope  to  attain  once  you  have 
your  MBA?”  the  top  response  was  “balance 
personal  life  and  career” — chosen  by  44  per¬ 
cent  of  the  sample  in  1998. 

The  implication  is  clear:  Integrating  work 
and  family  matters  to  tomorrow’s  business 
leaders.  HP! 


Stewart  D.  Friedman  is  a  professor  of  management 
at  The  Wharton  School.  Jeffrey  H.  Greenhaus  is  a 
professor  of  management,  commerce  and  engineer¬ 
ing  at  Drexel  University.  Published  by  arrangement 
with  Oxford  University  Press,  New  York  City. 
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Integrate  your  e-business  partners,  legacy  <2  W  Internet, 
without  changing  your  existing  applications. 


The  good  news  is  you  can  now  bring  legacy  and 
Internet-based  e-business  relationships  together. 
The  great  news  is  the  word  “re-engineering”  - 
and  all  that  it  implies  -  never  enters  the  picture. 

With  bTrade.com,  you  can  link  the  business 
applications  required  to  create  end-to-end 
e-business  relationships  today.  You  can  do  it  in 
a  way  that’s  proven  nondisruptive  to  the  cur¬ 
rent  business  processes  of  either  your  company  or 
any  member  of  your  trading  community,  new 
or  old.  And  you  can  do  it  at  such  a  price  that  it 
will  pay  for  itself  in  a  matter  of  months. 


Our  value  is  clear.  bTrade.com  will  help 
you  extend  your  existing  business  model  to 
the  Internet  —  while  dramatically  reducing,  if 
not  eliminating,  the  associated  complexity, 
risk,  time  and  cost  —  just  as  we’ve  done  for 
some  of  the  world’s  largest  corporations  and 
e-business  communities. 

To  learn  how  we  can  help  you  bring  your 
entire  trading  community  together  today, 
call  us  at  877.4bTrade  or  visit  our  web  site 
at  www.bTrade.com 


Trade.com 
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Baby,  It’s  You 

New  website  personalization  and  collaboration  features  can  keep 
users  coming  back  for  more  by  fred  hapgood 


IF  SOCIETY  IS  GROWING  more  impersonal,  at 
least  there  is  the  consolation  that  computer  net¬ 
works  seem  to  be  moving  in  the  opposite  direc¬ 
tion.  Over  the  past  five  years,  networking  envi¬ 
ronments — the  Web  being  a  prime  example — 


have  been  falling  over  themselves  to  mirror  the 
interests  and  character  of  their  users  as  closely 
as  possible.  If  a  site  proves  personable  it  becomes 
sticky — meaning  users  keep  coming  back — or 
so  the  theory  goes.  And  new  tools  that  offer 


advanced  personalization. ..RISC  returns. ..streaming  applications 
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In  as  little 


as  ten  days 
from  now, 
you  could 
be  running 


your  own 
B2B  Internet 


auctions. 


You  captain  of 


e-commerce  you 


COMMERCE  ONE  AUCTION  SERVICES 


■  ■.  3 
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it’s  your  way,  right  away:  Your  own  B2B  Internet  auctions,  up  and  running  in  as  little  as  ten 
equipment  to  buy,  no  systems  to  install  or  support.  A  fully-hosted  solution  that  gives  compa 
Borden  Foods,  Compaq,  EventSource.com,  GM,  Shell  and  their  partners  control  of  every  transaction 
within  their  own  B2B  auction  sites  or  portals.  And  browser-based,  point-and-click  functionality  that  has 
helped  our  customers  run  over  4,000  auctions  in  the  last  eight  months  alone.  Saving  literally  millions 
of  dollars  through  real-time  dynamic  pricing  for  sourcing  and  liquidation.  In  fact,  no  other  company  can 
help  you  harness  the  power  of  B2B  Internet  auctions  faster,  simpler,  or  more  completely.  And  unlike 
other  solutions  around,  we’re  ready  to  do  it  now.  At  your  command. 


See  for  yourself  with  our  online  demo: 

www.commerceone.com/auctions/c3 

or  call:  877.261.8516 


COMMERCE 

ONE 


MANY  MARKETS.  ONE  SOURCE: 


everything  from  storage  areas  for  corre¬ 
spondence  to  online  collaboration  with 
other  visitors  hope  to  make  sites  more 
attractive  than  ever. 

Get  Personal 

The  first  and  most  basic  of  the  techniques 
employed  to  this  end  was  so-called  pick- 
and-click  personalization:  Users  simply 
chose  a  subset  of  features  (news  feeds, 
stock  quotes,  TV  listings  and  such)  that 
would  appear  on  their  logon  page  each 
time  they  visited  the  site. 


flow  and  multiplying  opportunities  to  col¬ 
lect  useful  information  or  make  sales. 

Open  Accounts 

Virtual  offices  can  offer  all  kinds  of  ser¬ 
vices  but  data  storage  is  high  on  most  lists. 
A  number  of  sites  let  customers  store  and 
review  shipping  and  fulfillment  data, 
order  histories,  registries  or  wish  lists,  and 
“buy  later”  lists,  which  at  the  extreme  can 
become  personal  catalogs  with  custom 
pricing.  Customers  at  Dow  Chemical  in 
Midland,  Mich.,  for  instance,  can  register 


The  latest  advances  offer  visitors 
storage  and  processing  resources— 
virtual  offices— for  their  partners 
to  use  as  they  like. 


Such  features  are  now  common  (My- 
Yahoo.com,  MyExcite.com  and  a  host  of 
other  my  sites  all  use  them),  but  more  elab¬ 
orate  forms  of  personalization  are  begin¬ 
ning  to  appear.  The  latest  advances  offer 
visitors  storage  and  processing  resources — 
virtual  offices — for  their  partners  to  use  as 
they  like.  These  offices  might  be  used  to 
create,  process,  and  store  files  and  appli¬ 
cations;  host  real-time  meetings;  or  to  pur¬ 
sue  relationships  with  other  partners 
besides  the  one  hosting  the  site. 

There  are  other  advantages  as  well. 
These  sites  tend  to  focus  on  specific  busi¬ 
ness  environments  by  providing  a  variety 
of  tools  designed  to  help  customers  get 
their  jobs  done.  Such  services  dovetail 
nicely  with  the  trend  toward  mobile  com¬ 
puting,  which  emphasizes  resource  access 
from  any  device  anywhere  instead  of 
being  tied  to  a  given  computer.  And  it’s 
not  just  a  one-way  street:  The  customer 
gets  the  services,  but  the  hosting  company 
profits  by  giving  its  visitors  more  reasons 
to  return  to  its  site,  thus  boosting  traffic 


for  MyAccount@Dow  sites  where  they 
can  monitor  order  processing,  track  deliv¬ 
ery  (an  important  feature  in  the  case  of  rail 
freight,  since  boxcars  actually  can  get 
lost),  develop  and  store  order  profiles,  and 
archive  service  requests,  solutions  and 
general  feedback. 

According  to  Mary  Jo  Piper,  eBusiness 
Global  Communications  Leader  at  Dow, 
some  MyAccount@Dow  customers  actu¬ 
ally  use  their  virtual  offices  to  track  and 
manage  their  own  inventories.  (The  sup¬ 
ply  chain  in  chemical  engineering  is  so 
well-instrumented  now  that  it  can  be  more 
convenient  for  purchasing  managers  to 
monitor  inventory,  which  might  be  spread 
over  dozens  of  locations  worldwide, 
through  their  suppliers’  data  systems 
rather  than  through  their  own.)  Dow’s  vir¬ 
tual  offices  will  soon  support  file  sharing, 
says  Piper,  which  will  allow  groups — either 
inside  or  among  companies — to  pursue 
collaborations  with  Dow  and  each  other. 
The  services  are  apparently  quite  popular; 
Piper  expects  half  of  the  company’s  part- 


Instant  ASP  Access 

Point,  click,  connect.  That’s  the 
claim  behind  netExs'  new  Web 
application  development  tool  for 
Windows,  ASP+.  According  to  the 
company,  nonprogrammers  can 
quickly  build  online  applications 
that  connect  to  back-end  OLEDB 
and  ODBC  databases,  including 
Microsoft  Access  95  through  2000, 
Oracle  7.3  and  higher,  Sybase  11.0, 
SQL  Database  6.5  and  above, 
Informix  and  more.  With  the  prod¬ 
uct,  developers  can  determine 
page  layout,  report  structure,  secu¬ 
rity  and  more— without  interven¬ 
tion  from  the  IT  department. 
Pricing  starts  at  $845.  Potential 
customers  can  also  request  a  free, 
15-day  trial  version.  For  more 
information  or  to  receive  the  free 
trial,  visit  www.netexs.com  or  call 
262  569-8922. 

Keen  Insights 

Need  a  new  tool  to  monitor  the 
performance  of  your  online  com¬ 
merce  site?  Visual  Insights  thinks 
you  do.  The  company’s  new 
reporting  tool— eBizinsights— uses 
three-dimensional,  interactive, 
real-time  graphics  to  help  simplify 
complex  information  about  activity 
on  your  sites.  The  product  also 
saves  historical  data  about  site  vis¬ 
itors  to  a  Microsoft  SQL  7  or  2000 
database  (which  customers  must 
buy  separately).  Users  can  then 
use  the  data  to  generate  reports 
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In  e-business,  what  looks  good  one  minute  can  be  deadly  the  next. 

That's  where  Informatica  comes  in.  We  give  you  instant  access  to  all  of 
your  information  no  matter  where  it  is.  Delivered  to  you  no  matter 
where  you  are.  So  you  can  make  informed  decisions.  See  the  whole 
picture  now,  at  www.informatica.com/elunch.  Or  call  1  -800-970-1 1 79. 
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ners  will  be  using  these  online  offices  by 
the  end  of  the  year. 

Dow  isn’t  alone.  IBM  has  a  similar  ini¬ 
tiative  called  “e-sites.”  These  specialized 
mini-sites  let  the  company’s  larger  cus¬ 
tomers  store  order  status  data,  order  his¬ 
tories,  sales  information,  technical  draw¬ 
ings,  support  correspondence,  contact  lists 
(which,  in  the  case  of  IBM  contacts,  auto¬ 


companies — without  the  resources  of 
Dow  or  IBM — to  offer  such  services.  For 
example,  San  Francisco-based  Idrive.com 
sells  processing  and  storage  services  that 
other  businesses  can  buy  and  redistribute 
under  their  own  names  on  their  own  sites. 

Online  storage  may  not  sound  like 
much  on  its  own,  but  in  context  it  can 
become  immensely  useful.  Idrive.com  cus- 


Online  storage  may  not  sound  like 
much  on  its  own,  but  in  context  it 
can  become  immensely  useful. 


matically  update  as  jobs  change)  and 
global  financing  documents.  The  e-sites 
also  support  industry  and  corporate-level 
news  feeds  and  e-commerce  tools,  includ¬ 
ing  catalogs  with  custom  pricing  and 
order  configurators. 

Steve  Biondi,  a  sales  executive  for 
IBM.com  in  Armonk,  N.Y.  (the  division 
responsible  for  e-sites),  points  out  that 
order  configuration  in  the  corporate  space 
is  a  lot  more  complicated  than  purchases 
by  consumers  because  the  relationship 
between  buyer  and  vendor  is  much  more 
complex.  For  instance,  the  configurator 
needs  to  know  whether  the  buyer  has  a 
technical-support  outsourcing  contract 
with  the  seller  or  a  partner  of  the  seller  and 
whether  a  given  product  configuration  is 
included  under  that  agreement.  It  also 
needs  to  know  whether  different  depart¬ 
ments  within  the  same  company  operate 
under  different  guidelines.  By  personaliz¬ 
ing  the  configurator,  a  corporate  buyer 
can  make  purchases  secure  with  the 
knowledge  that  the  items  will  meet  com¬ 
pany  requirements. 

For  the  Little  Guy 

The  growing  number  of  tools  and  services 
offered  by  application  service  providers 
(ASPs)  makes  it  possible  for  even  smaller 


tomer  About.com — a  New  York  City- 
based  advice  site  devoted  to  topics  such 
as  cars,  pets,  sports  and  more — uses  the 
storage  to  let  customers  keep  a  personal 
scrapbook.  Content  on  the  About.com 
subsites  can  turn  over  rapidly,  making  one 
post  or  thread  difficult  to  locate  and 
retrieve  over  time.  To  help,  About.com  lets 
customers  save  any  page  (whether  from 
inside  About.com  or  from  the  Web  in  gen¬ 
eral)  to  their  own  file  space,  thereby  guar¬ 
anteeing  the  content  will  be  accessible. 
Users  can  also  make  their  collections  avail¬ 
able  to  anyone.  If  they  wish,  they  can  even 
configure  their  virtual  office  to  accept  con¬ 
tributions  from  other  About.com  users. 

Other  Idrive.com  customers  use  the 
virtual  storage  for  different  purposes. 
Homestead.com  in  Menlo  Park,  Calif.,  lets 
visitors  collaborate  in  the  design  and  devel¬ 
opment  of  websites;  compile  graphic, 
music  and  text  archives;  and  jointly  main¬ 
tain  group  calendars.  Similarly,  The  New 
York  Times  Learning  Network  gives  its 
teachers  virtual  spaces  where  they  can  cre¬ 
ate  and  store  educational  materials  and 
then  open  these  spaces  to  their  students. 

Face  to  Face 

Idrive.com  is  an  example  of  asynchronous 
collaboration:  Users  enter  and  use  the 


new, 

products 


that  they  can  publish  on  the  Web 
or  an  intranet.  The  package  comes 
with  more  than  150  predefined 
reports  or  users  can  create  their 
own.  Pricing  starts  at  $995. 

For  more  information,  visit 
www.visualinsights.com  or  call 


630  753-8600. 


What  Do  You  Want? 

Help  your  customers  make  good 
choices  and  the  odds  are  that 
you’ll  see  more  sales.  To  assist 
your  customers,  FourthChannel 
offers  Profitbuilder,  a  service  that 
asks  buyers  a  series  of  questions 
to  guide  them  to  the  products  they 
need  and  provides  core  transaction 
services.  A  browser-based  inter¬ 
face  lets  FourthChannel  customers 
configure  business  rules  and  other 
options  without  programming  and 
without  hosting  the  application 
locally.  Pricing  starts  at  $15,000 
a  month  plus  services.  For 
more  information,  visit 
www.fourthchannel.com  or  call 
888  554-3537. 

Fast,  Easy  Ethernet 

Kingston  Technology— best  known 
for  its  memory  upgrade  products— 
has  entered  the  USB  peripheral 
market  with  the  Fast  EtheRX 
10/100  USB  Adapter.  The  product 
plugs  into  a  USB  port  on  any 
machine  running  Windows  98  or 
2000  and  provides  quick  connec¬ 
tivity  to  10/100Mbps  Ethernet  net¬ 
works  without  opening  the  com- 
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Look  at  all  the  ads  in  this  magazine  then  ask 
yourself:  “Does  anyone  have  anything  different  to 
say?”  They’re  all  promising  you  the  world,  yet  when 
you  scratch  below  the  surface,  there’s  nothing  really 
earth-shattering  about  them.  So  in  an  effort  to  cut  to 
the  chase,  we’d  like  to  say  we  couldn’t  possibly  tell 
you  how  unique  and  “different”  we  really  are  in  one 
ad.  (Heck,  we  don’t  think  we  could  do  it  in  five.)  No,  if 
you  really  want  to  get  down  to  the  nuts  and  bolts  of  it, 
go  to  our  web  site  at  www.B2A.DataChannel.c0m. 


<f*> 


It’s  there  you’ll  learn  about  how  we  employ  some  of 
the  top  XML  developers  in  the  world.  Or  how  we’ve 
joined  forces  with  ISOCEN  to  form  the  largest  XML- 
based  portal  solutions  company  and  in  doing  so, 
created  a  new  category  we  call  Business-to-Anyone. 

Oh  sure,  you  may  find  a  few  “revolutionary  new 
ways"  or  “e-business  solutions”  but  you  will  also  find 
that  we  support  and  back  those  statements  with  actual 
facts,  data  and  smart  solutions  that  are  based  on  our 
experience.  And  that’s  enough  to  get  everyone  talking. 


Information  in  motion. 


888-534-8352  |  www.B2A.DataChannel.c0m 


spaces  without  knowing  or  caring  if  other 
users  are  sharing  the  same  space  at  the 
same  time.  Other  ASPs,  such  as  San  Jose, 
Calif.-based  Webex,  go  further  and  sup¬ 
port  real-time  interaction,  which  allows 
for  even  more  intimate  connections. 

For  example,  Webex  customer  McGet- 
tigan  Partners  in  Philadelphia  organizes 
more  than  2,000  business  conferences, 
shows  and  exhibitions  each  year.  And 


client  to  construction  manager  to  archi¬ 
tect  to  contractor  to  supplier — can  ex¬ 
change  designs,  submit  changes,  examine 
version  histories,  look  at  part  and  project 
specifications,  and  more.  The  services  are 
free  for  small  projects  and  relatively  inex¬ 
pensive  even  for  larger  ones.  But  the  ben¬ 
efits  to  customers  can  be  enormous. 

“It  will  completely  retool  the  construc¬ 
tion  industry,”  says  Jeffrey  Terrell,  princi¬ 


Buzzsaw.com’s  services  are  free  for 
small  projects  and  relatively  inexpensive 
even  for  larger  ones.  But  the  benefits 
to  customers  can  be  enormous. 


each  of  them  requires  a  plethora  of  meet¬ 
ings  involving  long  lists  of  partners, 
clients,  suppliers,  employees,  freelancers 
and  attendees.  With  Webex’s  real-time 
whiteboard  and  group-editing  features, 
McGettigan  can  now  arrange  these  meet¬ 
ings  in  online  collaborative  spaces — vir¬ 
tual  offices — instead  of  via  conference 
calls  and  airline  travel. 

Virtual  offices  don’t  have  to  directly 
involve  the  providing  company,  either. 
Some  companies  are  building  spaces  that 
support  collaborations  among  their  users’ 
partners  rather  than  directly  between  the 
host  and  the  user.  It’s  not  driven  by  altru¬ 
ism,  of  course.  Such  sites  hope  that  oppor¬ 
tunities  rise  with  traffic;  good  things  hap¬ 
pen  to  those  who  put  themselves  at  the  cen¬ 
ter  of  the  action;  and,  in  the  long  run,  what 
is  good  for  your  customers  is  good  for  you. 

San  Francisco-based  Buzzsaw.com  is  a 
good  example.  The  site  provides  online 
services  to  the  construction  industry,  from 
marketplaces  to  building  and  project  man¬ 
agement  tools.  To  keep  customers  com¬ 
ing  back  to  the  site,  Buzzsaw.com  provides 
“Project  Workspaces”  in  which  all  those 
associated  with  a  given  project — from 


pal  at  Robertson,  Miller,  Terrell  Architects 
in  Vail,  Colo.  Terrell  is  currently  using 
Buzzsaw.com’s  services  to  help  build  a 
resort,  and  he  says  that  the  site  has  proven 
extremely  valuable  for  keeping  every¬ 
one — from  architect  to  local  political 
authorities — in  the  loop.  What  used  to 
take  faxes,  phone  calls,  photocopies  and 
overnight  deliveries  is  now  as  easy  as 
e-mail  and  a  Web  browser. 

Certainly  not  every  company  will  need 
— or  want — to  offer  high-end  personaliza¬ 
tion  services  such  as  collaboration.  But 
examples  like  Buzzsaw.com  and  Mc¬ 
Gettigan  suggest  that  most  companies 
need  to  at  least  consider  the  possibility. 
And  as  such  services  evolve  and  expand, 
we  could  move  into  a  future  where  com¬ 
panies  compete  to  see  who  can  offer  the 
most  useful  operating  environment,  not 
only  for  their  direct  customers  and  part¬ 
ners,  but  their  partners’  partners  as  well. 
If  so,  CIOs  may  face  a  new  but  pleasant 
problem:  whose  gifts  to  accept. 


Fred  Hapgood  is  a  buzz  vector  and  intellectual 
property  provider  serving  from  Boston.  He  can 
be  reached  at  hapgood@pobox.com. 
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puter's  case  or  taking  up  a  PC 
Card  slot.  The  adapter  comes  with 
a  lifetime  warranty  and  free  techni¬ 
cal  support.  The  suggested  retail 
price  for  the  product  is  $79.  For 
more  information,  visit  www. 
kingston.com/peripherals  or  call 


800  435-2620. 


XML  Enabler 

Extensible  markup  language  (XML) 
is  a  revolution  in  Web  application 
creation,  so  it  makes  sense  that 
XML  editors  would  go  through 
some  evolutionary  changes  of  their 
own.  To  that  end,  SoftQuad 
Software  has  released  XMetaL  2.0, 
which  aims  to  ease  the  creation  of 
XML  and  standard  generalized 
markup  language  (SGML)  docu¬ 
ments.  The  software  includes  edit¬ 
ing  interfaces  such  as  an  attribute 
inspector,  macro  capability  and  the 
ability  to  access  remote  document 
type  definitions  (DTD).  Retail  pric¬ 
ing  for  new  users  is  $495. 
Registered  owners  of  previous  ver¬ 
sions  can  upgrade  for  $75.  For  more 
information,  visit  www.softquad.com 
or  call  800  387-2777. 
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the  banner  ads? 


.\\\\  your  online  store? 


Mi'  or  not  really  knowing 
who  your  customers  are. 


With  software  from  Hyperion, 


people  throughout  a  company 


can  understand  any  part  of  a 


business.  They  can  find  out  what 


needs  to  be  done  and  do  it.  Like 


make  friends  of  your  customers, 


said,  showing  that  adding  complicated 
instructions  did  anything  for  productivity. 
And  gunking  up  chips  with  what  engi¬ 
neers  like  to  call  cruft  (useless  features  that 
add  nothing  but  complexity)  imposed  its 
own  drag  on  performance. 

Unfortunately  by  then,  the  library  of 
programs  that  had  been  written  for  CISC 
hardware — most  prominently  Intel 
Corp.’s  X86  family  of  processors — had 
grown  too  large  to  be  abandoned  lightly, 
and  the  advantages  of  RISC  hardware 
were  not  quite  attractive  enough  to  pay 
the  price  of  switching  over.  (Engineering 
folklore  states  that  a  new  technology  has 
to  be  10  times  better  than  a  legacy  tech¬ 
nology  to  be  accepted  as  a  replacement.) 

The  RISC  reform  movement  accepted 
this  as  a  challenge,  not  a  constraint,  and 
in  the  late  ’80s  the  so-called  instruction 
set  wars  raged  on  in  newsgroups,  maga¬ 
zines  and  mailing  lists.  The  RISC  side 
claimed  to  speak  for  core  engineering  val¬ 
ues:  clarity,  economy,  efficiency  and  speed. 
CISC,  meanwhile,  represented  “suit  val¬ 
ues”  (though  often  the  terms  applied  were 
less  polite):  prudence,  wringing  value  from 
existing  investment  and  the 
importance  of  respect¬ 
ing  business  models 
based  on  propri¬ 
etary  software  envi¬ 
ronments.  As  often 
happens,  the 


REVISIT 

processors 


RISCs  Not  Taken 


Reduced  instruction  set  computing  merges  with  the 
mainstream  by  fred  hapgood 


AS  A  RULE,  we  here  at  CIO  are  a  sober 
crowd.  We’ve  seen  too  many  “insanely 
great”  technologies  to  go  dancing  in  the 
streets  with  each  new  paradigm  shift.  Too 
many  of  these  wonders  seem  to  never 
deliver  on  their  promise. 

Occasionally,  however,  we  do  fall  in 
love.  Eight  years  ago,  on  April  1,  1992, 
we  published  an  article  on  a  new  kind  of 
computing  philosophy  that  was  “turning 
the  computer  industry  on  its  ear”  and  was 
going  to  have  a  “huge  impact  on  how  busi¬ 
nesses  approach  IS.” 

The  idea  that  got  us  so  excited  was  not  a 
new  business  application  but  an  attitude 
about  hardware  architecture:  reduced 
instruction  set  computing  (RISC).  RISC 
proponents  espoused  the  philosophy  that 
people  should  always  build  (and  buy) 
chips  that  used  the  smallest  practical  num¬ 
ber  of  the  simplest  operations.  Such  chips 
would  be  cheaper,  run  more  quickly  and 
consume  less  power,  experts  claimed.  Their 
simplicity  would  also  make  it  easier  for 
programmers  to  achieve  a  more  intimate 
connection  between  hardware  and  soft¬ 
ware,  allowing  swifter  innovation  cycles 
and  reducing  processing  costs  more 
quickly  than  ever. 

The  call  for  RISC  arose  in  response 
to  a  trend  to  load  chips  with  fea¬ 
tures  designed  to  handle  specific 
tasks.  This  was  akin  to  building  a 
typewriter  with  dedicated  keys  for 
each  of  the  most  common  thou¬ 
sand  or  so  words  or  phrases. 
Whenever  users  needed  to  type 
“empowers  e-commerce”  or  “end- 
to-end  solution,”  all  they  would 


have  to  do  is  press  a  single  key. 

One  argument  for  taking  this  path  had 
been  the  fear — widespread  in  the  ’70s — 
that  the  United  States  was  going  to  run 
out  of  programmers,  and  the  resulting  rise 
in  software  costs  was  going  to  destroy  the 
industry.  The  answer:  Make  programmers 
more  productive  by  letting  them  write 
more  instructions  at  once.  Toward  that 
end,  chip  designers  started  to  build  the 
most  common  groups  of  instructions  right 
into  the  silicon  so  that  a  single  software  in¬ 
struction  could  trigger  a  group  of  other 
instructions.  Thus  complex  instruction  set 
computing  (CISC)  was  bom. 

In  the  ’80s,  however,  the  RISC  reform 
movement  sprang  up  to 
argue  that  the  pro¬ 
grammer  crisis  had 
been  overblown. 

There  was  no  re¬ 
search,  the  re¬ 
formers 
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Pufferfish 
Hard  to  swallow, 
even  harder  to  catch. 


War  Beetle 
Safely  traverses  long  distances 
without  being  messed  with. 


Ingenious  Security  Systems  of  the  World. 


o«  the  Internet,  as  in  nature,  you  need  a  lot  more  than  just  good  defense  to  survive. You  need  a  fully  integrated  security  system  —  one 
that  protects  you  from  predators  while  helping  you  win  the  war  of  evolution.  %  Only  NetScreen’s  brilliant  solutions  do  all  of  that. 
They’ve  seamlessly  integrated  custom  ASICs,  high  peformance  processors  and  leading-edge  software  into  single-box  solutions.  So  NetScreen 
delivers  not  only  the  high-performance  firewall  support  you  need  to  survive,  but  also  outstanding  VPN  and  traffic  shaping 
functionality.  #  And  that  ingenuity  means  NetScreen’s  solutions  are  also  faster,  easier  and  cheaper  to  implement.  Neat  huh? 
Call  1-87 7  NETSCREEN  or  visit  www.netscreen.com/ingenious  and  discover  just  how  smart  a  totally 
integrated  security  solution  can  be.  And  don’t  worry,  we  won’t  bite.  Broadband  Internet  Security  Solutions 


NetScreen 


N+I 

Atlanta,  Georgia 
September  26-28 
Booth  #143 1 


Scorpion 

Camouflage  and  artillery 


NetScreen- 1 000 
The  most  powerful 
security  solution 
available. 


NetScreen-5 


engineers  won  the  debates  but  lost  the 
marketplace.  RISC  chips  appeared  from 
IBM,  Mips,  Motorola,  Digital  Equipment 
Corp.  and  others,  but  Intel’s  X86  archi¬ 
tecture  dominated  sales. 

Complex  chips  had  more  than  just 
piles  of  legacy  software  in  their  corner: 
As  technology  inexorably  advanced,  chip 


The  engineers 
won  the  debate 
but  lost  the 
marketplace. 


surface  areas  grew,  providing  even  more 
space  for  extra  functions.  Eventually,  even 
the  chips  being  sold  under  the  RISC  phi¬ 
losophy  often  came  loaded  with  special 
features.  Many  observers  started  to 
believe  that,  in  the  words  of  J.  Stokes 
from  an  article  in  online  magazine  Ars 
Technica,  “current  architectures  are  a 
hodgepodge  of  features  that  embody  a 
variety  of  trends  and  design  approaches, 
some  RISC,  some  CISC  and  some  neither. 
In  the  post-RISC  era,  it  no  longer  makes 
sense  to  divide  the  world  into  RISC  and 
CISC  camps.” 

That  might  appear  to  be  the  closing 
curtain  on  this  debate,  but  Stokes  doesn’t 
speak  for  everyone.  Take,  for  instance, 
David  Ditzel,  CEO  of  Transmeta  in  Santa 
Clara,  Calif.,  whose  celebrated  Crusoe 
chip  marks  a  rebirth  of  the  RISC  vision. 
While  Crusoe  is  compatible  with  legacy 
programs,  it  gets  that  compatibility  by 
executing  the  complicated  instructions  of 
modern  chips  in  software.  Underneath,  in 
the  atomic  world,  Crusoe  is  something 
every  engineer  appreciates:  a  simple,  clear, 
elegant  design  cranked  until  she  runs  like 
something  out  of  Star  Trek.  If  all  RISC 
had  been  like  this,  maybe  it  actually  would 
have  turned  the  industry  on  its  ear. 


PREDICTIONS 

application  service  providers 


The  Future  of  ASPs 


IS  THERE  AN  EMPTY  IT  shop  in  your  future? 

Perhaps  not  before  tomorrow’s  coffee  break,  but  according  to  a  recent  report  by 
the  Aberdeen  Group,  application  service  providers  (ASPs)  have  begun  to  chip  away 
at  services  commonly  hosted  and  managed  in-house— and  the  trend  isn’t  going  to 
stop  anytime  soon. 

“Users  are  disenchanted  by  complexity,  expensive  and  lengthy  system/application 
deployments,  incremental  productivity  gains  and  incessant  technology  change. 

They  are  increasingly  shifting  away  from  decentralized,  locally  hosted  computing 
toward  a  new,  network-based  environment  in 
which  a  new  generation  of  second-party 
service  providers  will  eventually 
assume  most,  if  not  all,  of  the  respon¬ 
sibilities  for  providing  IT  solutions,” 
claims  the  report,  written  by  Senior 
Analyst  Lew  Hollerbach. 

The  ASP  market  will  also  con¬ 
tinue  to  subdivide  into  various 
types  of  providers,  ranging  from 
extensions  of  current  businesses, 
such  as  communications  carriers,  inde¬ 
pendent  software  vendors  and  computer 
platform  suppliers— all  of  which  will  have 
to  find  ways  to  support  their  emerging  ASP 

customers— to  entirely  new  enterprises.  Two  of  those  newcomers— the  integrating 
ASP  and  the  Internet  business  service  provider  (IBSP)— are  just  now  arriving. 
Integrating  ASPs  (such  as  USinternetworking  and  Corio)  combine  a  variety  of  ASP 
services  from  different  vendors  under  one  umbrella  and  retain  responsibility  for 
the  management  of  them  all.  IBSPs,  according  to  the  report,  will  do  even  more- 
combining  ASP  services  targeting  traditional  IT  responsibilities  with  other  services, 
such  as  bookkeeping  and  shipping,  into  a  single-source  solution  for  vertical  markets 
and  market  segments. 

The  report  concludes  that  ASPs  don’t  have  a  totally  open  road  ahead  of  them, 
however.  Successful  ventures  in  the  market  will  require  solutions  that  scale  rapidly  to 
meet  customer  needs,  maintain  high  reliability  and  prove  cost-effective.  Customers 
will  also  demand  trustworthy  security  and  privacy  if  they  are  to  start  running  critical 
corporate  functions  on  someone  else’s  servers. 

Then  there’s  the  fear  issue.  “I  think  there  will  be  a  tremendous  reeducation  needed 
to  reposition  CIOs  and  CTOs  as  thinkers,  as  strategists,  as  relationship  managers 
rather  than  old-line  project  managers,”  Hollerbach  says.  The  education  has  already 
begun,  and  Hollerbach  notes  that  some  companies— particularly  new  dotcoms  and 
the  like— are  already  comfortable  with  the  ASP  model.  And  it’s  only  a  matter  of 
time— and  not  a  very  long  time— before  everyone  else  climbs  on  board. 

-Christopher  Lindquist 
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Live  Voice  for  eBusiness,  Adding  the  power  of  real-time,  interactive  voice  communication  to  your  website  is  simple  with  Live  Voice7" 
by  Lipstream,  That’s  because  Live  Voice  is  the  easy-to-implement,  built-to-scale  voice  service  for  the  Internet.  What’s  more,  Live  Voice 
gives  you  the  power  to  improve  your  consumers’  experience,  which  increases  site  loyalty  and  boosts  your  profitability.  No  wonder  so  many 
of  today's  top  Internet  sites  are  talking  about  how  they  rely  on  Live  Voice  by  Lipstream  to  bring  customers  back  again  and  again. 
Experience  the  power  of  Live  Voice  for  yourself  at  www.lipstream.com/voice,  or  call  toll-free  1-877-LIPSTREAM. 


©2000  Lipstream  Networks,  Inc,,  “Lipstream,"  “Live  Voice,”  and  “Get  a  Real  Voice”  are  trademarks  and/or  service  marks  of 
Lipstream  Networks,  Inc,  All  other  trademarks  or  registered  trademarks  mentioned  herein  belong  to  their  respective  holders, 


.  ••:••••• 

V.  psfream 


Get  a  real  voice7: 


Dynamic  Downloads 


UNDER  DEVELOPMENT 

streaming  media 


NOT  LONG  AGO,  if  you  wanted  to  view  a 
digital  video  or  listen  to  an  audio  file  on 
a  website,  you  had  to  download  the  entire 
thing  before  you  could  hear  a  note  or  see 
a  single  frame — a  time-consuming  process 
given  the  size  of  many  digital  media  files. 
Then  came  streaming  media  (RealNet¬ 
works’  RealAudio  and  RealVideo,  for 
instance),  which  lets  users  listen  to  audio 
or  watch  video  without  the  wait.  Pieces 
of  the  file  play  as  they  arrive,  providing 
good-quality  reproduction  even  over  slow 
connections. 

Until  recently,  however,  streaming 
worked  only  with  data  files,  not  with 


applications.  To  get  a  new  version  of  Inter¬ 
net  Explorer  via  your  56Kbps  modem,  for 
example,  you  had  to  wait  an  hour  or  more 
while  the  whole  program  downloaded. 
And  even  after  all  that,  you’d  still  need  to 
install  the  new  app  and  boot  it  up.  But 
now  AppStream  in  Palo  Alto  has  figured 
out  how  to  apply  streaming  media’s  just- 
in-time  approach  to  applications,  letting 
customers  use  apps  almost  as  soon  as  they 
begin  the  download. 

Creating  streaming  applications  wasn’t 
easy.  Sound  and  video  files  tend  to  be  lin¬ 
ear;  the  first  parts  appear  at  the  beginning 
of  the  file,  the  last  near  the  end.  The  code 


needed  to  run  the  first  few  minutes  of  an 
application,  however,  might  reside  any¬ 
where  in  a  file.  To  get  around  this  prob¬ 
lem,  AppStream  first  divides  the  instruc¬ 
tions  in  a  program  into  numbered  seg¬ 
ments.  It  then  runs  the  program  and 
watches  to  see  when  the  various  segments 
execute.  Finally,  when  someone  down¬ 
loads  the  file,  AppStream  transmits  the 
segments  in  order  of  execution.  Better  yet, 
the  company’s  technique  works  with  any 
program  and  doesn’t  require  access  to  the 
application’s  source  code. 

The  application  service  provider  (ASP) 
sector — and  its  customers — is  likely  to  be 
one  of  the  biggest  winners  from  this  tech¬ 
nology.  Elytics.com  in  Cambridge,  Mass., 
which  provides  software  for  analyzing 
e-commerce  traffic  in  real-time  in  order 
to  predict  online  customer  behavior, 
prefers  to  deliver  its  services  via  a  Java 
applet.  Previously,  however,  the  applet 
was  too  large  to  be  a  convenient  down¬ 
load  for  customers.  In  response,  the  com¬ 
pany  wrote  a  smaller  HTML  client  but 
one  that  didn’t  match  the  better  perfor¬ 
mance  of  the  Java  version.  With  App- 
Stream’s  software,  however,  Elytics.com 
CEO  Jon  Christensen  thinks  that  anyone 
will  now  be  able  to  use  the  Java  version, 
both  improving  customer  experience  and 
allowing  his  company  to  concentrate 
development  efforts  on  a  single  platform. 

Streaming  apps’  shadow  may  even  fall 
beyond  the  ASP  sector.  With  the  technol¬ 
ogy,  developers  no  longer  need  to  worry 
about  whether  users  have  a  proper  client 
or  viewer  on  their  system — the  data  and 
its  application  can  stream  together,  simul¬ 
taneously.  And  tools  that  make  life  easier 
for  both  developer  and  user  have  a  head 
start  on  success.  -Fred  Hapgood 


AppStream  has  figured  out  how  to  apply  streaming  media’s 
just-in-time  approach  to  applications,  letting  customers 
use  apps  almost  as  soon  as  they  begin  the  download. 
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Greater  Expectations:  it’s  all  about  more.  More  responsibility  for 
business  strategy.  More  complexity  in  a  24x7  global  e-commerce  market.  More 
technology  coming  at  you.  More  scrutiny  from  the  executive  management  team. 
More  risks.  Hopefully,  more  rewards. 

How  these  new  expectations  will  impact  you,  what  they  mean  for  your  organi¬ 
zation,  and  what  they  portend  for  the  future  of  both  are  at  the  heart  of  the  next 
CIO  Perspectives®  conference,  Greater  Expectations:  The  CIO  and  Corporate 
Strategy,  October  15-18,  2000  at  the  Arizona  Biltmore  Resort  &  Spa  in  Phoenix. 

We'll  explore  why  it's  crucial  for  the  CIO  to  be  a  leading  force  in  shaping  and 
driving  corporate  business  strategy,  as  you  join  with  noted  authors,  experts,  and 
your  peers  to  dissect  key  aspects  of  this  additional  role  for  the  CIO. 

Fellow  CIOs  Sandy  Goldstein  of  Airgas,  Inc.  and  David  Aldridge  of  Home 
Shopping  Network  share  their  approaches  to  understanding  the  depth  and  breadth 
of  the  changes  in  the  business  environment  today,  and  how  that  is  reflected  in  their 
strategies.  Yale  School  of  Management's  Jeffrey  Garten  stresses  the  importance  of 
rethinking  everything  when  you  go  global.  Michael  Earl,  acclaimed  business 
author  and  professor  of  information  management  at  London  Business  School, 
presents  the  results  of  new  research  he'll  be  conducting  this  summer  on  what  it 
takes  to  be  —  and  what  is  expected  of  —  a  CIO.  Avon's  CIO  Harriet  Edelman  talks 
about  translating  high-level  strategies  into  actionable  plans  for  aligning  IT  to  busi¬ 
ness  needs.  And  Richard  Barrett,  author  of  Liberating  the  Corporate  Soul:  Building  a 
Visionary  Organization,  explains  what  cultural  capital  is  and  why  it  should  matter  to 
your  overall  business  strategy. 

You  won't  want  to  miss  our  new  Venture  OnStage  session,  where  five  CEOs 
present  what  they  each  hope  will  be  the  next  technology  blockbuster. 

You'll  also  be  able  to  meet  with  executives  of  our  Corporate  Host  companies  dur¬ 
ing  their  business  briefing  presentations,  and  in  a  more  informal  atmosphere  dur¬ 
ing  breaks  in  the  display  area. 

To  enroll,  fax  the  enrollment  form  (on  the  back  cover)  to  508-879-7720,  call  us 
at  800  366-0246,  or  enroll  via  the  Web  at  wwuicio.com /conferences.  The  Web  site 
also  contains  news  and  information  on  the  agenda,  companion  program,  Venture 
OnStage,  travel  and  hotel  information. 

We  think  this  program  will  be  especially  provocative,  and  we  look  forward  to 
seeing  you  in  Phoenix! 


Lynda  Rosenthal 
Executive  Vice  President  and 
General  Manager,  Executive  Programs 
CXO  Media,  Inc. 


Arizona  Biltmore 


Resort  &  Spa 


Phoenix,  Arizona 


Gary  Beach 
Group  Publisher 
CXO  Media,  Inc. 


It  s  all  about 


GLOBALIZATION  OF  THE  ECONOMY,  increasingly  complex 
technology  demands,  the  need  to  formulate  and  drive  corporate  strate¬ 
gy,  the  Internet  and  e-commerce  —  these  are  just  some  of  the  forces 
pressing  on  today's  CIO. 

Clearly  the  very  concept  of  what  it  means  to  be  a  CIO  is  undergoing 
a  radical  transformation.  Now,  more  than  ever,  the  CIO  is  being  asked 
—  no,  required  —  to  master  many  domains.  From  inveterate  leader  of 
a  group  of  highly-skilled  professionals  tasked  with  constantly  adapting 
the  enterprise's  infrastructure,  to  business  visionary  capable  of  recog¬ 
nizing  the  changing  needs  and  seizing  bottom-line  opportunities  — 
this  is  not  your  old-style  CIO. 


In  our  much-ballyhooed  new  econo¬ 
my,  CIOs  will  figure  in  every  tactical 
and  strategic  direction  the  corporation 
undertakes.  The  demands  are  as  daunt¬ 
ing  as  the  potential  rewards  are  unlim¬ 
ited.  What's  it  all  about? 

It's  about  Greater  Expectations: 
The  CIO  and  Corporate  Strategy, 
of  course  —  the  theme  of  the  October 
15-18,  2000  CIO  Perspectives  confer¬ 
ence  at  The  Arizona  Biltmore  Resort  & 
Spa  in  Phoenix. 

To  get  a  more  meaningful  view  of 
the  'greater  expectations'  now  facing 


CIOs,  we  turned  to  several  well-known 
and  respected  authorities  for  their 
insights  and  advice.  What  we  discov¬ 
ered  confirms  that  the  current  dia¬ 
logue  regarding  the  transformation  of 
CIOs  —  and  the  importance  of  their 
involvement  in  corporate  strategy  —  is 
not  just  hype.  Indeed,  Michael  Earl, 
Professor  of  Information  Management 
and  Director,  Center  for  Information 
Management  at  the  London  Business 
School,  has  extensive  research  data 
documenting  the  emergence  of  a 
model  CIO  for  the  New  Economy. 


TAKE  THE  LEAD  ... 

OR  GET  LEFT  BEHIND 

Using  data  and  exam¬ 
ples  gathered  in  the 
summer  of  2000  from 
the  USA  and  Europe, 
Earl  documents  how 
significant  organiza¬ 
tional  and  strategic 
market  forces  are 
affecting  IT  practices  and  reshaping 
the  role  of  the  CIO. 

"My  research  shows  that  CIOs  are 
being  asked  to  substantially  increase 
their  participation  in  shaping  the 
strategic  direction  of  the  company,  to 
accept  more  responsibility  for  initiat¬ 
ing  business  change  projects,  and  to 
become  more  aggressive  in  introduc¬ 
ing  new  technology  into  the  organiza¬ 
tion,"  he  reports. 

Based  on  his  research,  Earl  has  cre¬ 
ated  a  "model"  CIO  for  the  future  that 
other  CIOs  can  use  to  position  them¬ 
selves.  "I  have  data  clearly  demonstrat¬ 
ing  the  evolving  role  of  the  CIO,  from 
the  last  five  years  to  what  I  believe  the 
CIO  will  look  like  five  years  from 
today,"  he  says.  "I  hope  CIOs  will  be 
able  to  assess  their  own  experiences 
and  capabilities  against  the  model 
CIO  suggested  by  my  research,  and 
construct  a  personal  development 
plan  to  equip  them  to  become  new- 
economy  CIOs." 

Among  the  skills  this  new  breed  of 
CIO  will  need  to  meet  the  challenges 
posed  by  a  global,  Internet-based 
economy,  he  says,  are  "technical  com- 
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petence,  business  acumen,  and  the 
ability  to  lead  people." 

Technical  competence,  Earl  notes, 
comes  from  years  of  experience  within 
the  IT  function.  The  key  to  acquiring 
the  more  non-traditional  knowledge 
they'll  need  is  for  "CIOs  to  spend  more 
time  outside  the  IT  department  and 
outside  the  organization." 

MEASURE  THE  INTANGIBLES, 
AND  HARNESS  THEM 

No  CIO  seeking  career  success  and  cor¬ 
porate  profitability  can  ever  underesti¬ 
mate  the  importance  of  keeping  cus¬ 
tomers  happy.  But  keeping  customers 
happy,  believes  Richard  Barrett, 
author,  consultant  and  founder  of 
Corptools.com,  depends  on  attracting 
and  retaining  the  best  people.  For 
Barrett,  finding  effective  techniques 
that  release  new  levels  of  employee  cre¬ 
ativity  and  productivity  is  one  of  the 
biggest  issues  facing  executives  today. 
And  the  way  to  address  these  issues,  he 
says,  is  by  building  cultural  capital. 

But  what  is  cultural  capital?  "It's 
the  intangible  assets  of  a  corporation," 
says  Barrett.  "These  are  usually  not 
reported  on  the  balance  sheet.  Cultural 
capital  includes  employee  creativity, 
productivity,  knowledge  or  intellectual 
capital,  experience,  and  emotional 
intelligence  as  well  as  customer  rela¬ 
tionships  and  the  goodwill  of  society. 
Companies  with  high  cultural  capital 
focus  their  energies  on  employee  ful¬ 
fillment,  customer  satisfaction,  and 
social  responsibility.  Their  leaders 
are  vision-guided  and  values-driven. 


They  inspire  and  motivate  people. 
Companies  with  a  high  degree  of  cul¬ 
tural  capital  are  usually  more  success¬ 
ful  over  longer  periods  of  time  than 
companies  that  are  low  on  cultural 
capital." 

Barrett  views  the  role  CIOs  should 
play  in  measuring  and  managing  cul¬ 
tural  capital  as  twofold.  "First,  CIOs 
need  to  show  the  leadership  team  how 
metrics  can  be  used  to  measure  cultur¬ 
al  capital  and,  secondly,  CIOs  must 
provide  regular  updates  on  what  is 
happening  to  cultural  capital  in  the 
organization,"  he  says. 

Barrett  sees  cultural  capital  as  "the 
new  frontier  of  competitive  advantage. 
If  you  want  to  attract  and  retain  the 
best  people,"  he  says,  "then  you  need  a 
great  corporate  culture  that  provides 
physical,  emotional,  mental,  and  spiri¬ 
tual  fulfillment  to  everyone  in  the 
organization.  By  spiritual,  I  mean  a 
sense  of  meaning,  making  a  difference, 
and  service." 

CIOs  need  to  "get  an  appreciation 
for  the  possibility  of  measuring  the 
intangibles  —  particularly  cultural  cap¬ 
ital.  The  intangibles  represent  such  an 
important  part  of  what  makes  a  com¬ 
pany  successful,"  he  stresses. 

SOURCE  BRAINPOWER 
WHEREVER  YOU  FIND  IT 

Jeffrey  E.  Garten,  Dean  of  the  Yale 
School  of  Management,  also  sees  a 
human  equation  at  the  foundation  of 
corporate  strategy. 

Based  upon  his  recent  book,  World 
View:  Global  Strategies  for  the  New 


Economy,  and  interviews  conducted 
with  40  of  the  world's  top  CEOs  for  his 
forthcoming  book,  The  Mind  of  the 
CEO  (January  2001),  Garten  says  that 
the  "biggest  challenge  will  be  to  maxi¬ 
mize  the  advantages  of  global  reach." 
And  to  do  that,  companies  must  devel¬ 
op  a  dramatic  new  business  model. 

"In  the  early  21st  century  this  will 
mean  sourcing  brain  power  rather 
than  low-cost  manufacturing  sites,"  he 
explains.  "As  Jack  Welch  says,  'you  have 
to  get  every  mind  in  the  game.'  The  win¬ 
ning  global  companies  will  find  talent 
where  others  cannot  —  in  rural  China, 
in  northeast  Brazil,  in  small  towns  in 
Eastern  Europe.  This  is  a  new  game  for 
most  corporations  —  whether  they  are 
American,  European,  or  Japanese  — 
because  most  have  relied  on  their  own 
intellectual  pool  to  fuel  growth  and 
profits.  That  won't  work  in  the  global 
economy  anymore." 

UNDERSTAND  THE  NEW 
ECONOMY  CUSTOMER 

Communicating  with  and  anticipating 
the  needs  and  demands  of  an  increas¬ 
ingly  complex  workplace  —  as  well  as 
increasingly  sophisticated  on-  and  off¬ 
line  customers  —  must  be  the  focus  of 
a  CIO's  attention,  according  to  Sandy 
Goldstein,  Senior  Vice  President  and 
CIO  of  Airgas,  Inc. 

Goldstein  further  believes  that 
very  few  organizations  will  be  insu¬ 
lated  from  the  change  e-commerce 
demands.  "E-commerce  is  altering  the 
relationships  between  customers  and 
vendors,"  he  says.  "Understanding 


your  customer  needs  and  being  able 
to  respond  on  a  24x7  basis  is  now  a 
business  imperative.  Competitive  pric¬ 
ing  and  quality  products  and  services 
are  only  the  sub-plot,"  he  says. 

Not  surprisingly,  Goldstein  also  sees 
a  larger  role  for  CIOs.  "CIO 
skills  need  to  expand  to  meet 
these  growing  demands,"  he 
says.  "In  the  past,  keeping  tech¬ 
nology  mnning  and  meeting 
internal  customers'  needs  were 
paramount.  Today  external 
customers  and  solutions  to  run 
the  business  are  key." 

But  how  can  an  organization 
(and  its  CIO)  decide  about 
aligning  IT  with  the  business, 
versus  aligning  IT  with  cus¬ 
tomer  needs,  versus  IT  driving 
business  strategies  for  the  new 
on-line  economy? 

"It's  not  about  deciding," 
Goldstein  asserts.  "Your  cus¬ 
tomers  have  already  decided.  The  new 
CIO  must  align  IT  with  the  business, 
meet  customers'  needs,  and  create  new 
strategies  for  working  in  the  online 
economy.  The  only  decisions  are  under 
what  governance  this  function  should 
operate  and  how  fast  you  can  get 
there." 

And  what  can  CIOs  do  to  commu¬ 
nicate  within  their  organizations  so 
that  IT  can  understand  and  address 
customer  needs  and  demands? 

"Many  novel  approaches  exist,"  he 
points  out.  "My  business,  for  exam¬ 
ple,  has  successfully  utilized  distrib¬ 
uted  work  teams,  where  IT  lives  with 


the  customer.  We  also  employ  cus¬ 
tomer-driven  management  and,  in  all 
cases,  cooperative  project  teams.  We 
take  advantage  of  tools  such  as  voice 
and  video  conferencing,  intranets, 
extranets,  chat  rooms,  bulletin 


Michael  Earl,  London  Business  School 


boards,  mobile  offices,  flex  time,  and 
the  like.  In  addition,  Airgas  has  a  pro¬ 
gram  called  'externships'  where  we 
send  all  IT  professionals  to  cus¬ 
tomers'  locations  from  one  to  four 
weeks  a  year  to  learn  more  about  our 
customers'  businesses." 

Goldstein  also  offers  a  number  of 
novel  ways  for  CIOs  to  communicate 
with  customers  to  make  sure  the  organ¬ 
ization  is  keeping  them  happy.  "We  use 
a  feedback  process  and  surveys,  as  well 
as  letting  our  customers  complete  proj¬ 
ect  performance  reviews  for  our  associ¬ 
ates,"  he  says.  "Financial  incentives  are 
tied  to  the  reviews,"  he  adds. 


INTEGRATE  OLD  AND  NEW 
CULTURES 

Moreover,  as  an  organization's  e- 
commerce  capabilities  evolve,  adds 
David  Aldridge,  Executive  Vice 
President  and  CIO  of  the  Home 
Shopping  Network  (HSN), 
CIOs  can  expect  to  deal 
with  several  important  cul¬ 
tural  and  business  changes. 
"The  integration  of  e-com- 
merce  —  both  technical 
staff  and  their  initiatives  — 
with  legacy  staff  activities 
has  definitely  impacted 
our  internal  culture,"  says 
Aldridge. 

The  major  technical 
challenges  of  e-commerce 
implementations  are  the 
integration  of  the  front- 
end  e-commerce  engine 
with  the  back-end  legacy 
systems  that  support  core 
business,  he  believes. 

But,  he  notes,  "there  are  significant 
staffing  issues  that  CIOs  need  to 
address  as  their  organizations  adapt 
to  New  Economy  opportunities, 
including  the  need  for  hiring,  retain¬ 
ing  and/or  retraining  staff  with  the 
appropriate  skills  to  deliver  e-com¬ 
merce  solutions  quickly.  And  with  the 
current  staffing  shortage  approaching 
one  million  professionals,  there  are 
challenges  for  us  all." 

What  advice  does  Aldridge  offer 
CIOs  as  they  guide  their  organizations 
into  e-commerce  competition? 

"You  must  create  a  separate  IT  group 


"My  research  shows  that  CIOs  are 
being  asked  to  substantially  increase 
their  participation  in  shaping  the  strate¬ 
gic  direction  of  the  company  to  accept 
more  responsibility  for  initiating  busi¬ 
ness  change  projects,  and  to  become 
more  aggressive  in  introducing  new 
technology  into  the  organization." 
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to  focus  on  the  demands  of  e-com¬ 
merce,"  he  says.  "But  don't  underesti¬ 
mate  the  complexity  of  integrating  an 
e-commerce  front-end  with  legacy  sys¬ 
tems.  Getting  there  with  something 
reliable  and  scalable  is  more  impor¬ 
tant  than  getting  there  quickly.  Of 
course,  you  still  have  to  get 
there  quickly! " 

Yet  as  important  as  e-com¬ 
merce  is,  Aldridge  offers  a 
warning:  "While  the  present 
focus  is  on  e-commerce,  which 
presents  a  new  opportunity  to 
link  with  customers  and  sup¬ 
pliers,  many  companies  will 
continue  to  drive  earnings 
from  legacy  applications." 

Yale's  Garten  also  cautions 
about  current  conventional 
wisdom  concerning  Internet 
competition  and  the  new 
economy.  His  views  are 
shaped  by  his  experiences  as 
Undersecretary  of  Commerce 
helping  US  firms  break  into  foreign 
markets,  as  well  as  time  spent  manag¬ 
ing  Lehman  Brothers'  Asia  operation. 

"The  most  listened-to  consultants 
and  academics  have  been  saying  tradi¬ 
tional  global  companies  will  be  taken 
to  the  cleaners  by  the  new  Internet 
firms,"  he  says.  "Guess  what?  They  are 
wrong.  The  empire  is  striking  back. 
Most  global  CEOs,  while  slow  to  start, 
are  embracing  the  Internet  with 
tremendous  force.  Yes,  it's  a  tough 
change,  particularly  culturally,  but  it 
will  happen.  The  empire  will  — 
indeed,  it  already  is  —  striking  back." 


FOSTER  REALISTIC 
EXPECTATIONS 

CIOs  must  learn  to  communicate 
effectively  to  the  wider  corporate  com¬ 
munity.  Dr.  Jim  Wetherbe,  Stevenson 
Professor  of  IT,  Texas  Tech  University, 
warns  that  unless  CIOs  do  this,  IT  will 


lose  control  over  user  expectations.  As 
a  veteran  of  the  IT  trenches  himself, 
Wetherbe  has  first-hand  experience  of 
customers'  disappointments  when  dif¬ 
ferences  exist  between  what's  received 
and  what  was  anticipated. 

"Employees  and  executives  have 
unrealistic  expectations  of  their  infor¬ 
mation  systems  and  tools,  such  as 
what  they're  going  to  get,  when  they're 
going  to  get  it,  and  how  much  it's 
going  to  cost,"  says  Wetherbe. 

Such  unrealistic  expectations  devel¬ 
op  in  a  variety  of  ways,  including 


wishful  thinking,  miscommunication, 
creeping  expectations,  and  a  curious 
phenomenon  he  calls  'the  void.' 

For  example,  IT  delivers  an  account¬ 
ing  application  designed  to  improve 
cash  flow.  The  applications  meet  all 
of  the  agreed-on  specifications, 
but  suddenly  your  user 
asks,  'So,  when  do  we  cut 
staff?'  Where  did  that 
expectation  come  from? 
Well,  in  this  case  the  user 
believed  it  was  the  purpose 
of  all  IT  systems  to  reduce 
headcount  —  this  was  never 
agreed  to  by  IT,  but  it  was 
assumed  to  be  part  of  the 
process  by  the  user." 

"There  are  very  practical, 
straightforward,  streetwise 
ways  that  every  CIO  should 
know  to  minimize  this  vex¬ 
ing  problem,"  he  says.  "Part 
of  the  reason  users  have 
unreasonable  expectations  is 
because  they  don't  really  understand 
how  difficult  IT  tasks  are,"  he  notes. 
"CIOs  need  to  learn  how  to  be  proac¬ 
tive  in  communicating;  they  need  to 
tell  their  story  to  the  rest  of  the  organi¬ 
zation.  Many  IT  professionals  confuse 
hard  work  with  recognition  —  it's  not 
the  same  thing." 

There's  little  confusion  about  where 
the  CIO's  role  is  heading,  and  the  need 
for  today's  practitioners  to  influence 
corporate  strategy  with  a  blend  of  tech¬ 
nical  knowledge,  business  acumen, 
and  leadership  ability.  It  is,  after  all, 
about  greater  expectations. 


"The  winning  global  companies  will  find 
talent  where  others  cannot  -  in  rural 
China,  in  northeast  Brazil,  in  small 
towns  in  Eastern  Europe.  In  the  early 
21st  century  this  will  mean  sourcing 
brain  power  rather  than  low-cost  manu¬ 
facturing  sites. " 

Jeffrey  E.  Garten,  Dean,  Yale  School  of  Management 


SUNDAY,  OCTOBER  15 
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11:30  am  -  3:30  pm  The  Leaderboard  Classic  Golf  Tournament  1 

Hosted  by  Lockheed  Martin  Corporation  1 

3:30  pm  -  5:30  pm  Conference  Registration 

6:30  pm  -  8  pm  Welcome  Reception  and  Registration 

8  pm  -  midnight  Hospitalities/Networking 

MONDAY, 

OCTOBER  16 

7:30  am  -  8:30  am  Breakfast 

8:30  am  -  8:45  an 

Welcome,  Opening  Remarks  and  KnowPulseSM  Poll 

Gary  Beach 

Group  Publisher 

CX0  Media,  Inc. 

The  KnowPulse  “Knowledge”  poll,  an  ongoing  opinion  poll  conducted  by  CIO  magazine,  captures  IT  and 
business  executives’  perspectives  on  current  topics  in  the  news.  Past  polls  have  been  covered  in  CIO 
magazine,  as  well  as  other  prestigious  media  organizations,  including  CNN,  Newsweek,  The  Wall  Street 

Journal,  and  U.S.  News  &  World  Report. 

8:45  am  -  9:30  an 

Managing  the  Expectation  Gap 

Dr.  Jim  Wetherbe 

Stevenson  Professor  of  IT,  Director  of  IB2  Research 

Texas  Tech  University 

Conference  Moderator 

People  become  disappointed  when  differences  exist  between  what  they  receive  and  what  they  expect.  As  a 
professional  group  within  an  organization,  IS  teams  in  general  work  longer  days  and  harder  per  hour,  and 
give  up  more  weekends  than  any  other  group.  Yet,  despite  their  commitment,  they  often  do  not  receive  the 
recognition  they  deserve  for  their  personal  sacrifices.  The  problem  is  that  what  is  delivered  often  does 
not  meet  expectations.  Such  gaps  usually  surface  when  organizations  dynamically  change  their  expectations 
of  IT  without  the  CIO's  knowledge  or  input,  or  when  users  acquire  unrealistic  expectations  about  its  benefits. 
Wetherbe  explores  the  phenomena  of  expectation  gaps,  and  suggests  approaches  CIOs  can  use  to 
effectively  manage  them. 

9:30  am  - 10:30  am 

The  Train  Needs  To  Fly:  Technology  Alignment  in  a  Rapidly  Evolving  Business  Environment 

David  Aldridge 

Executive  Vice  President  and  CIO 

The  Home  Shopping  Network 

The  Home  Shopping  Network  (HSN)  pioneered  the  electronic  retailing  industry  in  1977.  From  a  rather  simple 
business  model,  HSN  has  evolved  into  an  electronic  retailing  powerhouse  with  live  programming  24  hours  a 
day,  364  days  each  year,  reaching  more  than  70  million  US  households  through  broadcast,  cable,  satellite 
and  the  Internet.  In  1999,  the  company  generated  $1.2  billion  in  sales,  received  more  than  68  million  sales 
and  customer  service  calls,  shipped  more  than  34  million  packages  and  currently  services  a  growing  custo¬ 
mer  base  of  more  than  5  million.  Dave  Aldridge  describes  his  role  as  architect  in  aligning  IT  with  HSN's 
transformation  to  a  new  commerce  business  model,  and  outlines  specific  challenges  for  CIOs  charting  an 
organization's  strategic  future. 

10:30  am  -  11:00  am 

Coffee  Break 

11:00  am  - 12:30  pm 

The  New  CIO 

Michael  Earl 

Professor  of  Information  Management 

London  Business  School 

Based  on  a  global  survey  of  nearly  100  CiOs,  Michael  Earl  has  plotted  substantial  role  changes  for  CIOs  in 
recent  years,  and  has  identified  even  greater  transformations  to  meet  the  challenges  of  the  new  economy. 

Earl  describes  these  changes,  analyzes  the  skills  and  experience  required  of  the  new  CIO,  and  discusses 
executive  time  allocation.  He  suggests  that  the  job  of  CIO  as  we  know  it  may  become  too  large  and  demand¬ 
ing  for  just  one  person  to  handle.  He  illustrates  his  presentation  with  data  and  examples  gathered  in  the 
summer  of  2000  from  the  US  and  Europe. 

To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720  7 
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12:30  pm  - 1:30  pm 

Luncheon 

1:45  pm  -  2:30  pm 

Business  Briefings:  Brio,  Cable  &  Wireless,  Changepoint,  Chordiant 

2:35  pm  -  3:20  pm 

Business  Briefings:  Citrix,  E.piphany,  EDS,  Enterasys 

3:25  pm  -  3:50  pm 

Coffee  Break 

3:55  pm  -  4:40  pm 

Business  Briefings:  Genuity,  HP,  IBM,  IDC 

■  4i45  pm  -  5:45  pm 

Venture  OnStage:  What's  Just  Around  the  Corner? 

[Venture 

Chris  Lindquist  -  Moderator 

Technology  Editor 

CIO  Magazine 


i 

Be  among  the  first  to  see  hot  new  technologies,  products  and  services!  We’re  challenging  the  chief  execu-  j: 

tives  of  five  companies  to  tell  us  —  in  under  ten  minutes  each  —  why  their  newest  technology  or  service  j 

should  give  us  greater  expectations.  The  five  finalists  represent  companies  that  have  been  through  at  least 
one  round  of  financing,  and  whose  product  has  been  marketed  for  less  than  a  year.  They’ve  already  withstood  j 
a  winnowing  process  by  a  jury  of  CIO  magazine  executives  ...  but  are  they  ready  for  you?  You  be  the  judge. 

j  5:45  pm  -  7  pm 

Reception 

7  pm  -  midnight 

Hospitalities/Networking 

It]  :i  4 : 


j  7:30  am  -  8:30  am 

Breakfast  j 

\  8:30  am  -  9:30  am 

Enabling  Visions:  The  CEO-CIO  Relationship 

John  J.  Brennan  Robert  DiStefano 

Chairman  and  CEO  Managing  Director  of  Information  Technology 

The  Vanguard  Group  The  Vanguard  Group 

1  jfl 

Businesses  have  a  hierarchy  of  IT  needs  characterized  by  increasing  complexity  and  risk.  Every  IT  task  can  be 
categorized  as  one  of  three  types:  1)  automating  the  business:  2)  expanding  the  business;  or  3)  reinventing  the  j 

business.  In  each  of  these  scenarios,  the  most  difficult  technology  and  business  questions  typically  revolve  j 

around  what  to  do,  not  how  to  do  it.  Chairman  and  CEO  John  J.  Brennan  and  Robert  DiStefano,  Managing 

Director  of  Information  Technology,  will  team  up  in  this  presentation  to  discuss  strategic  decision-making  and  j 

the  CEO-CIO  relationship  at  The  Vanguard  Group,  the  world’s  second-largest  mutual  fund  company.  Brennan  | 

will  discuss  his  vision  for  technological  innovation  at  Vanguard,  and  DiStefano  will  outline  how  IT  works  with 
business  to  carry  out  that  vision.  j 

\  J 


9:30  am  - 10:30  am 

The  Role  of  the  CIO  at  eSpeed 

Sandy  Goldstein 

Senior  Vice  President  and  CIO 

Airgas,  Inc. 

E-commerce  is  driving  the  corporate  agenda,  and  changing  the  influence  of  the  CIO  in  strategic  planning, 
operations,  customer  relations  and  in  the  board  room.  Goldstein  addresses  the  transformation  of  IS  strategies  to 

business  and  operating  strategies:  IS  budgets  to  capital  raising/P&L  administration;  human  resources  manage- 

ment  to  joint  ventures/partnerships  creation;  and  corporate  navigation  to  corporate  governance.  He  compares 
aligning  information  services  with  the  business  and  customers;  and  information  services  driving  business  strate-gies 
for  the  new  on-line  economy.  Goldstein  and  two  Airgas  customers  offer  strategies  to  communicate  with  and  antici¬ 
pate  the  needs/demands  of  increasingly  complex  workplaces  and  sophisticated  on-  and  off-line  customers. 

10:30  am  - 11  am 

Coffee  Break 

11  am  -  11:50  am 

Business  Briefings:  Information  Builders,  Intel,  Intentia,  Intira,  Iomega 

Noon  - 1  pm 

Luncheon 

1  pm  -  2  pm 

Thoughtful  Alignment  and  Local  Entrepreneurship:  A  Business  and  IT  Strategy 

Harriet  Edelman  I 

Senior  Vice  President  and  CIO  ■ 

Avon  Products,  Inc.  1 

Avon,  in  its  third  century,  operates  in  135  countries  through  a  direct  sales  force  of  3,000,000.  The  business  is 

V* 

undergoing  a  transition  from  a  single  to  multi-channel  world  and  overall  transformation  of  a  traditional  business 
model.  Avon  is  not  post-ERP  so  the  challenge  is  to  improve  the  fundamentals  while  quickly  delivering  customer-  ■ 
facing  applications.  Edelman  outlines  how  to  take  a  business  strategy  that  is  stated  at  a  high  level  and  drive 
tiie  IT  strategy  to  better  align  with  it.  Avon  IT  has  a  legacy  of  significant  decentralization,  so  the  plan  going  for-  j 
ward  must  be  executed  with  greater  alignment  and  coordination  —  while  preserving  local  entrepreneurship. 

2  pm  -  2:50  pm 

Business  Briefings:  Kyocera  Mita,  Legato,  Lockheed,  Lucent,  NetScout  ! 

3  pm  -  3:50  pm 

Business  Briefings:  Powerware,  Prosight,  Symantec,  Xerox 

3:50  pm  -  4:15  pm 

Coffee  Break 

4:15  pm  -  5:45  pm 

Cultural  Capital  and  the  New  Frontier  of  Competitive  Advantage:  Tools  for  Measuring  Your  Culture 
and  Mapping  Your  Values 

Richard  Barrett 

Author,  Liberating  the  Corporate  Soul:  Building  a  Visionary  Organization  j 

According  to  Barrett,  the  three  biggest  issues  in  business  today  are  how  to  become  more  profitable;  how  to 
attract  and  keep  the  best  people;  and  how  to  release  new  levels  of  employee  creativity  and  productivity.  All 
can  be  addressed  by  building  cultural  capital.  Employees  remain  at  organizations  whose  values  and  vision 
are  in  alignment  with  their  own,  whose  leaders  empower  rather  than  exploit,  and  where  they  will  feel  a  sense 
of  community  and  ownership.  A  values-based  culture  that  focuses  on  employee  fulfillment  is  the  number  one 
attribute  for  success.  To  create  such  a  culture,  you  need  to  manage  and  measure  it. 

5:45  pm  -  6:45  pm 

-  I 

1 

Reception  with  Richard  Barrett 

7  pm  -  midnight 

Hospitalities/Networking 

7:30  am  -  8:15  am 

Breakfast 

8:15  am  -  8:30  am 

KnowPulse  Poll  Results 

Abbie  Lundberg 

Editor  in  Chief 

CIO  Magazine 

’  J0-  \  m’ 

W  y  vgEpH 

Lundberg  will  present  the  results  of  Monday  morning’s  poll. 

8:30  am  -  10:30  am 

Globalization  and  Corporate  Strategy:  What  Every  CIO  Should  Know 

Jeffrey  Garten 

Dean  and  William  S.  Beinecke  Professor  in  the  Practice  of  International  Trade  and  Finance 

■ft  _  ^ 

Yale  School  of  Management 

nS 1' 
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Author,  World  View:  Global  Strategies  for  the  New  Economy 

Conducting  business  in  the  global  arena  entails  planning  and  executing  corporate  strategies  in  revolutionary 
ways.  Corporate  leaders  need  to  rethink  every  aspect  of  the  company,  the  marketplace,  and  the  competition. 
Using  research  from  his  recent  book,  and  interviews  with  40  of  the  world's  top  CEOs  for  his  forthcoming 
book,  Garten  describes  some  of  the  key  themes  that  have  emerged.  He  also  provides  his  personal  evaluation 
of  whether  these  strategies  are  up  to  the  formidable  challenges  he  sees  ahead. 

10:30  am  - 11  am 

Coffee  Break 

11  am  - 11:30  am 

Question  &  Answer  Session  with  Jeffrey  Garten 

11:30  am  - 11:45  am 

Closing  Remarks 

Dr.  Jim  Wetherbe 

MONDAY,  OCTOBER  16 


1:45  pm  -  2:30  pm 

B2B  Analytics:  Transforming  the 
Landscape  of  eBusiness 

Katherine 
Glassey 

CTO 

Brio 

Technology,  Inc. 

Companies  require 
B2B  analytics  to  measure  and  drive 
improved  business  performance. 

These  analytics  must  be  simple  and 
intuitive,  serving  the  needs  of  the  indi¬ 
viduals  throughout  an  organization, 
addressing  all  relevant  information 
sources. 

Organizations  must  manage  e-busi- 
ness  effectively,  responding  to  oppor¬ 
tunities  quickly  and  staying  ahead  of 
competitors.  This  requires  business 
intelligence  integrating  business  with 
traditional  channels  and  partners, 
internal  and  external  data,  and  strate¬ 
gic  information  with  tactical  data. 

E-business  analytics  empower  organ¬ 
izations  to  create  and  deliver  shared, 
actionable  information  wherever  it  is 
required  along  the  e-business  value 
chain.  Insight  into  your  e-business 
using  these  analytics  will  separate 
the  winners  from  the  losers  in  the 
new  e-conomy. 


Creating  Partnerships:  Innovative 
Approaches  to  Delivering  E-Speed 
Customer  Solutions 

Robert  Flood 

CTO 

Cable  & 

Wireless,  Inc. 

IP  technology  is 
driving  e-business 
and  changing  the  way  we  do  business 
—  and  the  way  we  support  perform¬ 
ance-driven  customer  strategies.  Do 
shifting  technologies  require  thinking 
about  partnerships  as  an  effective  way 
to  provide  innovative  approaches  to 


customer  e-solutions?  Flood  explores 
what  customers  think  about  the  need 
to  deliver  solutions  globally  as  they 
look  ahead  to  growing  their  business. 
Participants  will  look  at  what  it  takes 
to  develop  an  effective  partnership 
that's  a  win-win  for  all  parties.  He  also 
describes  some  of  the  attributes  of 
companies  that  make  the  best  part¬ 
ners.  Flood  highlights  a  partnership 
case  study  and  explains  why  was  the 
partnership  initiated,  and  the  benefits 
and  difficulties. 


A  Success  Story:  How  Guardian 
Insurance  Manages  Their  IT  Like 
a  Business 

Joe  Connell 

Vice  President,  Information 
Technology 

Guardian  Life  Insurance 
Company  of  America 

Courtesy  of  Changepoint 

Connell  discusses  Guardian’s  ongoing 
transformation  of  its  IT  department 
and  its  culture:  how  they  are  meeting 
the  increasing  and  always-changing 
demand  for  advanced  high-quality  IT 
services  with  a  limited  number  of  ded¬ 
icated  resources:  making  client  satis¬ 
faction  a  top  priority  for  the  IT  depart¬ 
ment;  providing  IT  business  leadership 
in  the  organization;  establishing  IT 
metrics  that  enable  for  strategic  plan¬ 
ning,  plus  show  the  benefits  of  IT 
work  throughout  the  business;  and 
"professionalizing"  IT  —  attracting  and 
retaining  high  performers  in  IT,  plus 
enhancing  their  career  opportunities. 


2:35  pm  -  3:20  pm 

Corporate  Portals:  Transforming 
the  Desktop  into  a  Doorway 

David  Weiss 

Vice  President 
Marketing 

Citrix  Systems,  Inc. 

A  corporation’s 
voracious  appetite 
for  information  —  delivered  quickly, 
efficiently  and  universally  —  is  a  given. 
The  challenge  facing  CIOs  is  how  best 
to  feed  this  hunger.  Traditional  desk¬ 
tops,  fat  with  installed  applications 
and  tools,  are  morphing  into  Web- 
based  "doorways"  to  information 
stored  elsewhere  —  in  data  warehous¬ 
es,  on  company  and  ASP  servers,  and 
on  the  Web.  Corporate  portals  promise 
greater  productivity,  ease  of  use  and 
cost  savings.  But  their  success  hinges 
on  accessing  all  information,  including 
existing  applications,  via  a  Web  brows¬ 
er.  A  key  enabler  of  the  portal  trend  is 
new  technology  providing  instant 
“Webification”  of  server-based  applica¬ 
tions.  By  accelerating  Web  enable¬ 
ment  of  existing  solutions,  this  tech¬ 
nology  flings  open  the  door  to  a  new 
era  in  information  access. 


Capitalizing  on  The  Digital 
Economy 

Courtesy  of  EDS 

CIOs  are  reinventing  their  enterprises. 
They’re  striving  to  meet  the  demands 
of  continuous  change,  cope  with  the 
reality  of  unstable  marketplaces,  and 
respond  to  unpredictable  sources  of 
competition.  How  will  you  deliver  cre¬ 
ative  strategies  and  superior  expertise 
to  meet  these  demands?  How  will  your 
prospects  become  new  customers?  In 
this  session,  EDS  will  show  you  ways 
to  turn  these  challenges  into  success¬ 
es.  By  capitalizing  on  the  digital  econ¬ 
omy,  your  company  will  be  prepared 
to  win  against  its  toughest  opponents. 


ed  payment  transactions  for  B2B  e-com¬ 
merce.  Extending  U.  S.  Bank's  card 
management  system  to  partners,  this 
system  will  ultimately  allow  customers 
to  analyze  transactions  as  part  of  B2C 
and  CRM  initiatives.  Information 
Builders’  end-to-end  solutions  for  busi¬ 
ness  intelligence  and  enterprise  integra¬ 
tion  enable  customers  like  U.S.  Bank  to 
quickly  and  cost-effectively  meet  market 
challenges. 


The  Balancing  Act:  E-Business  & 
the  Information  Backbone 


Successful  IT  Planning 
Courtesy  of  IDC 


Ed  Koepfler 

President 

Intentia  Americas 


Once  companies  set  their  corporate 
business  directions,  they  begin  to  form 
a  plan  for  information  technology  to 
support  their  goals.  Done  well,  IT  plan¬ 
ning  becomes  a  tapestry  of  mission 
statements,  business  objectives,  and 
strategies.  Increasingly,  CIOs  are  faced 
with  the  challenge  of  creating  IT  plans 
that  achieve  business  goals  through 
technology  innovation.  To  help  CIOs 
with  this  challenge,  IDC  has  created  an 
IT  planning  approach  that  CIOs  can 
customize  and  apply  to  create  a  busi¬ 
ness-focused  strategic  IT  plan.  Learn 
about  this  approach,  along  with  an 
integral  proven  planning  model  for 
ranking  and  selecting  the  right  IT 
strategies  for  investment.  IDC’s  tech¬ 
nology  planning  expert  will  also  dis¬ 
cuss  how  he  has  applied  the  approach 
to  help  other  CIOs  create  successful  IT 
plans. 


0  jJ  Ice  cream,  furniture, 
Igfp,  personnel  recruit- 

ment,  and  dairy  busi¬ 
nesses.  What  do  they  have  in  common? 
They  figured  out  how  to  be  profitable 
with  e-business.  What's  their  secret? 
They  learned  to  leverage  best  practices 
and  effective  management  approaches 
with  the  right  information  technology 
backbone  to  ensure  success.  Koepfler 
explores  the  strategies,  implementation 
and  payback  of  completing  an  enter¬ 
prise  infrastructure  for  the  greatest 
impact  on  business  and  e-business. 


Building  a  Third  Generation 
e-Business  Data  Center 

f  Christopher  S. 

Intel  Corporation 


The  Future  of  Technology 


The  evolution  of  Internet  Business  is 
moving  at  a  stunning  pace.  Is  your  com¬ 
pany  ready  for  the  third  generation  of 
Internet  Business?  E-Business  today  is 
shifting  the  computing  epicenter  from 
the  fortress  of  the  traditional  data  center 
to  the  rough-and-tumble  world  of  cus¬ 
tomer-facing  systems  and  front-end  web 
servers.  And  in  this  customer-centric 
world  of  the  Third  Generation,  compa¬ 
nies  are  creating  not  just  supply  chain 
linkages  but  entire  lattices  with  automat¬ 
ed,  bi-directional  rules-based  links 
between  numerous  vendor  systems  and 
customer  systems.  So  how  can  you 
build  your  company's  business  Internet 
systems  and  solutions  to  handle  this 
new  e-Business  environment?  Thomas 
examines  the  new  technologies  that  will 
help  you  succeed  in  this  new  era. 


Dana  R.  (Rick) 
Richardson 

President 

Richardson  Media  & 
Technologies 


Courtesy  of  Iomega  Corporation 


Rick  Richardson  provides  participants 
with  his  vision  of  both  our  near  and 
longer-term  future  as  it  relates  to  tech¬ 
nologies  important  to  the  CIO  and  IT 
professional.  Topics  will  include  a 
review  of  last  year's  predictions,  cur¬ 
rent  trends  in  hardware,  software  and 
communications,  and  emerging  tech¬ 
nologies  that  will  help  bring  those 
trends  to  reality.  Richardson  also  dis¬ 
cusses  the  future  of  removable  storage 
and  data  transfer.  Finally,  he  goes  on 
the  line  with  his  forecasts  of  our  tech¬ 
nological  future.  Richardson  will  bring 
along  some  of  the  newest  technologies 
to  use  in  delivering  his  presentation. 


U.  S.  Bank  and  Information 
Builders:  Building  an  Architecture 
for  E-Business 


Chris  Clemens 

Vice  President 

Business 

Architecture 

U.S.  Bank  Electronic 
Payment  Systems 


Courtesy  of  Information  Builders,  Inc 


As  the  world’s  largest  issuer  of  procure¬ 
ment  cards,  U.S.  Bank  is  a  critical 
enabler  to  e-commerce.  Clemens 
explores  how  U.S.  Bank  is  teaming  with 
Information  Builders  to  build  an 
Internet-based  commercial  payment  sys 
tern  to  meet  the  demand  for  sophisticat¬ 


TUESDAY,  OCTOBER  17 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720 


TUESDAY,  OCTOBER  17 


2:00  pm  -  2:50  pm 


Information  Continuance: 
Information  Wherever  You  Need  It, 
Whenever  You  Need  It,  On 
Whatever  Platform  Is  Required 


Kyocera  Mita 

Bob  Sostilio 

Director,  Converging 
Digital  Peripherals 

CAP  Ventures 


Courtesy  of  Kyocera  Mita  America, 

Inc. 

Why  are  digital  based  copiers,  facsimi¬ 
le  transceivers  and  printers  establish¬ 
ing  higher  penetration  rates  into  the 
office  space  on  a  daily  basis?  Are 
these  digital  platforms  restricted  to 
specific  work  environments  with  spe¬ 
cific  functionality?  Are  they  providing 
integration  of  functionality  and  creat¬ 
ing  higher  workgroup  productivity 
across  the  enterprise? 

Come  hear  an  industry  expert's  view 
on  the  trends  of  converging  functional¬ 
ity  and  which  manufacturers  and 
resellers  are  delivering  seamless  inte¬ 
gration  of  digital  functionality. 

Sending  information  to  and  from 
internal  and  external  clients  are  chal¬ 
lenges  companies  face  today.  Discover 
how  clients  view,  store,  edit  and  dis¬ 
tribute  data  without  being  retrained  on 
new  technology  or  print  drivers. 

Decide  if  office  equipment  manufactur¬ 
ers  have  developed  true-life  plug  and 
play  peripherals  with  standard  user 
interfaces  and  common  print  drivers. 
You’ll  be  sure  to  walk  away  with  new 
insight,  ideas  and  viewpoints  on  com¬ 
municating  more  efficiently  with  inter¬ 
nal  and  external  clients. 


George  Symons 

Vice  President,  Product  Development 

Legato  Systems,  Inc. 

It  doesn’t  matter  how  complex  your 
computing  environment  is,  or  how 
constrained  you  are  by  time,  budget, 
and  staffing.  If  you’re  an  IT  decision¬ 
maker  today,  you  live  and  die  by  one 
metric:  the  availability  of  mission-criti¬ 
cal  information  wherever  it's  needed, 
whenever  it’s  needed,  on  whatever 
platform  is  required. 

This  is  called  “information  continu¬ 
ance,”  and  it  is  an  essential  goal  for 
any  enterprise  in  an  e-commerce, 
multi-platform  world.  Achieving  infor¬ 
mation  continuance  demands  a  range 
of  solutions  that  tackle  three  funda¬ 
mental  tasks:  protecting  information; 
moving  information;  and  managing 
information. 

Symons  discusses  how  businesses 
must  protect,  move,  and  manage  data 
across  the  enterprise  if  they  are  going 
to  succeed  in  leveraging  their  informa¬ 
tion  assets  and  adding  value  for  their 
customers. 


Getting  the  Risk  Out  of  E-Business 
Courtesy  of  Lockheed  Martin 

The  Internet  is  profoundly  changing 
the  way  business  is  conducted.  The 
"hidden”  e-Business  imperative  is  that 
Internet  transactions  can’t  be  allowed 
to  put  your  company,  vendors, 
employees,  customers  and  others  at 
risk.  What’s  needed  is  rock-solid  plan¬ 
ning  and  bulletproof  IT  infrastructure 
to  maximize  Net  profit  and  minimize 
risk.  Industry  experts  will  talk  about 
balancing  risk  and  reward  and  lessons 
in  building  an  e-Business-ready  infra¬ 
structure.  Participants  are  encouraged 
to  take  a  broad  view  of  the  transfor¬ 
mation  of  business  into  e-Business. 
Business  models  and  processes,  appli¬ 
cations,  and  technology  infrastructure 


are  all  deeply  affected  by  this  transfor¬ 
mation.  Its  impact  and  the  associated 
risks  need  to  be  clearly  understood 
and  managed  in  order  to  make  the 
most  of  the  opportunity.  This  briefing 
will  be  followed  by  a  roundtable  dis¬ 
cussion  with  the  experts. 


Keys  to  the  Virtual  eBusiness 
Enterprise:  Communication- 
enabled  Portals  Delivered  by  CIOs 
as  Enterprise  Service  Providers 

Martin  F.  Parker 

Vice  President 
Strategy  and 
Portfolio  Planning 

AVAYA 

Communication 

The  virtual  enterprise  is  the  operating 
paradigm  for  eBusiness,  with  each 
enterprise  creating  its  best  core  value 
proposition  through  networked  combi¬ 
nations  of  suppliers,  partners  and 
employees  and  then  presenting  these 
capabilities  to  customers  through 
global  networks.  One  key  to  success  is 
powerful,  consistent  communication 
links  throughout  the  virtual  enterprise. 

Communication-enabled  Portals  are 
the  optimum  vehicles  for  these  link¬ 
ages,  facilitating  long-term,  high-value 
business  relationships  through  both 
human  and  system  interactions. 
Another  key  is  the  orchestration  of 
eBusiness  service  delivery  to  the  virtu¬ 
al  enterprise,  where  CIOs  and  their 
teams  may  emerge  as  “Enterprise 
Service  Providers,"  delivering  a  modu¬ 
lar  blend  of  both  internally-produced 
and  externally-sourced  eBusiness 
services.  Parker  discusses  opportuni¬ 
ties  for  engagement  and  exploitation 
in  these  two  key  areas  of  eBusiness. 


3:00  pm  -  3:50  pm 

CIO  As  Strategist:  How  ITM  placed 
A  CIO  at  the  Strategy  Table 

Walter  Weir 

CIO 

University  of 
Nebraska 


John  Cimral 

CEO 

ProSight,  Inc. 

The  challenge  of 
managing  and  meet¬ 
ing  the  expectations 
of  all  IT  stakeholders  is  a  constant  bat¬ 
tle  for  CIOs.  Go  from  the  private  to  the 
public  sector,  and  these  challenges  are 
compounded.  Imagine  the  University  of 
Nebraska,  a  $1.3  billion  public  institu¬ 
tion,  balancing  the  needs  of  faculty, 
administration,  students,  academic 
leadership  AND  the  public.  Examine 
how  they  communicate  the  carefully 
scrutinized  consumption  of  tax  dollars 
and  demonstrate  the  value  returned 
from  almost  $100  million  spent  on  IT 
each  year.  Walter  Weir  explains  how  he 
put  an  IT  Management  (ITM)  system  in 
place  to  communicate  in  a  common 
business  language  across  the  institu¬ 
tion,  and  ensure  the  alignment  of  IT 
spending  with  the  University’s  objec¬ 
tives.  More  importantly,  this  system 
allows  Weir  to  position  IT  as  the  driver 
of  overall  organizational  strategy,  rather 
than  the  other  way  around. 

Network  Security:  Past  and  Present 

Cress  Carter 

Vice  President,  North 
America  Enterprise 
Sales  and  Marketing 

Symantec 
Corporation 


In  the  1960’s  and 
1970’s,  network  security  was  a  matter 
of  “gates,  guns,  and  guards,"  where 
security  could  be  maintained  by  simply 


preventing  intruders  from  physically 
breaking  into  a  facility. 

In  the  1980's  and  early  1990’s,  the 
"find  and  fix"  approach  took  hold  as 
technologies  such  as  client/server 
computing  and  the  Internet  fueled  new, 
more  complex  security  challenges.  As 
one  company  after  another  fell  victim 
to  a  variety  of  security  threats,  com¬ 
mercial  software  providers  responded 
with  products  targeted  at  individual 
areas  of  concern. 

Today,  IT  professionals  are  beginning 
to  realize  that  maintaining  security 
requires  more  than  simply  locking  one 
door  at  a  time.  Instead,  they  are  chal¬ 
lenged  to  minimize  security  risks  at  all 
points  across  the  enterprise  —  a  daunt¬ 
ing  task  considering  the  labyrinth  of 
applications  and  hardware  involved. 


Enterprise  Success:  A  Case  Study 
Courtesy  of  Xerox  Corporation 

In  partnership  with  one  of  their  leading 
customers,  Xerox  showcases  innovative 
industry-focused  solutions  and  services 
that  help  CIOs  improve  key  processes 
and  resolve  today’s  business  problems. 
By  combining  global  capabilities  and 
world-class  partners  from  information 
technology,  document  management 
and  knowledge  sharing,  the  presenter 
offers  solutions  to  help  customers 
become  more  efficient  while  anticipat¬ 
ing  and  responding  to  future  market 
changes  and  opportunities. 


Business  briefings  will  also  be 
presented  by: 

Chordiant  Software,  Inc. 

Enterasys 
E.piphany,  Inc. 

Genuity 

Hewlett-Packard  Company 
IBM  Corporation 
Intira  Corporation 
NetScout  Systems,  Inc. 

Powerware 


Venture 

OnStage 


NEW!  Venture  OnStage: 

Are  These  Entrepreneurs 
Ready  for  Prime  Time? 

For  this  conference,  we've  added 
a  new  feature  that  will  generate 
more  excitement  —  and  probably 
plenty  of  heated  discussion: 
Venture  OnStage! 

Our  esteemed  jury  of  CIO  maga¬ 
zine  executives  has  weighed  the 
merits  of  submissions  from  com¬ 
panies  who  think  they  have  hit 
upon  “the  next  blockbuster  idea.” 
In  order  to  qualify,  these  compa¬ 
nies  have  been  through  at  least 
one  round  of  financing,  and  have 
marketed  their  product,  service  or 
technology  for  less  than  a  year. 

We’ve  winnowed  the  hopefuls 
down  to  five  finalists,  and  we’re 
challenging  their  chief  executives 
to  convince  us  —  in  under  ten 
minutes  each  —  why  their  newest 
technology  or  service  should 
indeed  give  us  greater  expecta¬ 
tions.  You  get  the  chance  to  pep¬ 
per  them  with  questions,  and 
decide  whether  or  not  they  are 
ready  for  prime  time. 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720 


AVAVA 

#  communication 

AVAYA  Communication,  formerly 
the  Enterprise  Networks  Group  of 
Lucent  Technologies,  is  a  leading 
provider  of  communications 
and  networking  technology  for  busi¬ 
nesses,  with  a  customer  base  that 
includes  90  percent  of  the  Fortune 
500.  We  provide  a  full  array  of  busi¬ 
ness  communications  solutions  — 
including  service  and  support  func¬ 
tions  —  for  voice  and  data  networks, 
customer  relationship  management 
and  call  centers,  and  messaging. 
AVAYA  Communication  will  be  the 
worldwide  leader  in  messaging  and 
call  centers  and  the  U.S.  leader  in 
voice  communications  systems  for 
both  large  and  small  businesses. 


Brio 

Technology 


Brio  Technology,  Inc.  is  the  only 
business  intelligence  software  provider 
to  offer  a  complete,  integrated  analytic 
infrastructure  that  addresses  the  deci¬ 
sion-making  needs  of  today's  e-busi- 
ness/business  to  business  world.  The 
Brio  ONE  solution  —  including  Brio. 
Enterprise,  Brio.Report,  Brio.Portal,  and 
Brio.Applications  —  enables  organiza¬ 
tions  to  build  and  deliver  business 
intelligence,  enterprise  reporting,  and 
analytic  applications  to  users  in 
Intranet,  extranet,  and  hosted  applica¬ 
tion  environments,  all  with  unmatched 
ease  of  experience  and  scalability 
Contact  Brio  at  1-800-879-BRIO, , 
at  www.brio.com. 


CABLE  &  WIRELESS 

With  customers  in  70  countries, 
Cable  &  Wireless  is  a  major  global 
telecommunications  business  offer¬ 
ing  a  range  of  services  spanning 
broadband  data  and  Internet,  fixed 
and  mobile  voice,  as  well  as  interac¬ 
tive  entertainment  and  information. 

Cable  &  Wireless'  priority  for 
expansion  is  the  fast  growing  market 
of  data  and  IP  (Internet  Protocol) 
services  for  business  customers.  It  is 
making  major  investments  in  devel¬ 
oping  advanced  networks  and  servic¬ 
es  in  the  United  States,  Europe  and 
the  Asia  Pacific  region  to  build  the 
world's  leading  global  IP  infrastruc¬ 
ture.  With  the  capacity  of  this 
advanced  infrastructure  and  its  pres¬ 
ence  in  key  business  markets.  Cable 
&  Wireless  holds  a  unique  position 
in  terms  of  global  coverage  and  serv¬ 
ices  to  business  customers. 


Changepoint  Corporation 

IT  executives  are  making  intelligent 
and  profitable  informed  strategic 
business  decisions  —  all  while  reduc¬ 
ing  their  administrative  and  resource 
costs.  Changepoint  for  Enterprise  IT 
is  a  fully  integrated  corporate  IT  man¬ 
agement  software  solution  that 
empowers  IT  executives  to  centrally 
deploy,  manage  and  measure  time, 
costs,  skills  and  productivity  of  both 
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internal  resources  and  external  con¬ 
tractors.  Prepare  your  corporate  IT  ini¬ 
tiatives  with  an  end-to-end  view  of 
the  entire  IT  services  supply  chain. 
Visit  us  at  www.changepoint.com. 

©Chordiant® 

SOFTWARE,  I  NC. 

Chordiant  Software  builds  cus¬ 
tomer  relationship  management 
applications  tailored  for  business-to- 
consumer  companies,  serving  tradi¬ 
tional  and  e-business  environments, 
with  a  single  view  of  the  consumer. 

Unlike  Web-only  and  customer 
relationship  point  solutions, 
Chordiant' s  flagship  product, 
Chordiant  CCS  —  Customer 
Communications  Solution  — 
embraces  new  customer  communi¬ 
cations  methods  while  leveraging 
existing  ones. 

Chordiant  unifies  Web,  branch 
and  call  centers  through  a  single  cus¬ 
tomer  model  that  integrates  all  serv¬ 
ices,  offerings  and  business  goals.  As 
a  result,  Chordiant  allows  enterpris¬ 
es  to  retain  customers  and  grow  rev¬ 
enue  by  enabling  more  sophisticated 
relationships. 


CITRIX' 

• 

Clfrix  Systems,  Inc.  is  a  global 
leader  in  application  server  software 
and  services  that  offer  "Digital 
Independence™"  —  the  ability  to  run 
any  application  on  any  device  over 
any  connection,  wireless  to  Web. 


Citrix's  solutions  enable  organizations 
to  reach  more  users,  with  more  appli¬ 
cations,  in  more  locations  —  and 
achieve  this  with  greater  speed  and 
predictability,  and  lower  costs. 
Founded  in  1989,  Citrix  is  one  of  the 
world's  fastest-growing  software  com¬ 
panies,  with  more  than  100,000  cus¬ 
tomers  worldwide,  including  every 
one  of  the  FORTUNE  100  firms.  Its 
products,  including  MetaFrame™  soft¬ 
ware  and  Independent  Computing 
Architecture  (ICA),  have  been  widely 
adopted  by  the  corporate  mainstream 
to  achieve  key  business  goals. 


EDS  is  a  professional  services  firm 
that  applies  consulting,  information 
and  technology  in  innovative  ways 
to  enable  clients  to  improve  their 
overall  performance. 

Through  an  "end-to-end"  portfo¬ 
lio  of  services  that  includes  all 
aspects  of  electronic  business,  EDS  is 
the  provider  of  choice  for  thousands 
of  leading  businesses  and  govern¬ 
ments  around  the  globe.  EDS'  busi¬ 
ness  is  making  clients  more  success¬ 
ful.  The  company  works  with  its 
clients  to  extend  their  enterprises 
and  catapult  them  ahead  of  the 
competition.  It  provides  thought 
leadership  and  creates  measurable 
value  by  unleashing  the  full  poten¬ 
tial  of  information  and  technology. 

For  more  information  about  EDS, 
please  visit  wwiv.eds.com. 


ENTERASYS 

NETWORKS™ 

Enterasys  Networks  provides  power¬ 
ful  and  intelligent  infrastructure  solu¬ 
tions  for  today's  Global  2000  enter¬ 
prise  customers.  By  optimizing  its 
solutions  to  support  converged  voice, 
video  and  data  resources,  Enterasys 
builds  a  solid  end-to-end  foundation 
for  the  seamless  deployment  of 
emerging  e-business  applications. 

Flexible  and  highly  manageable, 
Enterasys  solutions  scale  to  meet 
changing  customer  demands  while 
protecting  investments  and  lowering 
cost  of  ownership.  With  industry- 
proven  technology,  strategic  partner¬ 
ships  and  24  x  7  worldwide  support, 
Enterasys  delivers  maximum  competi¬ 
tive  advantage  through  the  communi¬ 
cations  infrastructure. 

For  more  information,  visit  us  on 
the  Web  at  wivw.enterasys.com. 

(B. 

E.PIPHANY™ 

E.piphany  is  the  leading  provider  of 
intelligent  customer  interaction  soft¬ 
ware  for  the  customer  economy. 
Delivering  an  integrated  solution 
combining  insight  and  action  soft¬ 
ware  products,  E.piphany 's  Web- 
based  analytic  and  operational  CRM 
portfolio  provides  global  business 
with  a  single,  enterprise-wide  view  of 
each  customer,  to  better  understand 
and  proactively  respond  in  real-time 
to  customer  and  market  opportuni¬ 
ties.  Through  feature-rich  E.piphany 
products,  including  the  E.4  System, 


all  inbound  and  outbound  sales, 
service  and  marketing  interactions  are 
unified  through  multi-channel  cus¬ 
tomer  touchpoints  and  rich  analytics. 
E.piphany  serves  the  industry-leading 
enterprises  in  e-commerce,  financial 
services,  communications,  consumer- 
packaged  goods  and  technology. 


GENU  TY 

Genuity  Inc.  is  a  leading  facilities- 
based  provider  of  high  quality,  man¬ 
aged  Internet  infrastructure  services  to 
enterprises  and  service  providers. 
Genuity  offers  a  comprehensive  suite 
of  managed  Internet  infrastructure 
services,  including:  Internet  access 
through  dial-up,  dedicated  and  digital 
subscriber  lines;  Web  hosting  and 
content  delivery;  and  value-added  e- 
business  services  such  as  virtual  pri¬ 
vate  networks  (VPNs),  security  servic¬ 
es  and  voice-over-Intemet  Protocol. 
With  extensive  IP  experience,  the 
company  integrates  its  suite  of  servic¬ 
es  into  corporate  networks  and  deliv¬ 
ers  high-performance,  secure  and  scal¬ 
able  infrastructure  services  for  con¬ 
ducting  business  on  the  Internet.  Visit 
Genuity  at  wwiv.genuity.com. 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720 
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Hewlett-Packard  Company  (HP)  is  a 

leading  global  provider  of  computing 
and  imaging  solutions  and  services  for 
business  and  home.  HP  capitalizes  on 
the  opportunities  of  the  Internet  and 
the  proliferation  of  electronic  services. 
We  are  the  second-largest  computer 
supplier  in  the  world,  with  83,200 
employees  worldwide  and  revenue 
from  continuing  operations  of  $42.4 
billion  in  the  1999  fiscal  year. 

HP  is  extending  its  leadership  in 
enterprise  computing  to  the  Internet 
marketplace,  specifically  in  the  areas  of 
e-services  and  digital  imaging.  HP  will 
enable  the  vision  of  e-services  via  part¬ 
nerships  and  ventures  of  its  own  in  the 
areas  of  apps-on-tap,  which  is  pay-as- 
you-go  software,  and  e-seivice  portals. 


IBM  has  introduced  the  world's 
most  powerful  Intel-based  server,  the 
64-processor  NUMA-Q  E410,  along 
with  the  industry's  most  affordable 
technology-leading  two-way  server, 
the  Netfinity  3500  M20.  These  prod¬ 
ucts  represent  the  high-end  and  the 
low-end  of  the  industry's  most  scala¬ 
ble  Intel-based  server  line  for  e-busi- 
ness  running  Windows  2000  and 
Linux  environments.  Visit  our  Web 
site  at  www.ibm.com/servers/. 


miDC 

Analyze  the  Future 

IDC  is  a  leader  in  delivering  reliable 
and  insightful  IT  data,  analysis,  and 
opinions  to  enable  organizations  to 
successfully  participate  in  the  Internet 
economy.  Founded  in  1964,  this 
worldwide  company  employs  more 
than  650  industry  analysts  who  cover 
a  broad  spectrum  of  technology  and 
management  areas.  IT  professionals 
and  executives  rely  on  IDC's  research 
and  advisory  services  for  clarification, 
validation,  and  guidance  in  their  tac¬ 
tical  and  strategic  IT  decision  making. 

Let  IDC  help  you  realize  maxi¬ 
mum  value  and  ROI  from  the  dol¬ 
lars  you  spend  applying  IT  to  busi¬ 
ness  strategy. 

Visit  IDC's  Web  site  at  www.idc. 
com/itadvisor  or  call  1-800-343-4952 
ext.  4773  for  more  information. 

Information 

Builders. 

Information  Builders  helps  organiza¬ 
tions  grow  their  businesses  through 
the  power  of  information.  Its  i-busi- 
ness  software  solutions  combine  data 
integration  and  business  intelligence, 
giving  people  the  ability  to  access  and 
share  real-time  information  over  the 
Internet.  Headquartered  in  New  York 
City,  Information  Builders  is  one  of 
the  largest  independently  owned  soft¬ 
ware  companies  in  the  world  with 
more  than  5,000  customer  sites, 
including  92  of  the  top  100  corpora¬ 
tions,  currently  using  its  technologies. 


inlel. 

For  over  three  decades,  Intel 
Corporation  has  developed  technolo¬ 
gy  enabling  the  computer  and 
Internet  revolution  that  has  changed 
the  world.  Intel  is  at  the  forefront  as  a 
primary  building  block  supplier  for 
the  Internet  economy.  Today,  compa¬ 
nies  incorporate  Intel  architecture- 
based  solutions  across  their  connected 
business  and  IT  environments  to  cre¬ 
ate  successful  e-Business  infrastruc¬ 
tures:  from  Internet  servers  to  data 
center  systems,  desktops  to  worksta¬ 
tions,  and  laptops  to  network  PCs 
and  online  services.  For  more  infor¬ 
mation  on  Intel  and  its  role  in 
e-Business,  visit  us  on  the  Web  at 
www. intel.com/eBusiness. 


O  fntentra 

Intentia  International  is  one  of  the 

world's  leading  suppliers  of  Enterprise 
Applications  to  companies  that  man¬ 
ufacture  products  in  discrete  and 
process  environments.  Intentia  is  an 
ISO  9000  certified  software  developer 
and  worldwide  IBM  development 
partner  for  the  IBM  AS/400.  Our 
Enterprise  Application,  Movex,  is 
designed  to  improve  the  underlying 
business  processes  within  distribution 
and  manufacturing  companies,  in  the 
areas  of  logistics,  production,  distribu¬ 
tion  and  finance.  Available  in  24  lan¬ 
guages,  Movex  is  implemented  in 
more  than  4,000  sites  worldwide. 
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For  more  information,  please  call 
1-800-SW-MOVEX  or  visit  us  at 
www.intentia.com. 


^ \1NT1RA 

Intira  Corporation  is  a  provider  of 
Netsourcing  —  the  outsourcing  of  the 
complex  IT  and  network  infrastructure 
required  to  support  mission-critical 
e-business  applications.  Intira 
Netsourcing  Solutions  incorporate 
highly  skilled  technical  resources, 
highly  automated  operations,  a  suite 
of  value-added  services,  and  a  seam¬ 
lessly  integrated  world-class  infrastruc¬ 
ture  —  Enterprise-Class  Data  Centers 
and  superior-quality  broadband  net¬ 
work  —  operationally  controlled  by 
state-of-the-art  Service  Management 
Centers.  Intira's  comprehensive  Service 
Level  Agreements  ensure  application 
availability  up  to  99.95  percent,  while 
the  OneSource-OneCall  customer  sup¬ 
port  program  provides  a  single  point 
of  accountability. 

Customers  include  Fortune  1000 
organizations,  dot.com  companies, 
ASPs,  and  ISVs  that  depend  on  the 
availability  of  their  mission-critical 
e-business  applications.  Visit  Intira  at 
www.intira.com,  or  call  888-326-3638. 


Vinvensys 

Power  Systems 

Invensys  Power  Systems-secure 

power,  ensures  critical  business 
uptime  with  its  industry-leading  UPS 
hardware,  innovative  software  and 
global  services  for  total  power  man¬ 
agement  solutions.  Invensys  Secure 
Power's  comprehensive  product  offer¬ 
ings  deliver  high-level  systems  avail¬ 
ability  to  a  broad  range  of  applica¬ 
tions  —  from  e-business  to  global 
networks,  ISPs,  industrial  and  com¬ 
munications  equipment.  Because 
when  your  systems  aren't  up  and  run¬ 
ning,  your  business  halts. 

Invensys  Secure  Power  is  com¬ 
prised  of  the  leading  brands, 
Powerware,  Best  Power  and  IPM.  For 
more  information,  visit  our  Web  site 
at  www.invensys-power.com. 


iomega 

Iomega  Corporation,  a  leader  in 
smart,  portable  storage  solutions, 
manufactures  and  markets  the 
award-winning  Zip®,  Jaz®  and  Clik!® 
drives  and  disks  and  markets  the 
ZipCD®  CD-RW  drives  and  discs 
that  help  mobile  and  desktop  users 
in  business,  government  and  educa¬ 
tion  to  organize,  manage,  create, 
exchange  and  share  their  important 
information.  Iomega  Corporation 
can  be  reached  at  800  MY-STUFF 
(800  697-8833),  or  on  the  Web  at 
www.iomega.com. 


KtdQCERB 

^mita _ 

Kyocera  Mita  America,  Inc.,  is  a 

leader  in  digital  document  imaging. 
As  part  of  the  $7.5  billion  Kyocera 
Corporation,  KMA  is  known  for 
developing  economical,  ecologically 
sound  print  engines,  state  of  the  art 
controllers  and  network  tools  plus 
years  of  innovation  in  copier  tech¬ 
nologies,  paper  handling  and  manu¬ 
facturing  experience.  The  product 
line  includes  network  ready  comput¬ 
er  connectable  digital  printers,  print¬ 
er/copiers,  color  printer/copiers, 
multifunctional  and  wide  format 
imaging  solutions.  For  more  infor¬ 
mation,  visit  www.kyoceramita.com. 

ii  LEGATO 

Legato  Systems,  Inc.,  is  a  worldwide 
leader  in  the  enterprise  storage  man¬ 
agement  software  market.  Helping 
companies  leverage  business-critical 
corporate  data  assets,  Legato 's  prod¬ 
ucts  and  services  enable  information 
continuance,  a  seamless  approach  to 
the  movement,  management  and 
protection  of  data  throughout  an 
enterprise.  Founded  in  1988,  Legato 's 
storage  management  software  prod¬ 
ucts  have  become  the  recognized 
industry  standard  with  the  largest 
installed  base  representing  over 
60,000  customers. 
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LOCKHEED  MARTIN 


Integrated  Business  Solutions 
Company,  headquartered  in 
Orlando,  FL,  is  the  commercial  IT 
services  arm  of  the  Lockheed 
Martin  Corporation.  IBS  is  an 
international  IT  services  provider 
that  partners  with  customers  for  IT 
outsourcing,  e-business  solutions, 
enterprise  systems  integration,  and 
technology  training  solutions. 
Lockheed  Martin  is  a  global  enter¬ 
prise  principally  engaged  in  the 
research,  design,  development, 
manufacture  and  integration  of 
advanced-technology  systems,  prod¬ 
ucts  and  services.  For  more  informa¬ 
tion  about  Integrated  Business 
Solutions,  visit  our  web  site  at 
iuww.ibs-lmco.com. 


NetScout. 

Because  the  network  is  the  business 

NetScout  Systems,  Inc. 

(Nasdaq:NTCT)  is  a  leading  provider 
of  network  and  application  perform¬ 
ance  management  solutions. 
NetScout's  solutions  ensure  e-busi- 
ness  applications  stay  up  and  run¬ 
ning  at  optimum  performance 
through  real-time,  system-wide  visi¬ 
bility  and  actionable  information  for 
fault  isolation. 

NetScout's  unique  Application 
Flow  Management  (AFM)  technolo¬ 
gy  collects  and  presents  the  rich  set 


of  application  and  Web  traffic  infor¬ 
mation  via  NetScout's  application- 
aware  instrumentation  and  reporting 
and  analysis  software.  Further  infor¬ 
mation  is  available  at  www.netscout.com. 


i 

f?  r o  S  i  g  h  t 


ProSight,  the  leader  in  IT  Manage¬ 
ment  (ITM),  is  equipping  IT  organi¬ 
zations  with  the  first  of  its  kind  IT 
Management  application,  enabling 
CIOs  to: 

■  Align  IT  spending  with  key  busi¬ 
ness  objectives 

■  Communicate  across  the  enterprise 
in  a  common  business  language 

■  Measure  IT  effectiveness  and  effi¬ 
ciency  through  key  performance 
indicators 

With  ProSight,  IT  organizations 
accelerate  time  to  market,  lower 
project  failure  rates,  improve  cus¬ 
tomer  satisfaction  and  develop 
strategies  that  support  key  business 
objectives.  Productivity  is  increased 
as  IT  management  activities  are 
automated,  and  the  entire  team  has 
instant  access  to  job  critical  informa¬ 
tion  from  a  single  source.  Visit  us  at 
www.  prosight,  com. 


SYMANTEC. 


Symantec,  a  world  leader  in  Internet 
security  technology,  provides  a  broad 
range  of  content  and  network  security 
solutions  to  individuals  and  compa¬ 
nies.  The  company  is  a  leading 
provider  of  vims  protection,  risk 
management,  Internet  content  and  e- 
mail  filtering,  and  mobile  code  detec¬ 
tion  technologies  to  enterprise  cus¬ 
tomers.  Headquartered  in  Cupertino, 
CA,  Symantec  has  worldwide  opera¬ 
tions  in  more  than  24  countries.  For 
more  information  please  visit 
www.symantec.  com. 


XEROX 

Xerox  Corporation  is  the  leader  in 
the  worldwide  document  market,  pro¬ 
viding  solutions  that  enhance  cus¬ 
tomer  productivity.  Xerox'  solutions 
and  systems  are  designed  to  help 
offices  around  the  world  capture, 
share  and  use  knowledge.  The  compa¬ 
ny  has  unparalleled  expertise  in  the 
document  space  —  both  paper  and 
electronic  —  and  provides  industry- 
specific,  global  document  solutions, 
based  on  its  hardware,  software,  net¬ 
work  and  consulting  services. 

Xerox  is  the  only  document  services 
provider  with  a  global  sales,  service 
and  manufacturing  capability.  The 
$19  billion  company  is  headquar¬ 
tered  in  Stamford,  CT.  For  more  infor¬ 
mation,  visit  www.xerox.com. 
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This  Frank  Lloyd  Wright-inspired  resort  holds  a  direct  link  to  the  fabled  architect.  Wrapped 
in  history,  this  world-renowned  destination  has  been  crowned  "The  Jewel  of  the  Desert." 

Guests  may  try  a  leisurely  outdoor  game  of  lawn  chess  or  croquet,  or  challenge 
the  club  pro  on  one  of  the  resort's  seven  tennis  courts.  Others  may  choose  a 
different  way  to  enjoy  the  surroundings.. .from  a  golf  cart.  A  myriad  of  biking 
and  hiking  trails,  or  the  state-of-the-art  workout  facilities,  provides  the  ultimate 
in  exercise  or  pamper  yourself  in  the  22,000  sq.  ft.  European  Spa. 
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ENROLLMENT  FORM 


Please  visit  our  Web  site  at  www.cio.com/conferences 
or  Call  us  at  800  366-0246.  You  may  also  Fax  the 
completed  form  to  508  879-7720  or  mail  to: 

Executive  Programs,  CXO  Media,  Inc.,  D3620,  Boston, 
MA  02241-3620. 


PERSPECTIVES 


NAME 


TITLE 


If  this  is  your  first  CIO  conference, 
your  business  card  is  required 
in  order  to  process  registration. 


COMPANY 


ADDRESS 


MAIL  STOP 


CITY  STATE  ZIP  CODE 


PHONE  FAX 


E-MAIL  COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


WHAT  ARE  YOUR  ORGANIZATION’S  ANNUAL  REVENUES  OR  ASSETS? 


WHAT  IS  YOUR  ANNUAL  IT  BUDGET? 


YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 

HOTEL  ACCOMMODATIONS  -  We  urge  you  to  make  your  reservations 
early  by  calling  the  hotel  at  602  955-6600  ext.  5400  and  identifying 
yourself  as  part  of  the  CIO  conference  to  receive  the  conference  rate. 

CIO  will  make  hotel  reservations  for  government/military  participants  only. 
Be  sure  to  guarantee  your  room  with  a  credit  card,  as  all  unreserved  or 
unguaranteed  rooms  will  be  released  on  September  8,  2000.  Hotel 
reservations,  cancellations  and  charges  are  your  responsibility.  If  a  CIO 
conference  Enrollment  Form  is  not  received  within  48  hours  of  making 
your  hotel  reservation,  your  room  will  be  released  from  the  CIO  room  block. 

ENROLLMENT  FEES  -  All  enrollment  fees  must  be  paid  in  advance 
of  the  meeting.  Fee  includes  conference  sessions,  business  briefings, 
Corporate  Host  displays,  conference  materials,  scheduled  meals, 
receptions  and  entertainment.  Transportation,  hotel  and  recreation 
are  your  responsibility.  Please  note  that  submission  of  this  enrollment 
form  to  CIO  obligates  the  attendee/sender  for  the  enrollment  fee. 

CANCELLATION  -  ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST 
BE  MADE  IN  WRITING.  You  may  cancel  your  conference  or  companion 
enrollment  up  to  September  15,  2000  without  penalty.  A  $250  administra¬ 
tion  fee  will  be  imposed  for  cancellations  received  between 
September  16  -  September  29,  2000.  No  refund  or  credit  will  be 
given  for  cancellations  after  September  29,  2000  or  for  no  shows. 

You  may  send  a  substitute  in  your  place.  CIO  reserves  the  right  to 
decline  enrollment  to  any  registrant. 


CHECK  ALL  THAT  APPLY: 

Enrollment  Fees: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,480 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

□  GOVERNMENT/MILITARY  =  $2,745 

This  fee  includes  your  hotel  for  three  nights.  Do  not  make 
your  hotel  reservations,  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive 
management  of  IT  vendor  and  consulting  companies.  This  fee 
is  payable  by  company  check  only.  CIO  will  make  the  final 
determination  of  this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any 
conference-related  functions.  Includes  all  scheduled  meals, 
receptions,  entertainment,  companion  breakfast,  a  stretch  and 
tone  class,  and  planned  companion  activities.  Conference 
session  attendance  is  not  included. 

PAYMENT:  TA2 

□  Check  enclosed 

□  P.O.# _ 

(A  complete  Purchase  Order  must  be  submitted  within  10  days) 

□  AMEX  □  Visa  □  MC  Exp. _ 

Credit  Card  #  _ _ _ 

Signature  _ _ _ 

□  I  am  not  staying  at  the  Arizona  Biltmore  Resort  &  Spa. 

Name  of  alternate  hotel _ 


-  La  ■  ■ 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at 
www.cio.com/conferences  or  FAX  us  at  508  879-7720. 
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CIO  Confidential 

Onlv  the  Xames  Have  Been  Changed 


Time  Warped 

BY  ANONYMOUS 

YOU  ARE  ABOUT  TO  be  put  into  a  time  machine  and  sent  back 
1,100  years,  never  to  return.  You  must  make  your  way  in  a 
hostile,  alien  environment,  armed  only  with  your  wits  and  three 
books.  You  can  choose  any  books  you  like — as  long  as  you’ve 
actually  read  them  sometime  in  the  last  five  years.  WTiat  three 
books  do  you  take? 

It’s  a  trick  question,  of  course.  You  probably  haven’t  had  time 
to  read  three  real  books  in  the  last  five  years,  and  if  you  have, 
you’ve  got  to  wonder  how  useful  some  claptrap  about,  "The 
Seven  Most  Effective  Habits”  or  "The  Millionaire  Next  Door” 
is  going  to  be  as  you  struggle  to  fight  a  cooking  fire  while  re¬ 
arranging  your  body  lice.  Perhaps  that  Viking  coming  over  the 
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hill  will  be  so  impressed  by  your  grasp  of  paradigm  shifts  and 

killer  apps  that  he’ll  drop  his  sword  and  offer  you  a  danish. 

Face  it,  we  won’t  take  the  time  to  indulge  ourselves  by  read-  - 

ing  what  we  love,  what  moves  us,  or  what  might,  God  forbid,  i 

in  some  way  enhance  a  more  practical  understanding  of  the  = 

world  around  us.  Long  before  you’ve  achieved  that  exalted,  | 

exhausted  rank  of  CIO.  you  realize  that  everything  is  work —  = 

ij 

a  caffeine-fueled  jitterbug  interrupted  by  stop-and-go  dashes  = 
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us  as  the  glue  for  e-business 


' 

Congratulations. 


Your  e-business  is  booming.  Now  what?  The  eService  Suite  "  from 

JT  i  - 

ServiceWare  includes  everything  you  need  to  keep  your  customers 
coming  back  again 


and  again.  On  the 
Web,  in  the  call 
center,  in  the 
field. ..the  eService 
Suite  delivers 
immediate  answers  to 
questions  about  your 
products  and  services. 
It  even  integrates 
with  leading 
customer  relationship 
management 
software,  enabling 
you  to  leverage  your 
existing  investments. 
Over  4,000 
organizations  (and 
their  customers)  have 
experienced  the 
benefits  of 


.V.  1- ; 


To  convert  e-buyers  into  repeat  buyers,  call  us  at  800-572-5748. 
Or  check  us  out  at  www.serviceware.com. 


Service  ware 


Opinion  |  CIO  Confidential 


in  the  Range  Rovers  for  visits  to  the  family  McMansion  last¬ 
ing  just  long  enough  to  stay  married  (or  not)  and  get  six  hours 
of  fitful  sleep.  Work  invades  our  private  lives  in  ways  our  pri¬ 
vate  lives  could  never  invade  our  work — strictly  a  one-way 
valve.  We  are  members  of  a  generation  perpetually  in  pursuit  of 
the  rainbow’s  end,  chronically  short  on  patience  and  kindness, 
rarely  happy,  sacrificing  the  real  gifts  of  the  present  on  the  altar 
of  the  future.  We  grind  pencils  to  nubs  until  we  are  nubs  our¬ 
selves,  and  watch  our  lives  flash  by  faster  than  a  rental  car 
over  speed  bumps. 

Surely,  there  are  some  who  wouldn’t  have  it  any  other  way. 
Those  addicted  to  accumulating  wealth  as  a  means  of  keeping 
score,  those  who  love  administration  and  wire-pulling  for  its 
own  sake  and  aren’t  in  the  least  interested  in  what  it’s  all  about, 
and  even  the  rest  of  us  who  on  those  rare  and  glorious  occa¬ 
sions  are  blessed  with  a  project  so  compelling,  challenging  or 


My  reward,  if  you  can  call  it  that,  was  to  become 
the  CIO  of  an  operation  so  obscenely  profitable  we 
flew  the  Jolly  Roger  just  below  the  American  flag. 


just  plain  important  we  forget  to  go  home  at  night.  Occasions 
when  time  is  most  elastic  and  sleep  suddenly  seems  a  poor  sub¬ 
stitute  for  pots  of  coffee. 

(If  you’re  a  CIO,  it’s  probably  been  a  long  time  since  you  had 
one  of  these.) 

Years  ago,  I  worked  for  a  global  conglomerate  made  up  of 
divisions  in  a  wide  range  of  industries,  sizes  and  profit  contri¬ 
butions.  I  started  out  as  the  CIO  of  one  of  the  smaller,  poorer 
divisions,  leading  a  department  chronically  short  of  budget, 
work  space  and  perks.  In  our  comparatively  small  group, 
everyone  wore  two  or  three  hats,  programmers  worked  closely 
with  the  users  without  the  filtering  layers  of  functional  analysts, 
and  in  the  interest  of  time,  every  job  was  stripped  down  to  its 
essential  steps.  The  hours  were  long,  the  pay  was  lousy,  the 
office  was  a  sty,  and  every  year  we  scored  highest  among  all 
the  divisions  in  job  satisfaction  and  lowest  in  turnover.  My 
reward,  if  you  can  call  it  that,  was  to  be  catapulted  to  the  other 
end  of  the  spectrum  as  the  CIO  of  the  corporation’s  largest 
(richest)  division,  an  operation  so  obscenely  profitable  we  flew 
the  Jolly  Roger  just  below  the  American  flag. 

You’ll  have  to  trust  me  that  what  follows  is  in  no  way  an 
exaggeration. 

The  headquarters  building  was  a  classically  architected  struc¬ 
ture  overlooking  gardens,  lakes  and  forests.  Inside,  marble  floors, 
paneled  walls,  bank,  dry  cleaner,  tailor,  fitness  center,  bike  and 
running  trails  (complete  with  mountain  bikes),  white-tablecloth 


dining  rooms,  a  guy  (I’m  not  kidding)  who  would  come  to  your 
desk  to  shine  your  shoes  and  as  you  might  have  guessed,  an  IT 
department  with  the  lowest  job  satisfaction  scores,  lowest  pro¬ 
ductivity  and  highest  turnover  among  all  the  divisions. 

Now,  I  knew  all  this  before  I  accepted  the  job,  but  as  I  con¬ 
sidered  my  new  surroundings  and  what  I  had  just  come  from, 
I  was,  nonetheless,  stunned.  The  long  and  painful  process  to 
fix  this  (to  the  extent  that  we  could)  taught  us  a  lot  about  what 
makes  effective  IT  organizations  gel  in  a  time  when  demand 
for  human  resources  outruns  supply;  and  it  taught  us  even  more 
about  the  subtleties  of  leadership  and  leadership’s  fundamental 
imperative  in  the  face  of  the  impersonal  texture  of  modern 
working  life,  as  experienced  by  the  professional-level  migrant 
family  holding  down  multiple  jobs.  In  a  word,  we  learned 
patience.  We  learned  that  maintaining  a  balance  between  the 
drive  to  achieve  results  and  how  those  results  were  achieved, 

ensuring  that  our  actions  were  consistent 
with  our  purpose,  was  the  only  way  to 
bring  about  the  alchemy  we  needed. 

We  realized  pretty  quickly  that  the 
company  had  managed  to  provide  every¬ 
thing  that  the  average  employee  could 
want  (high  salaries,  good  benefits,  great 
facilities)  and  none  of  the  things  that  IT 
professionals  need.  Few  skills  are  as  portable  or  as  valuable  as 
the  skills  these  people  possess,  few  jobs  as  critical  to  daily  oper¬ 
ations  as  the  ones  these  people  fill,  and  few  functions  within  a 
company  as  reviled  and  misunderstood  as  the  one  these  people 
report  to,  and  yet,  all  they  ask  in  return  for  their  loyalty  and 
14-hour  workday  is  for  us  to  give  them  a  few  simple  things:  a 
sense  of  mission,  an  intellectual  challenge  and  time.  Time  to  con¬ 
template,  time  to  innovate,  time  to  make  the  inevitable  mis¬ 
takes  and  recover  without  penalty  or  recrimination,  and  time 
to  deliver  as  good  a  finished  product  as  possible. 

Tell  us  why.  Don’t  tell  us  how.  We’ll  tell  you  when. 

No  doubt,  someone  reading  this  column  is  saying  to  them¬ 
selves,  “Yeah,  but  what  about  having  fun?”  To  them  I  say, 
“Get  a  grip!”  The  reason  we  pay  people  to  be  here  is  because 
work  is  work,  the  ultimate  four-letter  word.  If  we  could  really 
provide  any  kind  of  sustained  fun,  we’d  charge  admission  to 
these  cubicles. 

The  tempo  of  life  continues  to  quicken.  We  don’t  think  of 
time  as  a  gift;  we  think  of  it  as  a  commodity.  We  save  it,  spend 
it,  stretch  it,  lose  it,  make  it,  waste  it,  everything  but  experience 
it.  In  the  early  1800s,  a  business  trip  from  New  England  to 
California  would  have  taken  us  two  or  three  punishing,  dan¬ 
gerous  months.  After  1870,  once  the  transcontinental  rail¬ 
road  was  finished,  we  could  have  made  that  same  journey  in 
seven  days.  So  quick,  one  newspaper  reported  at  the  time, 
“You  didn’t  even  have  time  to  take  a  bath.” 
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Change.  It’s  the  one  constant  in  your  evolving  workforce.  But  now  there’s  a  better  way  to  cope.  With  a  blended  model  of 
applications  and  services  that  enables  you  to  find,  hire  and  manage  the  right  contract  workers,  right  when  you  need  them. 
With  a  skills  procurement  solution  that  aggregates  all  your  staffing  suppliers  into  a  single,  private  supply  network.  And  with 
performance  data  designed  to  help  you  make  the  most  informed  hiring  decisions.  No  matter  where  your  next  hire  may  be. 
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And  this  was  in  the  days  before  those  little  pine-tree-shaped 
air  fresheners! 

While  we  don’t  consider  travel  at  that  speed  the  miracle  that 
our  great-great  grandparents  did,  consider  how  much  time  we 
would  have  had  during  that  week  for  thinking  and  reading, 


We  don’t  think  of  time  as  a  gift;  we  think  of  it  as 
a  commodity.  We  save  it,  spend  it,  stretch  it,  lose 
it,  make  it,  waste  it,  everything  but  experience  it. 


designing  and  inventing — not  to  mention  sight-seeing — 
compared  to  our  experiences  traveling  today.  Sadly  and  inex¬ 
plicably,  telling  people  how  busy  we  are,  that  we  have  no  time 
to  spare,  that  our  calendars  are  completely  booked,  somehow 
makes  us  feel  important  instead  of  embarrassed  by  our  inability 
to  successfully  manage  this  precious  resource  (we  being  pro¬ 
fessional  managers  and  all). 

So,  what  three  books  would  I  take  with  me?  I  was  afraid 
you’d  ask. 


I  suppose  my  first  choice  would  be  the  Bible.  Even  for  those 
of  us  who  count  themselves  among  the  less  pious,  the  Bible  may 
be  the  closest  thing  to  common  intellectual  ground  you’re  liable 
to  find  with  the  natives  (assuming  the  time  machine  deposits 
you  in  Europe) — something  akin  to  commiserating  about  the 

Red  Sox  around  the  watercooler. 

Book  two  would  be  The  Official  Boy 
Scout  Handbook  (yes,  I  was  a  scout 
leader  for  two  thrilling,  malarial  sum¬ 
mers).  It  may  not  be  much  help  with 
marauding  Vikings,  but  it’s  first-rate 
when  starting  cooking  fires  and  may 
come  in  handy  should  I  decide  to  raise 
an  army  of  belligerent,  hyperactive  midgets. 

Book  three  would  be  an  SAP  implementation  guide.  Sure, 
the  content  will  be  just  as  confusing  and  pointless  in  900  A.D. 
as  it  is  today,  but  as  a  cure  for  homesickness,  well,  need  I  say 
more?  MfJ 


What  three  books  would  you  take  back  to  the  Dark  Ages,  and  why?  Let 
Anonymous  know  at  confidential@cio.com.  Anonymous  has  been  a  CIO  at 
household-name  companies  in  various  industries  for  over  12  years. 


Introducing  CIO's  Online  Mentor-Matching  Service 


Meet  Your  Match 

Let  us  help  you  find  a  mentor 
or  someone  to  coach 


Jt’s  impossible  to  know  all  there  is  to  know  about 
being  a  successful  IT  executive.  Neither  a  newcomer 
nor  a  20-year  veteran  has  all  the  answers  to  mas¬ 
tering  one  of  the  hardest  jobs  in  today’s  organiza¬ 
tions.  That's  why  there’s  a  critical  need  for  IT  leadership  mentoring 
and  executive  coaching.  That  need  is  especially  great  with  a  new  gen¬ 
eration  of  IT  managers  taking  the  reins  as  CIO  and  CTO.  Meanwhile, 
veteran  leaders  can  offer  a  treasure  trove  of  hard-earned  insights 
such  as  how  to  play  the  political  game  successfully  and  provide  smart 
project  leadership  and  the  keys  to  motivating  IT  staff  and  managing 
user  expectations. 

Unfortunately,  it’s  hard  to  find  someone  to  work  with.  Even  start¬ 


ing  the  search  can  be  a  challenge.  We  can  help.  CIO's  free  mentor¬ 
matching  service  will  pair  IT  managers  eager  to  learn  from  a  vet¬ 
eran’s  war  stories  and  wisdom  with  seasoned  executives  who  want 
to  share  their  ideas  and  advise  earnest,  bright  professionals.  We  pro¬ 
vide  the  ground  rules;  you  provide  the  small  time  commitment  of  one 
phone  call  or  in-person  interaction  per  month  for  a  three-month  trial 
period.  Visit  www.cio.com/forums/executive/mentors  for  more  infor¬ 
mation  and  to  enroll— because  this  job  ain’t  getting  any  easier. 


254  CIO  AUGUST  15,  2000  •  www.cio.com 


IBM  and  the  e-business  logo  are  registered  trademarks,  trademarks  or  service, mark?  of  Inlel national  Business  Maeliinos  Corporation! in  the  United!  Stales  and/fn  elbor  countries...  Other  Gompnny;  product  and:  seiviee  names  111;  •/  hi'  tiademaiks  01  service  hunks  ol  others  I  lie  event: 
persons  and  stories  mentioned  herein  are  purely  fictional.  >  2000  IBM  Corp. 


? 


Should  have  talked  to 
IBM  Global  Services  here 


Banking  CEO 
declares, “It’s  the 
Internet,  dummy.” 


CEO  questions 
his  antacid’s  » 
recommended  dosage, 


Moneyline  questions 
CEO’s  overall 
Internet  strategy. 


Credit  card  division  to  launch 
shopping  service  online. 


Retail  department  to  sell 
travelers  checks  online. 


Mortgage  department 
to  post  rates  online. 


HHp 


e-business  starts  with  insight:  business  insight  and 
technology  insight.  IBM  Global  Services  has  the  people 
leverage  both.  Visit  ibm.com/services/us3 
IBM  7777  and  ask  for  services. 


Division  heads 
spring  into  action. 


* 

iiie 

•mr 

if  • 

V 

*** 


t*r. 


(©  business  consulting 


Opinion 


Re: 

Managing  People 
The  Scalability  Problem 


More  Than 


BY  MARK  RITTENBERG 


ONE  THING  IS  CERTAIN  about  the  workplace  in  the  21st  century — 
it’s  not  like  your  father’s.  Unemployment  is  the  lowest  in 
decades,  and  employees  at  all  levels  have  options  open  to  them 
that  they  never  had  before.  Executives  are  confronted  with 
the  need  to  make  business  decisions  in  a  time  of  change  and 
uncertainty.  Paramount  among  them  is  how  to  keep  valued 
employees.  Many  CIOs  may  be  surprised  to  learn  that  it  isn’t 
money  or  fringe  benefits  that  keep  those  people  loyal — it  is 
people  management. 

While  those  who  are  skipping  from  job  to  job  may  seem 
to  outsiders  to  be  moving  only  for  the  money,  the  reasons 
turn  out  to  be  rather  different.  A  25-year-long  Gallup  poll  of 
employees  reveals  there  are  several  factors  that  keep  an 
employee  in  one  company,  and  the  top  ones  aren’t  financial. 
The  poll  discloses  that  employees  stay  where  they  feel  appre¬ 
ciated,  where  they  feel  their  own  work  is  contributing  to  the 
overall  mission  of  the  company,  where  they  have  good  friends 
and,  most  important,  where  they  have  a  manager  who  truly 
manages  them.  When  employees  leave,  they  leave  managers, 
not  companies. 


And  there’s  the  rub.  In  the  new  world  of  startups,  led  by 
young  and  talented  visionaries,  those  same  people  who  are 
so  good  generating  ideas  often  turn  out  to  be  the  worst  man¬ 
agers.  Just  because  someone  starts  and  develops  a  company 
to  a  point  where  there  are  real  employees  does  not  necessar¬ 
ily  mean  he  is  the  best  person  to  manage  those  employees. 
Unfortunately,  that  same  energy  and  passion  that  brought  the 
company  so  far  may  actually  create  anxiety  among  employ¬ 
ees  who  go  crazy  trying  to  figure  out  where  to  go  with  the 
boss’s  ideas.  As  a  corporate  trainer  and  executive  coach,  I 
have  seen  the  wrong  type  of  manager  almost  ruin  a  company, 
and  I  have  seen  companies  with  a  shaky  business  plan  pros¬ 
per  under  great  managers. 

Employers  who  have  lost  valuable  people — in  whom  they 
have  invested  time,  training  and  nurturing — may  need  to  reex¬ 
amine  their  workplace  culture,  or  they  will  continue  to  lose 
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do  leading-edge  professional 
services  organizations  meet  the  chal¬ 
lenges  of  the  new  services  economy?  By 
Connecting  the  Service  Chain™  with  e-business 
solutions  from  Evolve.  With  Evolve,  organizations  become 
nimbler.  Smarter.  More  adaptive.  They  seize  opportunities 
and  build  teams  more  effectively.  And  because  Evolve  offers 
the  only  end-to-end  Service  Chain  solution,  you  are  able  to 
connect  the  right  people  with  the  right  knowledge  to  the  right 
projects,  every  time.  The  end  results?  Streamlined  operations.  A 
far  more  effective  deployment  of  resources.  Greater  employee 
and  customer  satisfaction.  And  perhaps  most  importantly, 
maximized  profitability  and  continued  long  term  success. 

Get  the  solution  that  is  already  the  choice  of  leading 
professional  services  organizations.  Connect  with  us  at 
www.evolve.com,  or  call  (888)2-EVOLVE.  Because 
in  this  evolving,  services-dominated  world, 
good  connections  make  all  the  difference. 

Evolve.  Connect.  Thrive™ 
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them.  Good  employees  make  the  manager  look  good,  so  it  is 
in  everyone’s  interest  to  keep  good  people. 

What  is  the  secret  to  keeping  valued  employees?  What  con¬ 
vinces  some  people  to  stay  at  a  job  for  years,  while  others  keep 
moving  on?  In  strong  economic  times,  when  there  are  many 
options  open  to  employees,  it  is  more  important  than  ever  that 
companies  keep  valued  employees.  And  because  it  is  up  to  the 

When  employees  leave,  they 
leave  managers,  not  companies. 

manager  to  keep  talented  employees,  he  must  develop  a  pattern 
of  managing  so  that  each  employee  feels  a  commitment  to 
the  company. 

Through  my  interviews  with  employees,  I  discovered  sev¬ 
eral  things  that  make  a  great  place  to  work:  knowing  what  is 
expected  of  you,  having  the  right  materials  and  equipment  to 
do  the  job,  having  the  opportunity  to  do  what  you  do  best 
every  day,  knowing  that  someone  at  work  cares  about  you 
and  feeling  that  your  opinions  count.  A  good  manager  is  one 
who  makes  employees  feel  that  they  are  seen,  heard  and  rec¬ 


ognized  for  their  successes.  A  good  manager  is  a  coach  who 
finds  a  way  to  help  employees  make  a  contribution,  and  who 
develops  his  people  on  a  consistent  basis.  A  good  manager 
knows  how  to  motivate  and  inspire.  A  good  manager  is  a  cast¬ 
ing  director — he  does  not  set  his  people  up  for  failure  by 
putting  them  in  the  wrong  position  or  one  that  will  not  hold 
their  interest.  A  good  manager  challenges  employees. 

This  is  not  to  say  that  a  decent  salary  and  good  benefits  are 
not  important — of  course  they  are.  What  is  more  important  is 
whether  people  feel  they  make  a  difference  to  the  company 
and  whether  they  are  motivated  by  real  growth  opportunities. 

If  you  have  good  employees  they  will  probably  get  offers  to 
work  elsewhere.  If  you  value  them  they  will  feel  important 
enough  to  you  to  think  twice  before  leaving.  The  companies 
that  keep  their  people  have  managers  who  achieve  a  dynamic 
work  environment  that  benefits  the  employees  and  allows  the 
business  to  prosper.  When  a  manager  appreciates  his  employ¬ 
ees,  actually  listens  to  their  ideas,  and  encourages  collaboration, 
they  will  want  to  stay.  And  retaining  good  employees  is  the 
key  to  productivity  and  profitability. 

So  perhaps  it  is  about  the  money  after  all.  □£] 


Mark  Rittenberg  is  founder  of  Corporate  Scenes,  a  consultancy  in  Berke¬ 
ley,  Calif.,  that  specializes  in  training  managers  and  leaders. 


The  Right 
Way  to  Scale 

BY  JON  SIEGEL 

SOMETIMES  A  PROBLEM  is  hard  to  solve  not  because  it’s  actually 
hard,  but  because  you  pick  a  hard  solution  to  a  simple  prob¬ 
lem.  On  the  other  hand,  some  problems  really  are  hard:  With 
these  problems,  even  if  you  pick  the  best  solution,  they’re  still 
hard.  If  you  pick  any  other  solution,  you  fail.  Sometimes  it’s 
difficult  to  tell  which  of  these  situations  you’re  in.  Here’s  one 
way  companies  get  trapped:  They  underestimate  a  problem 
at  the  start,  and  pick  a  simple  solution.  Then  they  discover — 
typically  after  hardware  and  software  development  tools  have 


been  installed  and  staff  has  been  trained — that  the  problem 
was  much  bigger  than  they  realized,  that  the  chosen  solution 
won’t  do  the  job,  and  that  the  real  solution  will  be  a  lot  more 
work  and  take  a  lot  longer.  This  makes  lots  of  projects  late  and 
busts  lots  of  budgets. 

Writing  and  running  enterprise  servers  and  Internet  servers 
that  scale  is  one  of  those  problems  that  really  is  hard.  I’m  talk¬ 
ing  about  the  really  successful  sites  that  we  all  know  about: 
stock  trading,  auction,  big  retail  and  industrial  sales  sites.  Sites 
so  visible  that  when  they  crash — even  if  it’s  only  for  a  little 
while — they  make  the  next  day’s  Wall  Street  Journal.  Here’s 
what  characterizes  successful  sites: 

Scalability:  They  handle  enormous  loads  with  ease,  because 
their  load-balancing  architecture  spreads  tasks  across  a  number 
of  machines. 

Fault- Tolerance:  They’re  always  up,  because  their  fault-tolerant 
architecture  is  redundant  in  hardware  and  software. 
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Transactionality:  Their  transactional  architecture  makes  pro¬ 
cessing  reliable.  Without  this,  high  interaction  rates  inevitably 
lead  to  high  error  rates  that  are  expensive  to  correct. 

Security:  They  are  secure  in  both  hardware  and  software. 
Since  all  of  the  sites  we’re  talking  about  deal  with  either  money 
or  items  of  substantial  value,  security  of  programs  and  data  is 
critical. 

Another  thing  successful  sites  consider,  often  overlooked, 
is  coordination  of  programming  staff.  As  staff  count  grows 
so  large  that  your  managers  don’t  know  all  of  their  group 
leaders — never  mind  all  of  their  programmers — it’s  comforting 


to  know  that  your  development  environment  and  run-time 
architecture  enforce  consistency  through  type-checking  and 
exception  handling,  even  when  calls  fly  from  one  machine  to 
another  over  the  network. 

B2C  sites  and  B2B  sites  are  different.  B2C  clients  run 
browsers,  communicating  over  HTTP.  This  isn’t  elegant,  but 
it  works.  Error  rates  stay  low  because  orders  are  keyed  in  by 
actual  people  who  can  check  for  mistakes  (since  the  client-side 
browser  software  doesn’t  help  here,  of  course).  Errors  don’t 
matter  that  much  anyhow — there  are  so  many  clients  out  there 
that,  if  a  single  order  goes  awry  and  a  customer  moves  to  a 
competitor,  your  business  will  survive.  (Just  don’t  let  this  hap¬ 
pen  on  a  regular  basis.) 

But  B2B  is  different.  In  fact,  it  presents  some  of  those  prob¬ 
lems  that  can  look  simple  at  first  but  then  turn  ugly  as  things 
grow  out  of  control.  Here’s  how:  In  the  beginning,  business 
clients  may  be  satisfied  with  placing- and  checking  orders  on 
browsers.  But  that  doesn’t  last  long.  Soon,  companies  want 
to  connect  their  assembly  line  just-in-time  stocking  program  to 
their  suppliers’  ordering  program  to  place  orders  and  check 
shipments,  and  their  accounting  program  to  the  suppliers’ 
billing  program  for  payment.  How  many  transactions  could 
this  involve?  How  many  different  parts  are  there  in  a  747?  A 
lot!  And,  suddenly,  even  small  errors  matter.  Even  if  it’s  just 
a  small  order,  it’s  part  of  your  business  with  a  big  customer. 
And,  if  a  missing  nut  or  bolt  holds  up  his  assembly  line  for  a 
couple  of  hours,  it’s  not  just  a  nickel-and-dime  matter,  and  he’ll 
be  mad. 

We  can’t  perform  B2B  interactions  the  same  way  we  do 
B2C,  because  the  client-browser  model  doesn’t  have  the  relia¬ 


bility  that  B2B  requires.  B2B  interactions  need  the  characteris¬ 
tics  we  listed  for  enterprise  and  Internet  servers,  but  client  and 
server  machines  are  owned  by  different  companies  and  don’t 
trust  each  other,  or  share  an  architecture,  or  even  a  business 
or  domain  model.  How  can  we  standardize  on  a  scalable, 
robust,  reliable  and  secure  B2B  e-commerce  environment  but 
still  maintain  respect  for  these  infrastructure  differences? 

Into  the  breach  steps  XML — extensible  markup  language. 
XML  has  a  lot  to  offer  as  a  solution  to  the  modeling  part  of  our 
problem,  and  this  is  one  reason  why  it’s  being  received  so 
enthusiastically  by  Web  developers.  Unfortunately  some  people 
see  XML  not  only  as  a  language  for  expressing  business  con¬ 
cepts  and  other  structures,  but  also  as  an  interoperability  solu¬ 
tion.  This  isn’t  true:  XML  is  only  a  data  format — 
there  is  no  single,  standard  communication 
method  associated  with  it.  Instead,  people  trans¬ 
mit  XML  in  lots  of  ways  including  HTTP,  SMTP 
and  over  message-oriented-middleware  (MOM) 
systems. 

These  work,  in  their  fashion,  and  they’re  fairly 
quick  to  implement  because  they  reuse  existing  software.  But 
how  do  they  measure  up  to  the  characteristics  we  listed  above? 
They  don’t:  HTTP  and  SMTP  were  never  intended  for  this 
severe  use,  and  MOM  implementations  lack  the  uniformity 
needed  for  industry-wide  adoption. 

In  order  to  succeed,  a  distributed  B2B  e-commerce  envi¬ 
ronment  must  couple  client  and  server  with  reliable,  secure, 
platform-independent 
network  interoperabil¬ 
ity.  At  the  same  time, 
the  extensibility  of 
XML  must  be  pre¬ 
served.  This  must  all  be 
built  on  a  robust,  scal¬ 
able,  transactional  server  foundation.  Corba,  specified  by 
the  Object  Management  Group  (OMG),  meets  these  require¬ 
ments  now. 

To  Corba,  the  computing  industry’s  interoperability  stan¬ 
dard,  the  OMG  has  recently  added  reliable  messaging-mode 
asynchronous  network  transport  and  a  mapping  from  XML 
to  OMG  IDL.  This  lets  enterprises  link  their  systems  for  B2B 
commerce  using  Corba,  without  sacrificing  either  the  extensi¬ 
bility  of  XML  or  the  loose  coupling  and  assurance  of  MOM. 
With  these  additions,  Corba  meets  all  of  the  requirements  for 
B2B  e-commerce:  scalability,  fault-tolerance,  transactionality 
and  security.  E0 


Jon  Siegel  is  the  director  of  technology  transfer  at  the  Object  Manage¬ 
ment  Group,  a  Needham,  Mass.-based  not-for-profit  developer  of  vendor- 
independent  software  specifications. 


B2B  presents  some  of  those  problems  that 
can  look  simple  at  first  but  then  turn  ugly 
as  things  grow  out  of  control. 


Do  you  have  an  opinion  you 
would  like  to  express?  Let 
Senior  Editor  Megan  Santosus 
know  at  santosus@cio.com. 
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"The  smarter  our  sales  counselors, 
the  better  the  customer  experience." 

W.  Alan  McCol lough,  President  and  CEO,  Circuit  City  Stores,  Inc. 

How  do  you  keep  a  22,000-person  sales  team  current  on  the  details  of  thousands  of 
constantly  changing  products?  Circuit  City  is  doing  it  with  DigitalThink.  Our  e-learning 
solution  will  provide  Circuit  City  with  the  ability  to  bring  sales  counselors  up  to  speed  fast 
on  everything  from  high-definition  television  to  wireless  solutions.  Sales  counselors  can 
answer  customer  questions  quickly,  build  confidence,  earn  loyalty — and  business.  Looking 
for  ways  to  use  the  Internet  to  drive  knowledge  and  build  competitive  advantage?  Visit 
www.digitalthink.com/ccio. 
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Taking  Sides  on  Critical  Issues 


Split  Squads 

BY  MARTHA  HELLER 

WHEN  MADE2MANAGE,  an  Indianapolis-based  provider  of  ERP 
systems  for  small-  to  medium-size  manufacturing  companies, 
decided  to  step  up  its  B2B  e-business  offerings,  senior  manage¬ 
ment  pulled  a  dozen  people  out  of  the  80-member  IS  depart¬ 
ment  to  form  a  separate  “Eport”  group.  Their  mission  has 
been  to  launch  and  maintain  m2mEport.com,  a  slick  new  web¬ 
site  that  houses  Made2Manage’s  Weh-based  tools  and  services. 

Other  companies  have  taken  the  same  tack,  splitting  their 
IS  departments  into  two  groups:  One  to  focus  on  legacy  sys¬ 
tems  and  the  other  to  get  the  website  up  and  running. 

“We  were  finding  that  we  weren’t  able  to  change  perspec¬ 
tives  and  focus  on  new  technical  skill  sets  as  quickly  as  our 
customers  needed  us  to,”  says  Christopher  Clapp,  vice  presi¬ 
dent  and  general  manager  of  Made2Manage’s  Eport  group. 
“We  had  to  find  a  way  to  focus  on  Web  technologies  and 
strategies  without  distraction  from  other  technical  objectives.” 

Clapp  and  Gary  Rush,  vice  president  and  general  manager 
of  enterprise  business  systems,  the  group  responsible  for  the 
more  traditional  client/server  enterprise  applications,  met  first 
to  discuss  how  the  two  groups  would  function  and  which 
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employees  would  work  best  in  which  group.  They  then 
approached  select  employees  with  the  Eport  idea,  and  Clapp 
created  the  new  department. 

Sounds  like  a  good  way  to  go.  But  such  a  split  can  result  in 
morale  problems  if  a  company  isn’t  careful.  “Those  left  behind 
[in  the  enterprise  systems  group]  may  feel  that  it  is  less  excit¬ 
ing  to  work  on  the  legacy  applications  than  on  the  brand-new, 
latest  and  greatest  stuff,”  says  Rush. 

To  squelch  the  perception  that  the  Eport  group  has  more 
fun,  Rush  has  to  make  sure  that  his  own  staff  is  working  on  uj 
exciting  projects,  and  both  managers  have  to  resist  the  temp-  £ 
tation  to  recruit  star  employees  from  each  other.  “If  this  were  g 
a  laissez-faire  system,  we’d  be  stealing  from  one  another,”  says  “ 

Clapp.  “But  while  it  may  be  in  my  personal  interest  to  steal  ° 

his  people,  it’s  not  in  the  customer’s  best  interest  or  the  com-  ^ 

Z> 

pany’s,  so  I  don’t.” 
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Reliability,  Availability  Scalability 


Opinion 


Sound  Off 


For  the  most  part,  the  split  is  working  well  for  Made2Man- 
age  but  only  because  Clapp  and  Rush  communicate  regularly 
about  project  priorities  and  potential  personnel  conflicts.  What 
about  you?  Have  you  split  your  IS  staff  in  two?  Are  the  rewards 
worth  the  risks?  Here  is  a  sampling  of  the  responses  that  I 
received.  You  can  respond  to  me  at  mheller@cio.com  or  via 
the  Web  at  comment.cio.com. 


Why  Split  Up  Your  IS  Department? 


Want  to  sound  off  on  this  or  other 
topics?  Join  the  ongoing  debates  at 
comment.cio.com. 


w 


HERE’S  A  NOVEL  THOUGHT:  ASK  YOUR  DEPARTMENT  HOW 
they  believe  they  would  work  best  to  achieve  the  department’s 
objectives.  The  result  is  that  you  get  feedback  that  you  may 
not  have  considered,  you  build  a  sense  of  team — regardless  of 
the  final  decision — and  you  will  have  more  buy-in  on  that  final 
decision.  When  was  the  last  time  you  were  successful  in  any  sig¬ 
nificant  effort  without  buy-in  from  the  vested  parties? 

John  Schneider 
Director,  IT 
Radix  Communications 
Saint  Joseph,  Mich. 
john.schneider@radixcom.net 

A  CIO  CONSIDERING  A  SERIOUS  B2B  OR  B2C  UNDERTAK- 
ing  may  want  to  consider  an  even  more  radical  approach  than 
simply  splitting  the  existing  IS  organization.  Such  an  approach 
usually  leaves  both  organizations  under  the  same  corporate  cul¬ 
ture.  In  other  words,  the  same  culture  that  drives  the  business- 
as-usual  model  would  continue  to  drive  the  new  e-business. 

A  more  radical  approach  would  be  to  create  a  separate 
enterprise,  driven  by  business  and  IS  folks  who  do  not  bring  the 
old  culture  with  them,  but  who  instead  bring  a  fresh  perspec¬ 
tive  about  how  to  change  the  business  model. 

Operating  with  their  peers  in  their  own  physical  environ¬ 
ment,  they  could  bring  a  fresh  approach  to  marketing,  distrib¬ 
ution,  HR  and  so  on. 

E-business  is  as  much  about  corporate  change  as  it  is  about 
technology.  The  real  success  stories  of  the  future  will  be  from 
those  companies  that  take  this  approach. 

Steve  Terry 

VP  and  CIO 
Beneficial  Life  Insurance  Co. 

Salt  Lake  City 
Steve.  terry@benlife.  com 


WE  DID  THIS  ABOUT  FOUR  MONTHS  AGO.  TWO  TEAMS  WERE 
formed  out  of  one:  IT  and  IT  development.  Two  senior 
members  of  the  IT  team  were  moved  to  the  IT  development 
team,  and  an  IT  development  director  was  hired.  I  then  pro¬ 
moted  existing  IT  team  members  and  recruited  three  new 
members  from  inside  the  company  to  provide  technical  sup¬ 
port  on  our  internal  line-of-business  systems.  The  IT  devel¬ 
opment  director  then  ramped  up  his  team  to  be  more  Web 
focused.  We  meet  on  a  weekly  basis  to  keep  the  communica¬ 
tion  flowing. 

This  has  worked  well  for  us  mainly  because  of  the  good  rela¬ 
tionship  the  IT  development  director  and  I  have  and  also 
because  the  executive  team  fully  supports  it. 

Jeff  Marsalis 

Director  of  IT 
iGo  Corp. 

Reno,  Nev. 
marsalis@igo.  com 

WE  HAVE  A  SIMILAR  INSTANCE  WHERE  WE  HAD  TO  EXPAND 
our  department  to  support  numerous  B2B  and  e-commerce 
projects  by  complementing  implementors  from  different 
departments. 

When  you  start  creating  new  groups  to  manage  new  tech¬ 
nologies,  the  department  and  the  single  goal  of  the  company 
are  compromised.  Rather,  you  should  allow  your  staff  to  take 
ownership  and  have  them  manage  such  technologies,  and  hire 
people  who  are  dynamic  enough  to  support  the  project  and 
to  strengthen  your  core  business  and  department. 

I  believe  in  giving  my  staff  more  challenges  and  involving 
them  more  with  the  business. 

Gene  Yoo 

Divisional  Network  Manager 
Coca-Cola  Enterprises 

Los  Angeles 
gyoo@na.  cokecce.  com 

I  CREATED  A  WEB  GROUP  SILO  MORE  THAN  TWO  YEARS  AGO. 
The  team  is  still  under  the  CIO  hierarchy;  however,  they  have 
a  good  deal  of  autonomy. 

The  result  has  been  remarkable  dynamism  and  swift  mastery 
of  Web  realities.  In  such  a  rapidly  changing  and  ultracompeti- 
tive  environment,  anything  less  than  total  focus  will  result  in 
substandard  results. 

The  lesson  learned  here  is  that  not  all  silos  are  bad  silos. 

Hale  Johnston 

Executive  Vice  President  and  CIO 
Dodson  Group 
Kansas  City,  Mo. 
halej@dodsongroup.com 
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LEADERS  SELECT  LEADERS 


It’s  easy  to  set  up  a  web  store,  but  much  more  difficult  to  actually  sell  online.  That’s  why  eCommerce  leaders 
Cisco  and  Dell  both  chose  Selectica  to  power  their  next  generation  Internet  Commerce  configuration  capabilities.  With 
Selectica,  Cisco  and  Dell  will  provide  their  customers  a  unique  interactive  buyer  experience.  Our  Internet  Selling  System 
enables  customers  to  find,  configure  and  accurately  order  even  the  most  complex  products  easily  and  efficiently.  Find  out 
how  in  our  free  guide  Seven  Keys  to  Internet  Selling  Success.  Plus,  learn  how  eCommerce  leaders  Cisco,  Dell  and  others 
successfully  sell  complex  products  and  services  online  in  the  new  book,  Net  Ready{a  $24.95  value,  free  to  qualified 
respondents).  lust  call  toll-free  800-900-2850,  ext.  3300  or  visit:  WWW.SELECTICA.COM/NETREADY3 


&  SELECTICA 

*  The  Internet  Selling  Systems  Company 


Go  to  WWW.SELECTICA.COM/NETREADY3  to  qualify  for  a  FREE  copy  of  Net  Ready  (a  $24.95  value),  the  story  of  how  eBusiness  leaders  like 
Cisco  and  Dell  achieve  online  success  (free  to  qualified  respondents).  Plus,  all  respondents  will  receive  a  free  copy  of  Seven  Keys  to  Internet  Selling 
Success.  Offer  valid  through  10/31/00.  Void  where  prohibited.  View  complete  rules  at  www.selectica.com/qualifications. 
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From  the  Publisher 

gbeach@cio.com 


An  Open 
Invitation 

ONE  OF  THE  MOST  ENJOYABLE  aspects  of  my  job  here  at  CXO 
Media  is  interacting  with  lots  of  very  smart  people  on  the  staffs 
of  CIO  and  Darwin. 

Hardly  a  day  goes  by  without  the  exchange  and  evaluation 
of  ideas — CXO  Media’s  bread  and  butter.  Our  company  cul¬ 
ture  encourages  collaboration  around  ideas.  Yet  the  fact 
remains  that  we  shoot  most  ideas  in  the  foot  because  we  do 
not  have  the  human  or  fiscal  bandwidth  to  adequately  imple¬ 
ment  them.  It  is  probably  the  same  at  your  company. 

About  three  years  ago,  I  was  sitting  at  a  CIO  Perspectives 
conference  with  CXO  Media’s  Cathy  O’Leary  Hayes,  executive 
vice  president  of  marketing,  and  Susan  Watson,  vice  president, 
news  and  information.  Panning  the  room  of  700  attendees, 
we  had  a  brainstorm:  Let’s  develop  a  definitive  index  to  mea¬ 
sure  the  future  purchase  plans  and  confidence  levels  of  CIOs  on 
a  monthly  basis. 

Our  model  was  the  respected  and  widely  distributed 
National  Purchasing  Manager  Association’s  monthly  poll, 
which  gauges  the  confidence  levels  of  purchasing  managers. 
Surely,  we  thought,  CIOs  have  a  catbird’s  view  of  technology 
implementation  here  in  America.  Wouldn’t  it  be  cool  to  bench¬ 
mark  their  buying  plans?  With  technology  driving  the  new 
economy,  couldn’t  our  survey  become  the  definitive  tool  for 
demand-side  21st  century  technology  buying  plans? 

Y2K,  and  then  the  exploding  B2B  dotcom  world,  side¬ 
tracked  the  idea,  but  it  also  gave  us  the  opportunity  to  meet  and 


work  with  Ed  Yardeni,  the  chief  economist  for  Deutsche  Bank 
Securities.  On  July  3,  2000,  CIO  and  Yardeni  announced  the 
formation  of  the  CIO  E-conomy  Index.  The  index  reports  by 
total  industry  and  12  vertical  industries  (an  important  insight 
for  chief  information  officers  who  are  constantly  assessing  what 
their  competitors  are  doing)  future  spending  plans  by  percent¬ 
age  for  hardware,  software,  services  and  compensation.  It 
details  the  percentage  of  IT  budgets  invested  in  B2B  and  B2C. 

How  are  others  in  your  industry  using  the  Internet  to  drive 
revenues,  cut  costs,  determine  pricing  and  hire  IT  staff?  It’s  all 
there.  Results  of  the  June  pilot  study  can  be  seen  at  www. 
peoplepolls.com/results/CIO/061500.asp.  Only  panel  mem¬ 
bers,  however,  will  receive  the  all-important  vertical  industry 
data. 

The  goal  of  the  CIO  E-conomy  Index  is  to  get  500  chief 
information  officers  to  participate  each  month.  We  also  plan 
to  hold  a  conference  each  year  in  New  York  City  to  discuss 
index  trends  with  other  CIOs  and  Yardeni’s  colleagues  from 
Deutsche  Bank  Securities. 

If  you  are  the  CIO  of  a  company  that  employs  more  than 
1,000  employees,  Yardeni  and  I  would  like  to  invite  you  to  join 
this  exclusive  club.  All  data  gathered  will  be  kept  confidential. 
Panel  members  will  receive  data  in  an  e-mail  prior  to  monthly 
dissemination  via  a  press  release. 

The  fastest  way  to  get  involved  is  to  send  an  e-mail  to 
Bridget  Cammarata,  CXO  Media’s  research  director,  at 
bridgetc@cio.com. 
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The  prognosis  for  Medsite.com  was  for  chronic  growth 
spurred  by  an  imminent,  hyperactive  IPO.  So  Jose  Benitez, 
Jr.,  Medsite's  manager  of  technical  support,  inquired  about 
Subscription  Computing™  from  micronpc.com.  After 
talking  with  one  of  our  dedicated  sales  reps  (the  always- 
on-call  Ryan  Keen),  they  subscribed  to  a  holistic  solution 
that  included  100  Millennia®  desktop  PCs  and  Micron™ 
notebooks  for  the  three 
partners.  They  are  also 
able  to  add  high-speed 
connectivity  and  Web 
hosting  through  our 
HostPro  subsidiary.  Result: 

Medsite.com  can  specialize 
in  e-commerce  while  we 
administer  the  support. 

Should  your  e-business 
ever  show  any  symptoms 
of  affliction  or  malaise,  our  Subscription  Computing 
could  well  be  the  cure.  Think  of  us  as  the  CPR  for  URLs. 


Subscription  Computing 

Get  any  two  services  when 
you  buy  any  Millennia  desktop 
featuring  the  Intel ®  Pentium ®  III 
processor  and  get  7%  financing: 

Web  hosting 

Connectivity 

Uplifted  on-site  service 

Priority  Access  technical  support 

System  installation 

Peripheral  installation 

System  upgrade 

Document  transfer 

Micron  University 


IDOTE  FOUND  FOR 
NESS  DISORDERS. 


pentium®/// 


micronpc.com  Think  beyond  the  box: 


SHOP  ONLINE  AT  MICRONPC.COM/MED22  OR  ORDER  TOLL-FREE  1-800-876-9155 


For  government  or  education  sales,  call  1-888-209-8041.  GSA  Contract  #:  GS-35F-4317D 

©2000  Micron  Electronics,  Inc.  All  rights  reserved.  Micron  Electronics,  Inc.  is  not  responsible  for  omissions  or  errors  in  typography  or  photography.  All  purchases  are  subject  to  availability.  Prices  and  specifications  may  be  changed 
without  notice;  prices  do  not  include  shipping  and  handling  and  any  applicable  taxes.  Sellerfe  return  policy  does  not  include  return  freight  and  original  shipping/handling  charges,  and  all  return  and  warranty  periods  begin  from  the 
date  a  product  is  shipped,  not  when  it  arrived.  A  restocking  fee  may  be  charged  upon  the  return  of  a  product.  All  sales  are  controlled  by  seller^  current  terms  and  conditions  of  sale,  which  are  available  on  sellerk  website  or  from 
its  sales  representatives.  On-site  service  is  provided  at  sole  discretion  of  Micron  Computer  Services,  Inc.  A  diagnostic  determination  for  on-site  service  must  be  made  by  a  Micron  service  technician  prior  to  the  provision  of  on-site 
service.  On-site  service  is  provided  by  a  third-party  service  provider  under  a  separate  service  contract  between  you  and  the  service  provider.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation. 
Product  names  of  micronpc.com  products  are  trademarks  or  registered  trademarks  of  Micron  Electronics,  Inc.  Other  product  names  used  in  this  publication  are  for  identification  purposes  only  and  may  be  trademarks  of  their  respective 
companies.  Subscription  Computing  offer  vaild  for  business  customers  who  commit  to  a  12-,  18-,  24-,  or  36-month  term  and  agree  available  at  http://about.micronpc.com/legal/subscription.html  or  from  a  Micron  sales  representative 
at  800-438-3343.  7%  interest  charged  for  hardware  purchases  only. 
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Polansky  for  advice  on  managing 
your  career,  and  you  won’t  be 
disappointed. 

www.  do.  com/forums/executive/ 
counselor.html 

Ask  the  Author 

Your  favorite  business  authors  are 
waiting  in  ClO.com’s  Reading  Room 
to  lend  you  their  expertise, 
www.  do.  com/books 

CIO  Connection 

Tap  into  ClO.com’s  discussion 
forums  and  get  feedback  from 
some  of  the  best-informed  sources 
around— CIO  readers. 
discuss.do.com 


270 


CIO  AUGUST  15,  2000  •  www.cio.com 


B-to-B  Internet  Solutions 
for  Service  Communities 


•O' 

psitHas 

EHH1  SP»  Us  *  i 

t  § 

?  i 

».  il 

is 

.'M’F  W  \  -1  rV  V 

/«• 

iJ-jH./fl :  5 1 

r'ml//, 

Better  Service. 
Happier  Customers. 
Higher  Profits. 

Imagine  a  solution  that  allows  your 
entire  service  community,  including  your 
employees,  as  well  as  your  customers, 
partners,  vendors,  and  suppliers,  to  work 
and  collaborate  on  the  Web. 

Imagine  a  solution  to  your  workforce 
management  needs  — a  solution  that 
supports  mobile  field  engineers  using 
wireless  PDAs  and  cell  phones. 

Imagine  your  service  operation  fully 
integrated  and  running  at  peak  perfor¬ 
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customer  self-service,  automating  repair 
returns,  and  providing  auction-based 
asset  procurement  and  replenishment. 

You  don't  have  to  imagine  it. 
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With  an  IT  team  of  700  distributed  around  the  globe,  Fucent  Technologies’  Vice  President 
and  CIO  for  Corporate  Centers  Sue  Kozik  probably  has  enough  frequent-flyer  miles  to  get 
herself  a  seat  on  the  first  commercial  space  shuttle  trip  to  the  moon.  When  she  finds  herself 
with  precious  moments  of  free  time  though,  the  last  thing  she  wants  to  do  is  travel.  She’d 
much  rather  putter  around  in  the  garden  or  sink  a  few  putts  at  a  golf  course.  “The  two  are 
interrelated,”  she  says.  “When  I’m  golfing  badly,  I  get  some  great  landscaping  tips.” 

Since  joining  Fucent  in  January  of  this  year,  Kozik’s  focus 
has  been  on  the  IT  world’s  favorite  vowel.  “All  of  a  sudden, 
business  strategies  are  e-everything,”  she  says.  “We’re  being 
asked  to  create  new  business  models  that  are  Web-enabled.” 

These  are  not  decisions  she  takes  lightly.  “We’re  ‘Web- 
ifying’  everything  and  there’s  not  a  cookbook,”  she  says. 

“We  want  to  make  the  right  decisions.  There’s  the  risk  of 
alienating  someone  if  you’re  wrong.  At  the  same  time,  we  all 
have  expenses  to  manage.  How  long  should  you  maintain  the  current  business  model?  It 
gets  expensive.”  While  she  enjoys  an  extensive  network  of  peers  in  making  those  strategic 
decisions,  she  realizes  there  are  not  yet  any  completed  stories,  no  case  studies,  no  one  has 
yet  finished. 

Connecting  with  the  customer  is  another  pervasive  focus  in  her  life,  both  in  and  out  of 
the  office.  “A  lot  of  businesses  do  a  horrible  job  of  connecting  with  the  customer,”  she  says. 
KSzik  finds  herself  constantly  thinking  of  additional  ways  to  keep  people  content,  treat 
them  with  dignity  and  convey  a  sense  of  interest  in  their  needs. 

“When  I  go  grocery  shopping,  I  always  reengineer  the  store.  I’m  the  only  one  who  fills 
out  those  feedback  forms,”  she  says.  “There  are  people  who  will  tell  you  what  they  want  if 
you  just  ask  them.  It’s  a  missed  business  opportunity.” 
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great  for  you,  too.  Because  right  now,  your  IT  experi¬ 
ence  has  never  been  worth  more.  Want  proof?  Sign  up 
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for  free  Job  Alerts  from 
ITcareers.com.  We  have 


tens  of  thousands  of  serious  IT  opportunities  at  some  of 
the  world's  best-paying  and  best-run  companies.  When 
one  of  our  posted  positions  matches  your  profile,  we'll 
alert  you  right  away.  ITcareers.com  is  a  service  of  the 
ITworld.com  network,  the  industry's  most  trusted 
resource  for  all  the  latest  IT  news,  products,  job 
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visit  www.ITcareers.com. 
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Conference:  October  3-6, 2000  •  Expo:  October  4-6, 2000 

San  Jose  Convention  Center  •  San  Jose,  California 


Application  Service  Providers 

W3RLD 


CONFERENCE  &  EXPO 


Sponsored  by  leading  visionaries,  analysts,  users  and  suppliers 

in  the  ASP  marketplace,  this  brand-new  event  lets  you  learn  all  your  ASP 

options  right  now  all  on  one  show  floor! 


In  addition  to  your  free  Expo  Badge,  registrants  receive  the  following 
valuable  resources  critical  to  understanding  this  emerging  market: 

•  Up-to-date  market  data 

•  Decision  Support  Guide 

•  ASP  Market  Taxonomy 

•  Information  on  the  latest  ASPs  and  services 

•  Data  on  what  your  competition  is  doing 

•  Special  introductory  sessions  addressing 
your  questions 


is m 


igEOffl 


Register  early  for  special  savings! 

To  Exhibit,  please  call  toll  free  1-877-696-0459 
To  Attend,  please  register  online  at  www.aspworldexpo.com 

V;., 

ASPWorld  Conference  &  Expo  •  3  Speen  Street,  Suite  320,  Framingham,  MA  01701 
02000  IDG  World  Expo.  All  rights  reserved.  All  other  trademarks  contained  herein  are  the  property  of  their  respective  owners. 


•  What  is  an  ASP? 

•  Do  you  understand  the  entire  range  of  outsourcing  options? 

•  Are  you  informed  about  ASP  services  and  products? 

•  What  is  the  competitive  advantage  of  outsourcing  IT?  How  can  it 
improve  your  business?  How  has  outsourcing  IT  improved  your 
competitors’  business? 

Get  the  answers  before  someone  asks  you  the  questions! 


As  the  only  major  ASP  event  focused  on  the  end-user,  ASPWorld 
Conference  &  Expo  provides  a  unique  educational  opportunity  designed  for 
corporate  and  IT  decision-makers  who  are  evaluating  outsourced  applications 
from  a  business  and  technical  perspective! 
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Time  Piece 


THERE  ARE  two  ways  to  determine 
whether  a  high  voltage  is  present  in  a 
circuit.  One  is  to  spit  on  your  thumb  and 
index  finger,  place  them  across  the  circuit 
and  wait  for  the  jolt. 

The  other  is  to  hook  up  a  voltmeter. 

The  voltmeter  is  a  classic  instrument, 
still  indispensable  despite  its  age  (the 
magnet-and-coil  mechanism  on  which  it  is 
based  dates  back  to  the  galvanometer, 
introduced  by  the  French  physician  and 
physicist  Jacques- Arsene  d’Arsonval  in  the 


WPLACf 


1880s).  Its  range  is  astonishing — it  can 
measure  the  thousands  of  volts  on  the 
deadly  third  rail  of  a  train  track  as  easily  as 
it  can  check  the  voltage  of  a  microcircuit 
found  in  a  cell  phone.  Technicians  might 
use  it  in  combination  with  an  ammeter, 
which  measures  current  in  amperes,  and 
an  ohmmeter,  which  measures  resistance  in 
ohms.  These  three  instruments  often  can 


be  found  together  in  a  so-called  multime¬ 
ter.  This  living  arrangement  makes  a  good 
deal  of  sense  given  the  tight  relationship 
among  the  variables  in  question.  As  you 
no  doubt  remember  from  your  physics 
class,  voltage  equals  the  current  times  the 
resistance. 

And  yes,  that  will  be  on  the  test. 

-Sara  Shay 
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□a  You  Want:  To 

Max  Out: 


Your  e-Business 

Opportunities? 


Want  to  use  the  Internet  to  connect  branch  offices  and  reduce  communications 
costs?  Groovy.  Want  to  secure  your  corporate  network  and  keep  confidential 
information  confidential?  Right  on.  Want  to  make  sure  your  customers  are  who 
they  say  they  are  and  take  advantage  of  new  ways  to  do  e-business?  Far  out. 

With  Cylink  you  can  do  all  that  and  more. 
Because  for  more  than  16  years  we've  been 
developing  security  solutions  for  some  of  the 
largest  and  most  respected  companies  in  the  world. 
Solutions  that  are  easy  to  implement  and  easy  to  manage  from  anywhere  on  your 
network  regardless  of  type  or  technology. 

So  don't  let  network  security  keep  you  from  doing  your  e-business  thing. 

_  Max  out  your  e-business  opportunities.  And  do  what  you  want  to  do.  With  Cylink. 


WWW. 


Securing  e-business 


When  it  Comes  lo  Security, 

Only  enrol  Can 
Prated  You  Like  This. 


Security  is  the  number  one  concern  of  every  IT 
professional.  The  good  news  is  that  there’s  a 
proven  solution  you  can  trust. 

Without  Bullet-Proof  Security,  Successful 
eBusiness  Is  Impossible 

The  only  thing  bigger  than  the  opportunity  that 
comes  with  putting  your  business  on  the  Web  is 
all  the  risk  that  goes  with  it. 

Undetected  attacks  can  strike  at  any  time, 
from  anywhere,  in  a  variety  of  forms.  Most  sites 
can’t  even  track  every  attempt.  And  new  threats 
are  developed  every  day,  all  over  the  world. 

Without  the  right  protection,  eCompanies  risk 
losing  everything:  data,  customers,  revenue, 
and  more. 

A  Simple  Solution  1b  Your  Most 
Complicated  Challenge 

Online  business  through  eCommerce,  corporate 
intranets,  partner-to-partner  transactions  on 
extranets  and  websites,  all  need  to  be  secured. 
Protecting  the  integrity  and  availability  of  intranet 
information  is  critical  to  all  organizations. 


Unfortunately,  in  the  race  to  become 
Web-enabled,  security  has  taken  a  back  seat. 

IT  managers  often  give  themselves  a  false  sense 
of  security  with  a  standalone  or  partial  security 
solution.  They  forget  that  eCompanies  need  an 
integrated  and  comprehensive  security  solution 
that  provides  best-of-breed  functionality. 

emist  Enables  eBusiness 

eTrust™  provides  all  the  security  solutions  an 
eBusiness  needs: 

COMPREHENSIVE  —  From  the  browser  to  the 
mainframe,  ensuring  complete  security  in  today’s 
highly  complex  environments. 

BEST-OF-BREED  —  eTrust  solutions  offer 
best-of-breed  functionality  across  the  board. 
INTEGRATED  —  All  eTrust  solutions  are 
designed  and  built  to  work  together  seamlessly. 
EASY  —  eTrust  solutions  are  easy  to  use, 
deploy,  and  administer,  ensuring  any  environment 
is  secured  quickly  and  correctly. 
MISSION-CRITICAL  —  eTrust  solutions  offer  the 
scalability,  depth, 
and  robustness 
fast-growing  and 
successful 
eBusinesses  need. 

eTrust  Is  Open 
And  Extensible 

eTrust  allows  you 
to  leverage  exist¬ 
ing  investments  in 
security  solutions 
—  you  will  never 
have  to  start  over 
or  convert  anything. 


And  eTrust  can  be  implemented  one  function  at  a 
time  or  all  at  once  —  it’s  your  choice. 

And  since  eTrust  is  built  on  the  Unicenter 
TNG®  Framework™  it  lets  you  snap-in  other 
eBusiness  management  solutions  as  you  grow 
and  your  needs  change.  eTrust  is  built  on  a  stan- 
dards-based,  open  infrastructure,  so  it’s  always 
easy  to  plug  in  any  other  standards-compliant 
products  or  solutions. 


eTrust  Is  Trustworthy 

eTrust  is  not  only  backed  by  the  world’s  leading 
security  software  company,*  it  is  also  comple¬ 
mented  by  a  complete  set  of  outcome-based 
service  offerings.  CA  Services™  stands  ready 
to  make  sure  your  implementation  is  fast  and 
trouble-free. 

If  your  company  is  making  the  difficult  transition 
to  an  eBusiness,  you  owe  it  to  yourself  to  find 
out  more  about  the  security  solution  more 
eBusinesses  trust. 

For  more  information, 
call  1-800-377-5327,  or  visit 

www.ca.com/solulloiit/enlerpme/etnisi/ 


eTrust  Security 
Suite 

•  Access  Control 

•  Administration 

•  Single  Sign-On 

•  Firewall 

•  Content  Inspection 

•  Intrusion  Detection 

•  Policy  Compliance 

•  Audit 

•  Virtual  Private  Network 

•  Encryption 

•  Directory 

•  OCSPro 

•  Anti-Virus 


eTrust  includes  a  comprehensive  set  of  security 
solutions  that  enable  eBusiness  by  protecting 
current  investments  and  allowing  customers  to 
confidently  leverage  new  technologies.  eTrust 
offerings  enhance  return  on  opportunity  for  any 
eBusiness  through  security  solutions  including 
risk  assessment,  attack  detection,  loss  prevention 
and  powerful  management— all  critical  com¬ 
ponents  of  a  comprehensive  security  solution 
for  a  successful  eBusiness. 


|  End-to-End  Security 


( Computer ® 
Associates 

Software  superior  by  design. 


eTrust" 

Backed  By  The  #1  Security  Software  Company 

Assess  Manage  Prelect  Delect  Enable 
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